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PRICE FIFTY CENTS 




















Sih 
gives you the most 


OUTSTANDING SALES FEATURE 


in automatic washers 


FLEX-FLUSH CLEANSING—Clothes are 
flexed over ‘washboard’ spiral ribs 
of tub. Unique pulsating action 
flushes sudsy ‘geysers’ up through 
fabric, removing all the dirt 


—y~ 
TRIPLE-RINSING — Effective spray 
rinse that carries water, suds, and 
soil up and ourof basket. Plus 2 deep 
flush rinses for complete cleansing 





automat? 
the Ape* 
st was}! 


fine 


SPIN-DRIES— High speed spin whirls 
excess water out of che clean 
clothes, leaving them damp-dry 

light to carry to dryer or line 


FLUFFS THE CLOTHES—Exclusive 

fluff’ action at close of cycle 
prevents roping and tangling of 
clothes, makes them easy to re 
move, easy to iron 





flexing, turning 
tumbling cleansing action gets clothes 
cleaner. 
Uses less hot water 
than any other automatic washer—only 14 
gallons for complete cycle. 
Washes 
. rinses .. . damp-dries .. . and fluffs the 
clothes in only 27'2 minutes. 


Gentle, but thor- 
ough flexing and flushing washing action 
prolongs fabric life. 

—Fluffs 
the clothes at end of cycle, leaving them soft, 
tangle-free, easy to remove. 











The hottest appliance in today’s market 
—and Apex gives you more sales-closing 
automatic operation; 


2. Thermostatic con- 
trol; 3. Lower, safer 
operating tempera- 
tures; 4. Vacuum 
drying principle; 
5. Higher evapora- 
tion rates! 


APEX HOUR-SAVING APPLIANCES 


THE APEX ELECTRICAL MANUFACTURING COMPANY ¢«¢ CLEVELAND 10, OHIO 





in This tesve 
TELEVISION TODAY 


The Cover... 


TELEVISION’S fast-growing hold 
on the American family is reflected 
in the faces on our current cover. 
lo pinpoint the industry’s present 
position and problems has been ou 
task in the pages that follow. 
Kodachrome by Dave Rosenfeld 
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The Prospects for TV Expansion .. .By W. W. MacDonald 
Where does television go from here? The government has the answers. 


TV Stations and Saturation .. 

For the first time, here is a listing of stations and saturation we cities. 
The Status of Color 

How two little words—’ “compatible” and’ “incompatible” ‘—have divided an sadaaiey. 
How Television Sets Are Bought - ae 

Here’s a survey on how and why TV customers buy their sets. 


The Department Store’s Stake in TV Service...... By Howard Emerson 
Bad TV service could hurt 200 departments of the Broadway, lies homie. 


It’s Time to Trade TV. By Rebert W. Armstrong 
Krich-New Jersey is convinced that small set owners are the best new prospects. 


A Utility Takes to TV By Tom F. Blackburn 


Increased power load and record enttaie sales came nee Union Electric’s use of TV. 


Community Antenna Systems Go to Town . ; By Walter Rudolph 
Wired-in TV service to valley towns is a brand-new ‘eduatey. 


A State Gets Ready for TV. By A. B. Windham 


Distributors, dealers, utilities, civic groups ail the public wleaie video to Mississippi. 


Selling TV in a Fringe Area ee By Frank A. Muth 
Ben’s Modern Appliances, Youngstown, O., Sone back any set that doesn’t give a good picture. 


Portable Towers Aid TV Demonstrations 
Here are two types of portable TV towers which increase fringe area sales 


What's LIFO? 

Catch Cleaner Prospects While They’re Hot 

Even the Lingerie Clerk Sells Appliances 

Get Out There and Sell! 

Recorders Have a Host of Uses 

It’s Never Too Hot for Space Heater Sales 

Auctions on the Air .. y By Ross L. Holman 
10 More Ways to Boost Trade-i in ‘Soles By Clotilde G. Taylor 
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Scheduled Meetings. 
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ELECTRIC SHEET + ROASTER OVEN . FAN + WATER HEATER | 
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AGAIN FOR ITS RETAILERS! 


Westinghouse Named Sponsor of All 
College Games to be Televised on Inter- 
connected Network Sept. 22 to Nov. 24 


Thirty-eight top college teams! Twenty-four key games! Seven games 
to be telecast in each market during the period from Sept. 22 to Nov. 
24. That’s the program that Westinghouse and its retailers will pre- 
sent this fall as a result of the National Collegiate Athletic Association’s 
naming Westinghouse the exclusive sponsor of all Saturday games on 
the Inter-connected Network during this period. 

Selling Power! You said it! Week after week, hard-hitting sales dem- 
onstrations of Westinghouse Appliances and Television Sets will be pre- 
sented to TV grid fans watching the games, They'll be urged to go to 
their Westinghouse retailer—YOU—and get further details about these 


great products. Plan now for a great selling season with Westinghouse. 


THROUGHOUT THE BIG FALL SEASON MILLIONS OF 
GRATEFUL FANS WILL REWARD 
WESTINGHOUSE RETAILERS WITH INCREASED SALES 





More Good News! 


Westinghouse “STUDIO ONE” . 
TV’s Top Dramatic Show Ne gtinghouse 
Back on the Air September 17th \ Cr 
... of course, it’ 
oe 
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BRINGS ITS DEALERS 
TOMORROW'S FEATURES... 
TO WIN SALES TODAY! 


The greatest cooking 
development in years! 
Down: A big, 6-quart 
deepwell cooker... 


One easy turn of the 
dial and UP she comes, 
to become... 


Let your prospect name practically 
any electric range feature she wants. Chances are you ve 
got it—and lots MORE—if you handle the Gibson line. 
From the back panel, with its pushbuttons for 7-speed 
cooking and 5-way automatic control—to the stainless A giant fourth surface 
steel floors of its TWO ovens, this Gibson electric cooking unit when up. 
range is packed with profit-pulling, practical features Dial does it all—unit 
... The kind that win the hearts of women—(and their raises up or down—hot 


orders) at a glance. No wonder dealers who enjoy owning or cold! es <> 
healthy bank accounts are coming over to Gibson “by oo —— 


=>) 
SS__" 


leaps and bounds!” 


GIBSON REFRIGERATOR COMPANY 


GREENVILLE, MICHIGAN 


There is a better Gibson model for every 
customer at a price for every purse! 6,000,000 HOME APPLIANCES 


THE WORLD SINCE 1877 


FOR FACTS ON GIBSON RANGES, FREEZERS AND REFRIGERATORS 
SEE YOUR GIBSON DISTRIBUTOR OR WRITE GIBSON DIRECT . . . TODAY! 


Model A-4 
sub, 
Pip taenge Sahont mete Electric... of course oweon RefHoerator Co 
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The National Appliance-Radio-IV Picture 


Reports 


The East 





By ROBERT W. ARMSTRONG 


JROSPECTS tor a pickup in vol- 
ume showed improvement by 
the first week in August—even if 
actual sales did not. This slight rosy 
tinge was imparted to the dull mer- 
chandising picture not by any sud- 
denly manifested desire of the pub- 
lic to get back into the market nor 
by any equally sudden revitalization 
of selling. The answer was a relaxa 
tion in Regulation W terms (down 
to 15 percent and 18 months from 25 
percent and 15 months) and the 
psychological uplift it gave eastern 
dealers 
By the end of the first week in 
August the new terms began to 
show up in advertising as some of 
the fast-buck boys took advantage 
of the new provision allowing trade 
ins as down payments to shout “no 
cash needed.” But, according to 
some of the long-term thinkers, this 
was the worst way to react. Said one 
leader among dealers, “This new 
Regulation W is no cure-all for the 
business and dealers better be care- 
ful how they handle it. We'll still 
have to sell merchandise. The law 
would have been better for the in- 
dustry if it had not included the 
trade-in provision.” 


Any Straw a Stimulant. After the 
sad totals of July business, it was 
small wonder that dealers grasped at 
any hope for improvement. The 
month had been marked (in New 
York) with wild cut-price carnivals 
in tents, out of freight cars and off 
sidewalks Long Island _ dealers 
blamed excessive price discounting 
in New York City for a discouraging 
month, but had discount troubles of 
their own. Hempstead, L. I., for ex- 
ample, with its 25-odd appliance 
dealers, 
ing a discount center and even 


was reported as fast becom- 


comparatively scarce automatic 
washers were being sold for a $15 
bill. Even the summer residents, 
who usually provide some business 
for Suffolk County dealers, were 
turning up with refrigerators and 
ranges bought in the big city for less. 


Washout in Washington. No two 
dealers will agree on whether Wash- 
ington or New York is the worst 
discount city, but July sales in the 
former were just as bad as in the 
latter. Three out of four Capital 
wholesalers maintained a solid lack 
of enthusiasm. However, two are 
amazed at the demand for dehumidi 
fiers. One reports fan sales slower 
than expected and another, asked if 
he had found a new TV line yet, 
said, “Don’t you think now’s a good 
time to be without one?” 

Department stores, like most other 
Washington sources, believe the new 
W terms will help small retailers 
more than anyone else. One depart- 
ment store claims TV poor all 
summer, says it’s done less than 
half the business expected in port- 
able radios. Another big outfit calls 
refrigerators, freezers and air con- 
ditioners “way off” and admits to a 
heavy inventory. A dealer who finds 
business fairly good says he’s get- 
ting it by “giving stuff away,” re- 
ports that W relaxation has already 
resulted in a slight TV improve- 
ment. 


Philadelphia’s Tough on TV. One 
of Philadelphia’s most successful 
dealers took a beating on TV during 
July. Sales, he says, were 60 to 70 
percent off from the same month 
last year and attributes much of it 
to pretty thorough saturation. As 
evidence, he cites the fact that to- 
day at least 75 percent of his video 
sales are on a trade-in basis. “Last 
year it was insignificant—maybe one 
out of every ten sets.” But, oddly 
enough, trade-in sets are easy to sell 
—‘as fast as we can get them.” 
Many, of course, are sold for less 
than the dealer allowed, but not all 
represent a loss, because many new 
sets were obtained with favorable 
“deals.” 

This same merchant reports July 
refrigerator sales as not bad, but a 
fellow merchant, who usually does 
a substantial volume, sold only 25 
during the entire month. Automatic 
washers in Philadelphia, as else 
where, seem, along with ironers and 
dryers, to be the top movers of the 
month. Air conditioners, however 
set no records. “A bad year—we 
pushed them out at no profit.” 

Over in New Jersey a little dealer 
who specializes in vacuum cleaners 
and sewing machines has a sad story 
that even the TV mourners might 
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envy. Right after Korea he stocked 
up on canister-type cleaners. Then 
came the price war and all around 
him the cleaners that he paid $52.97 
for in lots of 20 were being sold for 
$55. Then Japanese sewing ma- 
chines, advertised by telephone office 
dealers, began to cut his sewing 
machine business out from under 
him. Now he’s selling perhaps three 
machines a week (and working hard 
to get them) and eating on his serv- 
ice department. 


Big Push in Boston. Four leading 
3oston newspapers recently began 
running a series of ads sponsored by 
the Electric Institute of Boston, 
Inc., to push electric refrigerators. 
Even if the $25,000 campaign, called 
the biggest in Boston history, 
doesn’t get record results it may, 
according to one utility executive, 
at least keep the slump from slump- 
ing further. However, if it shows 
good results it is probable that a 
similar campaign this fall will push 
ranges. Fall is also the season when 
many dealers, now being pushed 
harder by their banks, are expected 
to go under. Boston’s TV sales got 
some help from the revival of Red 
Sox prowess and the visit of General 
MacArthur. 

One large Bean Town firm moved 
units of one TV brand by mailing 
out a $100 discount certificate to 
charge customers. Air conditioners 
are moving slowly, in contrast to 
breezing fan sales, despite Boston's 
relatively hot and humid weather 


Buffalo is Unhappy. ‘Either the 
appliance business will have to open 
up quickly or dumping activities are 
inevitable on 1951 models. To date, 
there has been a rash of hysterical 
selling.” 

“Business is getting worse, if any- 
thing.” 

Such are the comments from Buf- 
falo. One dealer finds laundry equip- 
ment selling better, refrigeration 
spotty, ranges slow. Another re- 
ports a flurry on refrigerators early 
in July which quickly fell back into 
the trough of no demand, has had a 
fairly good demand for washers. A 
third dealer hopes that poor re- 
frigeration sales may merely mean a 
delay in the season and that August 
totals will be good. Freezers have 
been selling steadily but not heavily 
for him and he is optimistic about a 
fall revival in TV. 

While refrigeration sales have 
been off for some Buffalo dealers, 
the Bestway Stores stimulated their 
sales with a promotion which offered 
free daily milk until December 31 
with every refrigerator purchase. 
The service included six quarts of 
milk, two half pints of cream, and 
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one package of cottage cheese every 
week. Bestway called the promotion 
the best gimmick the company has 
tried, 


Fall Prospects? Yes, say most 
eastern dealers, we expect some im- 
provement in September, but we 
don’t think it will be very big. 
Others feel that November will be 
the big month. And some find them- 
selves in the paradoxical position of 
hoping for genuine merchandise 
shortages early in 1952. 


The Midwest 





By TOM F. BLACKBURN 
SERRA TLR TOE 


N IDSUMMER saw a growing 
Pi I belief that talk of future 
scarcities was a lot of malarkey and 
midwest dealers moved to put their 
houses in order. 

Sears cut refrigerator prices $50, 
washers $15. In the Twin Cities 
banks began pulling the rugs from 
under dealers, and well-heeled re- 
tailers found they could buy top 
brand refrigerators for 20 per cent 
below dealer costs from brothers in 
distress. Some top distributors put 
their men on a rumored straight 
commission, and others gave their 
boys long summer vacations. 

In a swing through Wisconsin, 
Minnesota, Iowa and Illinois, the 
only genuine activity found was in 
LaCrosse, Wis., where merchants 
had banded together for a_ real 
dollar day sale. 


Price Cuts Coming? There is a 
growing feeling that nearly all 
prospects have been reached who 
can be sold at the level of present 
prices, and lower figures will be 
necessary to tap a new area of pur- 
chasing power. Already there is a 
toaster at a dropped price on the 
market, and rumors of a cut coming 
in one brand of 1952 refrigerators. 

(Continued on next page) 

















this 
is the 


MASSAGE INSTRUMENT 


This is the massage instrument with the patented, exclu- 
sive SUSPENDED MOTOR ACTION the 
action which, at the flick of the switch, gives 
fingertips thousands of rotating-patting massage move- 
per minute. The OSTER MASSAGE 
INSTRUMENT produces scientifically controlled, thera- 


peutic massage motions rather than mechanical vibrations. 


ments 


A true family health aid. Stimulates circula- 
tion. Soothes tired and sore muscles. Relaxes tense nerves. 
Massages gums. Relieves aching feet. Conditions the scalp. 

Encourages sleep. Invaluable for facial 
massage, rubdowns; and, under doctor’s instruc- 
tion, for treatment of the sick and disabled. An unusual 
gift OSTER 
STIMULAX, JR. the family model, $29.50 retail. For pro- 


fessional or heavy-duty use, the OSTER SCIENTIFIC 


.an easy profit-maker! 


Massage Modality, $42.50 retail. 


POWERFULLY POPULAR, TOO: OSTERIZER £13 
original liquefier-blender, chromium-base, $44.95; enamel 





$39.95. OSTERETT €7# PORTABLE MIXER-more power per 


pound than any other food mixer in the world, $16.95. 


OSTER KNIFE SHARPENER, CC® sharpens both sides of 
= 


blade at once, $14.95. OSTER AIRJET 
DRYER for the fastidious customer, 


all prices retail; all prices subject to change without notice) 


$19.95. 


A LINE OF HIGHEST Ql TALITY, the Oster electric housewares are 
backed by more than a quarter-century of experience. One year guar- 
antee on all products. vith service at Oster’s country-wide, author- 
ized Factory Service Stations. Underwrite rs’ Approval and backed 


this season by a bigger than ever campaign of national adve rtising. 


John Oster Mfg. 
U,) Racine, Wis. 
Electric Housewares in The Pattern of Modern Living 


‘ tt SFeasskS say eth Fe ENTE Wheres: 


THE NATIONAL APPLIANCE-RADIO-TV PICTURE 





Even the country’s supposedly 
wealthy farmers are reluctant to 
shell out, and one, who is a Univer- 
sity of Wisconsin graduate, says 
that most of them are capitalized 
too highly, and are being squeezed 
At any rate, the rubber 
band is back on the bankroll. 

You can see a subtle shift in mer 
chandising tactics. Stebbins Hard 
ware Store in Chicago is asking 


even now 


customers to open charge accounts 
So are other stores 

Who’s to Blame? It is always 
good to talk to an old timer, par- 
ticularly a distributor. One in St 
Paul analyzed the three branches as 
follows: 

Dealers: Failure by distributors 
to limit retail outlets soured their 
best stores, caused all of them to 
diversify. When a dealer does less 
than half his volume on appliances, 
he isn’t going to throw himself into 
promotions, so necessary now. 

Distributors: Margin shortages 
have forced distributors to carry 
three or four lines, work like 
grocery jobbers. In the old days, 
it was “How many meetings have 
you held?” Today the distributor 
asks his men, “How many pieces 
have you sold?” They explain why 
distributors are so reluctant to put 
on home economists, add to their 
expenses. 

Manufacturers: It is up to them 
to supply the promotions and the 
steam today. The shortage song is 
ended, dealers have no confidence 
in the U. S. or manufacturers. 
Manufacturers must prove to deal- 
ers that it is profitable for them to 
stick to their lines; this business of 
giving the franchises to everybody 
is coming home to roost 

This distributor foresees that 
there is a change in the wind; some- 
thing like coast-to-coast or Sears 
principles are coming into being. 
Maybe the dealer will get consigned 
merchandise; maybe he will have 
territory protection enough to make 
the brand worth something to him. 
There must be enough discipline 
and control so that if the factory 
says, “Put in a window on Tues- 
day,” it will go in on Tuesday. 


Floods Create Business. In 
Topeka, Kan., Kansas City and 
other flood stricken areas, there is 
going to be a boom for appliances. 
Actually, this column is told, her- 
metically sealed refrigerators won't 
be hurt; washer motors can be 
dried out, and possibly television 
Che trouble is, people 
don’t do it right, and when they 
turn on the switch, bingo! Louis 
ville’s appliance sales boom afte 
the Ohio flood will be repeated 

St. Louis, the place where they 
really keep appliance sales statis 
tics, reports a 52 percent drop in 
refrigerator sales in May over the 
preceding Food freezers 
jumped 125 per cent. Ranges took 
a 55 per cent tumble for the same 
period, television 22 percent, dish- 
washers 65 per cent. Water heat 
ers, automatic washers, and 
roasters gained. 

Humor of the Month: A factory 
branch for a refrigerator manufac- 
turer is looking for a television line 
to distribute. 


and radio 


year. 
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By AMASA B. WINDHAM 
2 RS RRR CT Pe 


S THE month of August boiled 

over the horizon, the appliance 
picture down south was an interest- 
ing, if not encouraging one. Sales 
were considerably off, inventories 
were still heavy, shortages were 
non-existent and prospects in gen- 
eral were not too bright. The actu- 
ality jarred with most of the 
predictions made at the beginning 
of the year. 

Prior to the August 1 easing of 
credit restrictions, the biggest single 
influencing factor in the life of the 
dealer was still Regulation W. It 
was designed to cut down buying, 
but you can get a quick argument 
over whether it checked inflation 
to any appreciable degree or not. 
The discriminatory aspects of credit 
restrictions seemed to irk dealers 
more than anything else 

“The obvious unfairness of credit 
curbs, as enforced by Washington, 
was the thing that hurt most,” 
declared an Atlanta wholesaler. 
“You could go into a jewelry store 
and buy a $1,000 diamond ring and 
pay 25 cents down on it. You could 
do the same thing on a yacht, a mink 
coat or a set of golf clubs, but you 
can’t do it on a refrigerator. Also, 
you can trade in your old automobile 
as down payment on a new one 
Only in appliances are you curbed 
and restricted. I think we appli- 
ance dealers are as patriotic and 
cooperative as anybody else, but 
why penalize us and let other busi 
nesses go free?” 


Inventory Glut Unchanged. The 
inventory situation hasn't changed 
much. In other words, there is 
still a glut and there may be for 
some time yet, unless another bomb- 
shell, such as an international inci- 
dent, explodes as it did last year 
With the exception of mild shortages 
in large size home freezers and, in 
some areas, electric water heaters, 
there is plenty of almost everything 
for the dealer down south to sell 
Few dealers look for shortages to 
crop up in the next few months, 
despite the predictions of econo 
mists, manufacturers or other busi 
ness leaders 

Turning to the positive side, the 
best sellers of the month were still 
the bread and butter appliances. 
Notable among these was the home 
freezer. Almost every area in 

(Continued on page 8) 
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1772. 17-inch rectangular 
black tube. Handsome mahogany 
veneered cabinet. A price leader. 


+ Yes! G-E requires less service— 
and here’s why! G-E is BUILT TO 
OVERPOWER INTERFERENCE. 
Actual showdown comparisons are 
made with other best known brands 
in areas where TV meets its toughest 
tests. Whether far from the trans- 
mitter .. . or in areas of electrical 
disturbance—G-E GIVES OUT- 
STANDING PERFORMANCE. So 
it’s no wonder that G-E gives such 
dependable service . . . so much 
customer satisfaction. See the 

G-E line at your General Electric 
TV distributor, now! 


17¢€109. Powerful 17-inch 
set in luxurious 18th century 
style cabinet veneered in 
genuine mahogany. Finely- 
figured doors. Concealed 
casters for easy moving. 


General Llectric Co., Receiver Dept., Syracuse, N. Y. 
ff 
A 

Olt can foul Your confidence mn — 
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Tele-Care Television and Radio Co. 
San Fernando, California 


“Our company installs and services television for 9 dealers 
who sell 14 different brands. Our records show that G-E 
television requires less service and has the lowest service 
cost of them all. For that reason we charge 122% less on 
all G-E installation and service contracts." 


17-INCH 


FLAKE 
FALEVISIOY 


17€110. 17-inch rectan- 
gular black tube. 18th- 
century styling. Genuine 
mahogany veneers. Luxu- 
rious half-doors. Con- 
cealed casters. 


17€103. 17-inch console 
at low price. Rectangular 
black tube. Smart mahog- 
any veneered cabinet. 


ELECTRIC 








THERE ARE TWO KINDS OF FREEZERS... 
THERE'S A BIG MARKET FOR BOTH... 


WILSON 


GIVES YOU BOTH __--—. 


Don’t miss half the freezer market. Sell Wilson 
Freezers. Then, no matter whether the customer 
prefers a sectional reach-in or the conventional chest 
type you can make the sale. For Wilson makes both 
types—in a full range of sizes for every farm or 
home freezing need. 


More— Wilson is an easy line to sell. Nationally 
advertised, nationally known, Wilson Freezers have 
every feature a freezer can have—including a rea- 
sonable price. 


Deluxe 
of condensing 


Remote installation 
unit. Take- 
apart construction for easiest 
installation. Add-a-unit de- 
sign permits enlargement. 
Fast freeze on any shelf. 
Manual fast freeze control. 
Five-year warranty. Four 
sizes—for 1000 (illustrated), 
2000, 3000 and 4000 lbs. of 
food. 











j 


Chest Freezers 














Model FC-82 Model FC-152 
Deluxe. Self-contained. Wrap-around freezing 
walls for fast contact freezing. Manual fast 
Slid- 
Feather 
Three sizes—for 300 and 
Also for 825 lbs. of food (not 


freeze control. Automatic interior light 
ing baskets. Removable dividers 
touch lid action 
25 lbs. of food 


illustrated 


ers Ever Offered by 


Single Manufacturer. 


Today — Write, Wire or Phone A. A. DAVIS Concerning a Franchise 


WSR 


REFRIGERATION, INC. 


Smyrna, Delaware 


FARM MILK COOLERS « HOME FREEZERS + COMMERCIAL REFRIGERATION 
2 tla ere Se 





The Most Complete Line 
of Home and Farm Freez- 


a 
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this month's survey reported good 
freezer sales, with Mississippi and 
Louisiana hanging up real selling 
Dealers in these states are 


taking advantage 


records 
of the low satura 
rtising all models 
freezers, right up to 


tion and are adve 
and types of 
the hilt. 

Further inland, such cities as 
Memphis, Charlotte, Dallas, Birm 
ingham and Louisville also reported 
sales \ 
lared that 
becoming as familiar and necessary 
in a well-run household as a refr 
erator or range 


good freezer Charlotte 


dealer de freezers “are 


Dishwashers too seem to ha 
become widely accepted everywhere 
ind sales of this item have grown 
steadily from month to month. They 
apparently sell in the rural sections 
as well as in the 


cities One point 


in favor of the dishwasher is that it 

has become a “salesman’s favorite 

especially the new portable models 
Ironers and 


moving in the 


dryers seem to be 
Southwest, though 
lagging somewhat in the Southeast 
Sales items 
appear to have been better organized 
and promoted in 
and Arkansas 


ind Gulf states 


campaigns on these 


Texas, Louisiana 


than in the coastal 


Housewares Sales Down. Phe 
sale of electri 


with the 


housewares slumped 
ling of extremely hot 
weather, but air-conditioning and 
ventilation 
ata 
who 


equipment is moving 
Florida dealers, 
heights in air 
conditioning sales last month, found 
the demand still good, though 
slightly off during July. 

Television 


steady pace 


rose to the 


dol- 


drums and in only one or two cities 


was still in the 


of the south was there anything like 
good business in TV. The chain 
were doing the best job in 
with 


t 


stores 
selling television Sears 
Roebuck in the vanguard In 
Atlanta, the W. T. Grant stores 
were setting the pace in dealer sales 
All of the chain outlets were adver- 
tising heavily and shrewdly on T\ 
sets and equipment and the adver 
tising seemed to be paying off 
Heavy offers for trade-ins and all 
kinds of price cutting were in evi- 
dence in nearly every section. Many 
virgin and unsaturated areas of the 
south will offer an excellent market 
for the sale of all types of TV sets 
FC( 


sets, 


once the gives the nod for new 


stations 


No Slowdown in Sidelines. De- 
spite the negative attitude of dealers 
on possible shortages, the addition 
of sidelines and complementary line 

stocks, 
was striking to note, during a trip 
to Charlotte and Ashevill 
month, that least five dealers 


who former] 


to dealers’ continues It 


cities, 
business strictly 


ippliances, now also sell paint, wicl 


chairs and swings, dishes and 


glassware and, in one desk 
and office 
dealer 


have 


case 
This latter 
explained: “I just 


supplies 
want 
something to sell in case 
program 
appliance 


war should wreck 
business.” 
To sum up, 


down 


general 
near the 
Hot weath 


business in 
here is nowhere 


brackets of early spring 


SEPTEMBER, 
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er, of course, has something to do 
with it. The seasonal decline in 
buying is much more pronounced 
than usual this year, according to 
veteran who point out 
that not many potential buyers are 
staying at The stream of 
tourists to Florida, for example, is 
up in that state 
from 30 to 100 over last 


observers, 
home. 
various areas of 
percent 
year 

hese observers feel that business 
will not again pick up down this way 
until late September or mid-October, 
unforseen 


barring events 


The Far West 





By CLOTILDE G. TAYLOR 


YUCCESS of cease-fire talks in 
S Korea is not expected to have 
much effect on public purchase of 
electrical appliances in the West 
General feeling is that the present 
lull in buying is a natural outgrowth 
of too much buying last summer, 
plus the fact that the backlog which 
piled up during the big war was 
probably just about satisfied by that 
buying spurt. Which adds up to 
the probability that for the first 
time in this post-war era, we are 
back on a normal footing 

There is no reason for any slump 
Population, particularly in the West, 
is increasing, employment is high, 
are putting more money in 
marriages are high 
rates. “Intention 
indicate that the 
public still has the same proportion 
f electrical wants. The job of the 
electrical industry is to transfer 
that money from the sav- 
ings bank route to purchase of elec- 
trical equipment. All manufacturer 
and distributor talks to dealers in 
this area have been along the line 


people 
savings banks, 
and so are birth 


to buy” surveys 


some ot 


of training and supporting salesmen 


to go out and get the business—a 


little high pressuring of customers 


once more, in fact 

Market Attendance Low. Perhaps 
they were out selling 
dealers 
showed up at the Summer Market 
Week in San Fr it was the 
slowest market for a very long time. 
To be sure, there new 
items to look at (all to 
from the 


it was because 


customers that very Tew 
incisco 


were tew 
the good 
dealer 
There 


standpoint of the 
overstocked) 
(Continued on page 10) 


who is. still 
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TO CLEAN Mitr 


Sunghou se 


VACUUM CLEANERS 
ITH THE Excluding 
"OSS: AWAY Rg 





SEE! wiTH MY 
WESTINGHOUSE 
THERES A DISPOSABLE 
PAPER BAG. 
WHEN FULL, ITSLIPS 
OUT EASILY 





Y THEN !JUST TOSS 
ITAWAY. MY HANDS 
NEVER TOUCH DIRT 














it’s The Story Women Are Buying... 


Getting rid of the dirtiest house cleaning task is a strong motive 


for buying vacuum cleaners, and sales prove it. Get this idea across 
and you've got business. To help you sell “The Cleanest Way To 
Clean”, Betty Furness has two big vacuum cleaner commercials on 
Sept. 24th and October 29th on TV’s top dramatic show, 
Westinghouse “Studio One’. Plus everything you need to sell more 
Westinghouse Vacuum Cleaners in your store: complete dramatic 
demonstrator kit; a demonstration-selling center and a full line of 
selling helps including ad mats and folders. 


WESTINGHOUSE ELECTRIC CORP. - ELECTRIC APPLIANCE DIVISION - MANSFIELD, OHIO 


Custom Automatic Upright 
(Toss-Away Bag Model) 
No knobs to turn, no levers to 
push, no triggers to pull. Auto- 
matic nozzle adjusts to right 
height regardless of rug thick- 
ness. Handle adjusts to any 
position, automatically! Famous 
Attach-Adapter, no stooping, no 
bending to attach optional 


; cleaning tools. 
7 ed ; Only $69.95 


Dyna-Matic Tank Cleaner. Features Toss- 
Away Bag and Westinghouse motor; exclusive 
“high-velocity” Rug Nozzle for faster cleaning; 
an exclusive Thread Magnet to pick up fine hairs, 
threads and lint; the exclusive Latch-Locks that 
keep tubes and attach- 
ments in place. Com- 
plete with 12-piece 
attachment set. 


ony? 9.95 


SS OTHER MODELS START AT $49.95 7 
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THEN, INGOES A FRESH 
TOSS AWAY. THATS ALL. 
THERE (8S TOIT NOTHING 

TO EMPTY NOMUSS::: 

NO FUSS:-*-NO BOTHER 


“‘How To Clean’’ Book 


Pulls Traffic, Interests Prospects 


Use this prospect giveaway as a 
powerful sales stimulator. Contains 
experts’ advice on how to house 
clean in the shortest time. Every 
housewife will want it as a handy 
reference for house cleaning, moth 
control hints and stain removal 
suggestions. See your Westinghouse 
representative today for details of 
the free book offer. 


. .. of course, it’s electric! 

















CUSTOMER 
RESISTANCE! 


Hold it, Mr. Dealer... there’s a bet 


When your prospect balks 


at the add-on for outdoor installation, le \ 
RADION clinch the sale! The quality-per 


Radion TA-49 has helped sell over 2-million 

by powering a sure-fire “Free Installation” 
promotion or sold over-the-counter 

at a profit-packed $6.95 list. And look... 

you profit even more because the Radion TA-49 
can be installed by one deliveryman..in a fraction 
of the old installation time. You can 


save money »+.S8ave manpower ».. Save customers 


with Radion! Mail the coupon NOW for details. 


The Radion Corp., 1130 Wisconsin Ave. 
Dept. EM-9, Chicago 14, Illinois 
Send me free “How to Profit with Radion” 


Nome__. 
a 


Address 
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re a few signs of substitutions 
and stripped modéls, but not many 
General prediction by the experts 
who reported at this event was that 
supply of most appliances for the 
remainder of the year will be good 
Refrigerators will be abundant—but 
not too far ahead of demand; ranges 
just behind demand; automatic 
washers and dryers probably short. 
Cash buying is actually up, which 
means deluxe models are the short- 
est in practically all lines A Sac- 
ramento check indicates that seven 
out of every ten customers now 
have either savings bonds, or money 
in the bank 


Failures and New Dealers. There 
have been few failures among the 
established stores. Here and there 
one sees a vacant store where not 
long before was a television out- 
let—and some of the cream-skim- 
mers have dropped out, but to offset 
this there are a surprisingly large 
number of new enterprises. One 
firm now opening five new outlets 
in the Las Angeles area explains its 
decision by pointing out that it has 
no inventories to bother it and can 
take advantage of all the good buys 
from distributors now available. The 
new firms seem to be well financed 


Clearing Inventories. The inven- 
tory condition is spotty Many 
stores seem to have cleared their 
way through to a reasonable stock, 
but there still are numerous dealers 
who have an unbalanced number of 
what are now cats and dogs on 
hand. They sell some items and 
replace these, but they have so much 
money tied up in appliances which 
do not sell that they cannot take 
any advantage of current conditions. 
Promotions of all types, good and 
bad, are numerous. One San Diego 
firm recently cleared out its tele- 
vision stock by means of a radio- 
held auction. Items were described 
during the night hours, from mid- 
night to 3 a.m. and the auction held 
for two hours on a Sunday after 
noon. Most articles sold at prices 
about half way between wholesale 
and normal retail price. A San 
Francisco store, in addition to a 
10-day home trial, 30-day exchange 
privilege, and special arrangements 
for collecting the down payment in 
two installments, offers customers 
train, bus and taxi fare to the store 
providing they purchase a television 


set. 


World Series? Television sal 
tI whole were relatively 

but the industry by now has come 
to recognize that summer months 
re low for TV as well as radio, 
the same factors operating for both. 
Chis fall, with football and sports 
broadcasts again available, is ex- 
pected to show promising strength 
Up to now about 65 percent of all 
television sales have been made 
during the last six months of the 
year The television industry of the 
West Coast is waiting eagerly for 
the announcement that the World 
Series will be available on live tele- 
casts to the TV audience of Cali- 
fornia and Utah this fall The 
telephone company announces that 
the necessary microwave towers 
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have been installed, are now being 
tested, and should be ready for op- 
eration in September. The only re- 
maining barrier seems to be the 
$10,000 per game for use of these 
facilities, which at the time of writ- 
ing had not yet been underwritten 
by the national sponsor. Awaiting 
news of completion of the deal, 
which is expected to break momen- 
tarily, is a 1,300,000 TV-set audi- 
ence in Salt Lake City, Los Angeles, 
San Diego and San Francisco 


Bright Future Predicted. Recent 
speeches by two major western TV 
manufacturers paint a bright future 
for television in this area. One 
Los Angeles factory head estimates 
there are now about 1,500,000 sets in 
inventories at all levels, as against 
about 400,000 in January but says it 
will take not more than one or two 
good months to clear pipelines. Best 
market areas, suburban and rural, 
are still untapped. He quoted a 63 
percent saturation for San Fernando 
Valley as against a short 30 percent 
for Hollywood as an example of 
what the extension of TV to smaller 
communities with the thawing of 
channels will mean to the West 
Long distances between population 
centers, plus the small number of 
stations installed before the freeze, 
have worked a particular hardship 
on the West during the three years 
during which facilities could not be 
extended. Hearings now underway 
are expected to result in a prompt 
expansion of West-of-the-Rocky 
telecasting centers 


Community Antenna. Grass Val- 
ley, Calif., is the second community 
in the West to experiment with a 
community antenna. First was 
Astoria, Ore. Nearest sending sta- 
tion for the California mountain 
town is in San Francisco, 150 miles 
distant. A local firm is erecting a 
central antenna and plans to charge 
subscription rates to set owners. 
Local dealers are enthusiastic about 
sales possibilities under the set-up 


Radio’s Future. Radio is by no 
means ruined by the advent of TV, 
says one West Coast manufacturer 

(Continued on page 12 


RAD/OS AND TELEV/S/ON 


DD Mlbeyfuliet 
“SQ MUCH FOR ONE EYE. NOW SHOW ME 
SOMETHING FOR BOTH OF THEM.” 
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JOHN WOOD HELPS YOU make friends 
among the many home-owners who want 
the services you sell. 


John Wood national magazine advertising 
has a strong localized impact. And John 
Wood cooperative advertising in local 


newspapers, plus many free local-level 
salesmaking materials for you to use 





where they will serve you best, all help 
make you the man to call when the 
home-owner needs a water heater or a 
check-up. 


TAKE THIS FRIENDLY TIP . . . Call your jobber today! 


Ask him how you can benefit by the John Wood JOHN Woop 
Friendship-Making Plan. , 
QUALITY 


PRODUCTS 
\ SINCE 1867 


AUTOMATIC ELECTRIC WATER HEATERS — 











John Wood Company 
Heater and Tank Division 


Conshohocken, Pa. Chicago 9, III. 
Toronto 6, Con. 





This all-rubber portable extension cord demon- 
strates the plus values built into Belden electrical 
cords. They are manufactured to standards that far 
surpass the minimum requirements set up by the 
Underwriters’ Laboratories. They give you a plus 
in protection against fire or personal injury; a plus 
in sales and profits. Ask your Belden jobber. 


Belden Manufacturing Company 
4663 W. Van Buren Street 
Chicago 44, Illinois 


A COMPLETE LINE OF READY-TO-ATTACH ELECTRICAL REPLACEMENT CORDS 


APPLIANCE-RADIO-TY 
PICTURE 


oe CONTINUED FROM PAGE 10 me 


As proof he cites the present small 
boom in the radio field, which is one 
of the few items which have shown 
increased sales in most areas during 
the past few months. 


Little Interest in Color. Los 
Angeles dealers say that they believe 
the discussion of color television has 
not had much effect in slowing sales, 
once the customer is in the store, 
although they admit that there may 
be many who would have become 
prospects who now are waiting just 
a little longer until the matter of 
color appears clearer—or perhaps 
are buying cheaper off-brand models 
in order not to have too much money 
tied up in black and white. Western 
manufacturers seem to believe that 
the outlook for a compatible type 
of color TV is sufficiently close (a 
year and a half to commercial pro- 
duction, said one) that the non- 
compatible brand will not have a 
chance to become established 


From Here and There. Los An- 
with 52 percent TV saturation 
given is 63 percent) is 

the six cities in the United 

States where more than half the 
homes have TV. They have passed 
the million mark and are celebrating 

he sale of the millionth set with a 
big event on July 29 

Salt Lake City has made a change 
in its electrical code which now 
forbids city employed inspectors 
from selling electrical appliances or 
other merchandise. It permits home 
owners to handle minor electrical 
repairs without calling in a licensed 
electrician 

Spokane housewives own a high 
percentage of modern ranges, ac- 
cording to a recent questionnaire 
sent out by IEEDA Of those 
replying, 79 percent owned electric 
ranges, of which 45 percent had 
been purchased within the last three 
years, and two thirds were postwar 
models. Only 17 percent were more 
than 12 years old, only 4 percent 
more than 15. Eighty six percent 
professed themselves satisfied with 
their ranges and 69 percent ex- 
pressed satisfaction with the dealer's 
service. Most of the rest did not 
answer this question, but three did 
not like their ranges (two of these 
were chain store models) and two 
were dissatisfied with dealer service 
Cwenty-two brands of range wer 
owned, but half the ranges fell 
among four leading brands. 

British Columbia reports the ex- 
pected slump in sales. Having 
maintained a higher than normal 
level hroughout April, sales 
dropped off in May and have fol- 
lowed the pattern of this side of the 
border since that time. The power 
company in this area has done a 
good job of de aler cooking schools, 

iz the electric range and 

story to 12,000 women during 

first six months of the year 
Conventional washer sales were 41 
percent off in May, but automatics 
showed a higher sales record than 
last year, though not yet the im- 
portant factor in this market that 
they are farther south. Their sale 
has increased to about one fifth that 
of the conventional type End 
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Arvin Stradivora is the finest table radio you can buy! All-new 
straight AC circuit—you've never known such range and tone! 
Richly styled in imported mahogany veneer with lucite dial and 
pointer. Sells on sight to your quality trade! Model 551T, $49.95 


Arvin Serenade is something entirely new in on AC/DC superhet 
with five tubes including rectifier. Styled in rosewood plastic with 
@ modern fiair, for your customer who wants outstanding beauty, 
amazing performance, and unmatched valve! Model 553T, $24.95 


Arvin Rainbow is the famous shatterproof AC/DC set that stops 
traffic wherever it's shown! Choice of 6 House and — colors 
—Cherry, Flame, Citron, Avocado, Pebble, and Ivory. Your perfect 
price leader—the preferred personal radio. Model sa0r, $18.95 


Come on along and roll up sales 
and profits with the 


Most complete 1952 
radio line! 


Here's an FM/AM set that enables you to top everything your 
competition con show—for beauty, performance and out-and- ion 
valve! 8 tubes including rectifier. Choice of 4 colors: Ivory, 

low Green, Sandalwood, or Rosewood. Model S80TFM, ts. Hs 


Arvin Radio 


Velvet lice F 





Recent months have been the healthiest 
months in the whole history of Arvin Radio! 
Coming months are going to be even better 
for Arvin dealers— because the 1952 Arvin 
Line has everything to please every cus- 
tomer—with prices from $17.95 to $179.95! 
Eight table models in a total of 23 color 
choices! An outstanding battery portable 
in 2 colors! And six console radio-phono 
combinations, straight AM or FM/AM, 
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@ You can SELL the difference / 


with 3-speed record players, and choice 
of mahogany or limed oak finishes! 

Arvin styling is the finest ever. Arvin 
Velvet Voice tone gives you a whale of a 
selling advantage. And Arvin values are 
unmatched, anywhere. Your selling will be 


backed by 20 Arvin radio ads in 7 great 
national magazines between now and 
Christmas—and Arvin’s selling helps in- 
clude newspaper mats, radio spots, carcards, 
displays—everything you need to cash in 
on this great, actively buying market! 


Arvin Industries, Inc., Columbus, Indiana 


(Formerly Noblitt-Sparks Industries, Inc.) 


All prices subject to change in accordance with OPS regulations 
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PRE-SELLING FOR YOU 


FAMILY CIRCLE AMERICAN HOME 
WOMAN'S DAY MODERN ROMANCES 
HOUSEHOLD HOLLAND'S 
PARENTS’ SUNSET 
CHRISTIAN SCIENCE MONITOR 


plus 21 State Farm Papers blankefing the rural market. 





ECONOMIC CURRENTS 


The Outlook for Consumer Expenditures 


(By the McGraw-Hill Dept. of Economics) 


HE consumer has taken charge 
of the business situation—as any 
retailer will tell you. By spending less 
of their incomes, and saving more, con- 
sumers have kept the physical volume 
of retail trade below 1950 levels in re- 


| cent months. This has caused inven- 


tories of consumer wares to pile up in 
Stores, warehouses and factories and 
prevented either makers or merchants 
from raising prices. In short—as much 
as any single factor—the consumer has 
stopped inflation cold. And produc- 
tion is being affected too. Many com- 
panies have lowered summer produc- 
tion schedules in order to work off in- 
ventory. 

Is consumer demand really weak ? 
Or is this a pause before another spree 
like that in January? Or will con- 
sumer demand prove to be just moder- 
ate and provide no real pressure for 
either boom or bust? 


HOW CONSUMERS STAND 


There is absolutely no doubt that 
consumers have money to spend. Per- 
sonal income in the second quarter of 
1951 was at an all time high: $247 
billion. After allowing for steeper 
taxes and increased living costs, real 
income is still just about equal to 
what it was a year ago, when retail 
sales were so tremendous it seemed 
like “Christmas in July.” 

Many people spent their savings then, 
of course. But consumers have even 
more liquid savings—cash and govern- 
ment bonds—today than they did a year 
ago. And the savings are better dis- 
tributed. More families have some 
available cash, according to the latest 
Federal Reserve Survey. And the 
greatest increase is in medium-sized 
holdings—from $200 to $2000. Cash 
savings have increased further since 
this survey was taken. 

The real question concerns consum- 
ers’ willingness to spend, particularly 
for durable goods, where the decision 
can easily be postponed 

The Federal Reserve survey taken 
earlier this year showed that many con- 
umers were hesitant. The main reasons 
given for this hesitant attitude were 
high prices of major consumer items, 
doubts about availability of goods, anda 
general feeling that “we are worse off” 
because of higher taxes and living 
costs 

Evidently, a lot of people still feel 
this way. A survey made in June, by 
the University of Michigan researchers 
who conducted the earlier survey for 
the Federal Reserve Board, shows that 
5 out of 7 consumers thought it was 
not a good time to buy, because prices 
were too high 

This consumer reasoning offers a 
pretty good explanation of why retail 
sales have been slow. And it indicates 
there’s little immediate chance of an- 
other wild buying spree. But there are 
good asons why—we_ think—con- 

1 1 somewhat more pur- 


months. 


1. Most people are not worse off. 
Income has kept pace with prices and 
is now going ahead. Income after taxes 
is rising nearly $1 billion a month, 
while retail prices are rising very little. 

2. Despite the prospect of a truce in 
Korea, and despite the spring dip in 
business, prices of most retail items 
have not come down. And it is becom- 
ing increasingly clear that they will 
not. 

As people realize that the defense 
program will be with us for some while 
and that falling prices are not an im- 
mediate prospect, their attitude toward 
spending is bound to change. This does 
not mean another wave of “scare buy- 
ing”, since it is now apparent that rea- 
sonable supplies of most goods will 
continue to be available. But it does 
mean that fewer people will put off 
buying something they want and can 
afford. 


UPTREND IN BUYING? 


Consumer spending recently has been 
so low in relation to income that some 
increase seems certain to occur before 
long. During the three months ending 
in June, consumers spent less of their 
incomes—and saved more—than at any 
time since early in 1946. Since World 
War II, consumer expenditures have 
ranged, most of the time, between 94% 
and 97 percent of disposable income. 
But in the second qarter of this year, 
they were down to 91 percent. You 
have to go back to the wartime days of 
shortages, rationing and strict price 
controls to find a spending ratio much 
lower than that. 

It seems reasonable to suppose, 
therefore, that the low spending ratio 
of the second quarter will pick up as 
the months go by. The question is: 
how much will spending rise? The 
table below estimates consumer ex- 
penditures for the remainder of 1951 
under two assumptions: 1) the ratio 
of spending to income does not increase 
significantly, 2) the more likely possi- 

(Continued on page 16) 


4 lonley furletr 


“WHAT SHALL IT BE—THE ALASKAN POLAR 
BREEZE MODEL OR THE ALPINE BLAST?” 
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ANOTHER CONCENTRATION 

' OF CONSUMER ADVERTISING 
TO PRE-SELL THE 

A= fo 

TWIN-BRUSH 


POLISHER and SCRUBBER 


9 LEADING MAGAZINES- 
87 MILLION READERSHIP 


during the peak of the 
retail selling season 


from coast to coast 


: USE THIS 
TP i A efolt] Zo)y 
RECONDITIONING KIT EXTRA A in | in pa 


for sanding, dry cleaning, refinishing, etc. ee. -—— 


The Regina Corporation, Rahway 11, N. J. 
Please send: 


[_] Name and address of distributor for my territory 
[-] Regina Polisher dealer helps 


Also producers of STORE NAME nies — apiece 


Industrial Twin-Brush Floor Machines IN citi bdecneenisial 3 ZONE____ STATE 


SIGNEO____ 


} 
} 
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Another Leading Motor Repair Shop 


Finds KLIXON Protectors 


Prevent Motor Burnouts 


WORCESTER, MASS.: Mr. F. P. Sweeney, assistant manager 


of A. L. Brown & Associates, authorized service station for 10 


leading motor makes, distributor, and representative for 


Browning V-belt drives, recommends KLIXON Protectors for 


motor burnout protection. 


“We find KLIXON Protectors prevent complete motor burn- 


outs. Save customers costly repairs, and permit us to render 


)? 


| Economic Currents 





bility that spending ratio heads back 
toward the postwar norm, and gets to 


rabout 94% of income. Expenditures 


for the first two quarters of this year 
are also shown for comparison. 

Under these assumptions, spending 
will take from 90-94 percent of dis- 
posable income and will show a rise 
of 2-5 percent from the second to 
the fourth quarter of this year. This 
may not be a sensational prospect, 
to be sure, but it is enough to assure 
good business for most retailers. In 
either case, sales would be higher 
than in the first quarter of 1951, a 
pretty satisfactory period. By mid-’52, 
the rise will be considerable. If there 
should be another war scare and an- 
other sharp rise in the spending ratio, 
it would mean an inflationary buy 
ing waste. 


WHAT WILL CONSUMERS BUY? 


Until recently, most analysts felt that 
a rise in consumer spending would 
have to be concentrated on soft goods 
—mainly food, clothing and textiles— 
and on services, such as restaurants 
and amusements. The steel and copper 
shortages limit production of new con 
sumer durables. And people have ob 
viously stocked up on automobiles, re 


| frigerators and TV sets in previous 


buying splurges. On the other hand, 
there will be plenty of soft goods avail- 
ible, and spending in these fields has 
been low in relation to consumer in 
come 
However, it now seems that hard 
roods may get a substantial shar« 
nereased consumer buving arge in 
ventories will keep the supply of autos, 
parts and appliances high for some 
onths to come And before the middle 
if next year, better steel supplies may 
permit some increase in production of 
automobiles 
ippliances may not return 
1950 levels, it should compare 
favorably with any other period. Com 
erce Dept. studies indicate a demand 
based on current incomes and cat 
ownership r around 6 million auto- 
1 per year, compared with the 
third quarter production rate of under 


CONTINUED FROM PAGE 14 





5 million. And we're building close to 
1 million new houses this year, which 
will help maintain a healthy market for 
electric appliances and other home fur- 
nishings. 

People can spend this much on dura- 
bles and still raise their purchases of 
food and apparel. But a large-scale 
shift to soft goods buying, such as oc- 
curred during and just after World 
War II, seems much less likely now. 

The one case where a sharp rise in 
spending might take place is on food. 
If food prices—particularly meat prices 
—should rise steeply, consumers might 
shift a significant portion of their in- 
comes to keep buying the foods they 
like. But unless we have a short 
corn crop—so far it looks like a big 
one—food prices will be fairly stable, 
leaving more income to spend on other 
things. 


CONCLUSION: A STRONG 
MARKET 


The consumer market is basically 
strong. Many people have been dis- 
mayed—understandably so—by high 
prices and held off buying. But this 
attitude is likely to change as incomes 
rise and prices fail to decline. The re 
sults will be good retail business this 
fall and winter, and well into 1952. 

The advance in consumer buying will 
be fairly well distributed between hard 
goods and soft goods. New orders by 
retailers will boost soft goods produc- 
tion by fall and will be important to 
the durable goods industries when more 


becomes available in 1952. But 


steel 
the present prospect is for a steady 
advance—not a wild buying spre« 

The strong market for consumer 
goods will be a prop under business i1 
the coming months, even if expendi- 
tures on defense and capital goods turn 
out less than expected. On the other 
hand, if a new war scare threatens 
more defense spending and greatet 


shortages, there is a chance tl 


lat con 
sumer spending would show a spectac 
ular rise. If people spend as much 

their increased incomes as they did 1 
the last buying wave, it would be close 
to impossible to keep inflation undet 


trol End 


faster, more dependable service. We recommend them highly! 





KLIXON Protectors Build Customer 
Goodwill by Preventing Major Repair Costs 


The KLIXON Protectors, illustrated, are built into the 
motor by the motor manufacturer. In such equipment 
as refrigerators, oil burners, washing ma- (present (94% Savings Savings 
chines, etc., they keep motors working by Disp pending pending (present (94° lp 
preventing burnouts. If you would like in- Income ratio) ratio) ratio) 
creased customer-preference, reduced serv- = : oye a ~~ 
’ ice calls and minimized repairs and re- | ong quarter, 1951 290. a 20.0 
mtomatic placements, it will pay you well to ask for . > 
Reset . ; tae sol F (preliminary) 
equipment with KLIXON Protectors. 3rd quarter, 1951 291.5 18.5 
(estimated) 
4th quarter, 1951 223.5 : 18.5 


y | (estimated) 
SPENCER THERMOSTAT | @nd quarter, 1952 » 2. ; 21.0 
IxXO Division of Metals & Controls Corp. | (estimated) 


2509 FOREST ST., ATTLEBORO, MASS. 


INCOME, SPENDING AND SAVINGS 
(Annual rates"in_billions,"estimated quarterly) 


Personal Personal 
Consumption Consumption 


LI 
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into buyers. To be sure those buyers come to your store stock, promote, display, advertise these brands ! 


American Beauty Electric Iron 
Arvin Automatic Electric Iron 
Arvin Electric Housewares 
Arvin Electric Irons 

Arvin Lectric Cook 


Caloric Gas Ranges 
Crosley Electric Range 
Crosley Freezer 


Deepfreeze Electric Range 
Deepfreeze Refrigerators 
DeVilbiss Vaporizers 
Dexter Twin Tub 


Easy Spindrier 

Electresteem Vaporizer 

Electresteem Vaporizer and 
Bottle Warmer 

Electresteem Vaporizer, Portable 
Steam Radiator, Electresteem Baby 
Bottle Warmer and Electresteem 
Baby Bottle Sterilizer 

Eureka Cleaners 

Evenflo Nursing Units 


Farber Automatic Coffee Maker 


said they read LADIES’ HOME 


Farberware Stainless Steel 
Cooking Ware 

Federal Enameled Ware 

Firestone Home Appliances 

Fletcher’s Can-Well Canner 

Fletcher's Can-Well Cold Packing 
and Preserving 

Fletcher's Roastwell Roasting Pan 

Frigidaire Automatic Washers 

Frigidaire Electric Range 

Frigidaire Refrigerators 


General Air Conditioning Cooking 
Refrigeration Combination 

G-E Automatic Toaster 

G-E Automatic Washers 

G-E Light Bulbs 

G-E Refrigerator-Food Freezer 
Combination 

G-E Refrigerators 

G-E Triple-Whip Mixer 

Gibson Electric Range 

Gibson Refrigerators 


Hamilton Beach Mixer and Mixette 
Hardwick Gas Ranges 
Horton Automatic Washers 


*47.2% of 72,012 women 
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Hotpoint All-Electric Kitchen 
Hotpoint Automatic Clothes Dryer 


International Harvester Refrigerators 


Johnson's Waxes and Wax Electric 
Polisher 


KitchenAid Food Preparer 
KitchenAid Mixer and KitchenAid 
Electric Coffee Mill 





Lewyt Vacuum Cleaner 


Magic Chef Gas Ranges 

Maytag Washers and Gas Range 

Met-L-Top Ironing Table 

Mirro-Matic Electric Percolator 

Mirror Aluminum Utensils 

Motorola Radios 

Motorola Television 

Motorola Television-Radio 
Phonograph 

Murray Gas and Electric Ranges 

Murray Kitchens 


New Home Sewing Machines 


a 


1951 





Perfection Electric Ranges 

Pfaff Sewing Machines 

Philco Refrigerator 

Philco Refrigerator and Electric Range 

Philco Television 

Philco Television and Television 
Radio-Phonograph 

Presto Cookers 

Presto Dixie-Fryer 

Presto Vapor-Steam Iron 


Regina Twin-Brush Electric Polisher 
and Scrubber 

Revere Ware 

Rid-Jid Ironing Tables and Ladders 


Servel Refrigerator 
Sunbeam Coffeemaster 
Sunbeam lronmaster 
Sunbeam Mixmaster 
Sunbeam Toaster 


Tappan Gas Ranges 

Toastmaster Automatic Electric 
Appliances 

Toastmaster Pop-Up Toaster 





Toastmaster ‘‘Toast’n Jam” Set 


Universal Coffeematic 
Universal Stroke-Sav-r lron 


Verplex Lamps and Shades 
Vornado Air Circulators 


Wear-Ever Aluminum Coffee Pot 
Wear-Ever Aluminum Cooking Utensi!s 
Wear-Ever Coffeemaker and Wear-£ver 
Chicken Fryer 
Westinghouse Clothes Dryer 
Westinghouse “Commander” 
Electric Range 
Westinghouse Laundromat 
Westinghouse Roaster-Oven 
Westinghouse Speed-Electric Ranges 
Whirlpool Automatic Washer 
White Sewing Machine 


Youngstown Kitchens 


Zenith Radio-Phonograph 

Zenith Radio-Phonograph, Portable 
Radios and Radios 

Zenith TV-Radio-Phonograph 


shoppers interviewed in 642 retail stores of all kinds 











ADVERTISED IN 


LIFE 








You CAN BE SURE...1F ITS 


Westinghouse 
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NEVER-—in all lamp history j 


such dramatic. -- different: --eye-compelling 
(WJqj advertising as this new 


SE Light Bulb CAMPAIGN 


THESE TIE-IN SALESMAKERS : ; It’s a knockout campaign—full-page, full-color 


ads in a daring new design. . . and it’s coming 

ARE AVAILABLE ON REQUEST! FF oout in LIFE this fall! Just watch this friendly 

te little Westinghouse beckon with| bewitching 

sales charm to thousands of new and old cus- 

tomers. Never has lamp advertising been so 
reader-inviting . . . or so profit-promising! 


And combined with STUDIO ONE’S champion 
sales power... week after week commercials 
on the nation’s top favorite in TV shows... 














Never has it been such good business to handle the 
Westinghouse Lamp Line! Make sure you’re in 
on it! 


YES, BY ALL MEANS, I’M INTERESTED? 


Advertising Dept. 
You can put the same profit power on the counter of your ; Westinghouse Lamp Division, Bloomfield, N. J. 
store with these tailor-made tie-ins. Powerful reminders 
your customers can’t miss. Feature them with every lamp f 


display. Handy-sized poster 12"x 17", Streamer 30" x 13" ( ) Please send me more information on handling the profitable Westinghouse 
AD ee , - : ; line. 


( ) Please send me the new tie-in sales helps to increase my lamp profits. 


So easy to get—just check and mail the coupon today. 


Name 


SEND FOR THESE EYE-STOPPER BULB DISPLAY HELPS NOW! Sauaanem 


Street & Number 


EM 
iF viiis tis nis Gis ni een cee ee en en ee eh 
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Ricio STANDARDS OF TESTING ARE ONLY 

ONE PHASE OF THE PHILCO TELEVISION QUALITY 
PROGRAM, THEY TYPIFY. HOWEVER, THE EXTRA 
CARE, THE EXTRA’ KNOW-HOW” THAT MAKE PHILCO 


THE QUALITY LEADER OF THE TELEVISION WORLD. , 











150.000 MILES OF FIELD 
ENGINEERING TRIPS TELL 
THE STORY OF 
PHILCO’S SUPERIORITY 
PHILCO QUALITY EXPERTS IN 
LABORATORIES-ON-WHEELS HAVE 
TRAVELED TO NOTORIOUSLY 
DIFFICULT TELEVISION SPOTS 
THROUGHOUT THE COUNTRY... 
MAKING EXTENSIVE TESTS OF 
PHILCO SETS IN COMPARISON WITH 
ALL LEADING MAKES OF RECEIVERS. 
ONLY WHEN EVERY PHILCO MODEL 
MEETS RIGOROUS STANDARDS... 
AND OUTPERFORMS COMPETITION 
+. IN THESE TOUGH TEST AREAS 
ARE THE QUALITY ENGINEERS 
READY TO GIVE THEIR ‘'O.K."' 











~~ 


SELDOM, IF EVER HAS ANY MANUFACTURER 
OF ANY PRODUCT MADE SUCH EXHAUSTIVE 


COMPARATIVE TESTS! 


PHILCO ENGINEERS ARE NOT SATISFIED UNTIL 
THEY FIND THE FINEST PERFORMING COMPETITIVE 
SET IN THE FIELD BEFORE COMPARING IT—SIDE 
BY SIDE-WITH A PHILCO. THUS THEY GET POSITIVE 
PROOF THAT PHILCO STANDARDS ARE THE HIGHEST 
... THAT PHILCO LEADS ON EVERY COUNT! 


TEAMWORK oF Puitco 
ENGINEERING GROUPS PAYS OFF! 


ONE OF THE SECRETS OF PHILCO’S UNMATCHED 
TELEVISION DESIGN IS THE CLOSE COOPERATIVE EFFORT 
OF PHILCO ENGINEERING, PRODUCT DESIGN, PRODUCTION 
AND SERVICE DIVISIONS. THEIR TEAMWORK “PAYS OFF” 
IN GIVING YOU QUALITY THAT’S TESTED AND PROVED 

-.. YES, THE GREATEST TV OF ALL! 


Pp iH i L( @) Wis Usb 2) fA 2 Cuality the dD ibrla (ZY. 2 
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A story worth repeating... 


LEAK PROOF 


e@ Today’s uncertain conditions make the 
longer life of Ray-O-Vac LEAK PROOF 
flashlight batteries more important to your 
customers than ever before. 


That’s why we repeat the Ray-O-Vac 
LEAK PROOF flashlight battery story over and 
over again. In 1951, our consumer advertising 
—continued without interruption—will tell 
it more than 100,000,000 times! We don’t 
want the consumer ever to forget it. 


Since well before World War II, we have 
built a battery of such unique and superior 
construction that it could properly be 
called the Ray-O-Vac LEAK PROOF flashlight 
battery. And we have continuously featured 
LEAK PROOF in all advertising and promotion. 
It is now associated in the public mind 
as exclusive with Ray-O-Vac. 





Consumers like both these ideas—well over 
a{billion Ray-O-Vac LEAK PROOF flashlight 
batteries have been sold to date. Here is 
a tremendous foundation of customer 
satisfaction on which you and your customers 
can build a lasting business on batteries 
and flashlights—with Ray-O-Vac. 


RAY-O-VAC COMPANY, MADISON 10, WISCONSIN * RAY-O-VAC CANADA, LTO., WINNIPEG, MAN. 
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i, every oh, Q ‘ou ou ADD a 
Bere 
- customer, 


WASHES-RINSES 
SPUV-AURE " DRIES 








@ It’s after an ABC-O-MATIC goes into 
service in an owner's home that its terrific sales 
appeal goes to work for you in earnest! Then 
you feel the full power of owner enthusiasm. 
Then you realize what a grand job of demon- 
strating an ABC-O-MATIC a thoroughly satis- 
fied customer will gladly 

do for you, of her own 

accord ! 


Every friend and neighbor 
—every relative—gets the 
story. “ABC-O-MATIC is 
SO simple!” “I¢’s SO 
gentle and quiet!” “It’s 
SO efficient!” “It gets the 
wash SO clean, SO quick- 
ly, with SO little bother !” 
“It needs SO little attention!” 





We've never seen anything like such owner- 
enthusiasm for ANY washer, in all of our 42 
years of washer experience. It’s phenomenal. 
That’s why we tell you in all earnestness, that 
EVERY TIME YOU ADD ANOTHER NEW 
ABC-O-MATIC CUSTOMER, YOUR SALES 
MULTIPLY ! It’s like raising rabbits—except 
that it’s a lot more profitable ! 


Think what a story you've got to tell. Exclusive 
“Centric” Agitation that can't twist or strain or 
wad the clothes! Exclusive “Shampoo” Action 
that loosens dirt magically, swiftly, gently! 
Three-step rinsing that flushes away every trace 
of suds and soil from every garment! “Spin- 
Aire” drying that combines active air with cen- 
trifugal force to get more water out faster with- 
out violence! Top loading! Automatic Signal 
Light! Automatic Leveler! No bolting down! 
Finally—the simplest service routine you ever 
found in any automatic washer ! 








A good sales organization just can’t miss, with 
ABC-O-MATIC. It’s being proved and re- 
proved every day, all over America. Why not get 
in touch with ABC right now? 





REG. U.S. PAT. OFF. 


AUTOMATIC WASHER 


WHAT “SHAMPOO” ACTION IS: It begins like a 
shampoo, with only a little water and the full quantity of 
soap (or detergent). The result is an instant, rich, 
creamy “lather” that quickly loosens the dirt, before the 
main washing action, with full supply of water, gets 
under way. More hot water enters, producing turbulent, 
soapy suds, which is forced through every stitch of fabric. 

oo Se ae NO OTHER WASHER AT ANY PRICE PROVIDES 
~~ i — ANYTHING LIKE THIS “SHAMPOO” ACTION. 
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Wt 


YOU'VE GOT TO TELL YOUR CUSTOMERS 
THE ELECTRIC WATER HEATER STORY 


Water heater prospects are easily sold on 
ELECTRIC Water Heaters—and they stay 
sold! All you need do is lay the facts on 
the line. 


Plenty of Hot Water—There’s an ample 
supply of hot water, automatically, any 
time, all the time. Explain how you get that 
with a fully insulated Electric Water Heater. 


Completely Automatic— Explain how 
the electric controls of this water heater 
provide hot water at the turn of a faucet, 
without any attention. 


Long Life, Low Cost—Let husbands know 
about the long life of an Electric Water 
Heater—how it operates at low cost, re- 
quires minimum service, because it’s electric. 


Installed Anywhere—Everyone’s pleas- 
antly surprised to learn that an Electric 
Water Heater isn’t limited to installation 
near a chimney. Because it has no flue or 
vent, it can be installed anywhere in the 
house that’s most convenient. Be sure to 
emphasize the saving on installation and 
the minimum radiation losses because of 
short hot water lines. 





SELL 





And be sure to remind yourself of the at- 
tractive profit on Electric Water Heaters, 
as well as the saving that results from a 
minimum of service calls—to say nothing 
of a growing list of satisfied customers! 


Install the type of Electric Water Heater 
that best suits the job—tank-type or table- 
top. Be sure to sell a size that’s adequate 


ELECTRIC 


WATER HEATERS 








National Electrical M f s A iati 

CRANE-LINE SELECTRIC .- 
HOTSTREAM - 
SEPCO 


BRADFORD - 
HOTPOINT - 
RHEEM - 


ALLCRAFT + BAUER - 
GENERAL ELECTRIC - 
PEMCO + REX - 


ELECTRIC WATER HEATER SECTION 

155 East 44th Street, New York 17, N. Y. 
CROSLEY - DEEPFREEZE + FAIRBANKS-MORSE .- 
KELVINATOR - LAWSON ~+ MERTLAND .« 
TOASTMASTER + UNIVERSAL .- 





FOWLER «+ FRIGIDAIRE 
MONARCH + NORGE 
WESIX + WESTINGHOUSE 


JOHN WOOD .- 
A. ©. SMITH + THERMOGRAY - 
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You've got to think ahead, to stay ahead <—ee 


in appliance merchandising 


he 


“Sra raaea - Electric Apartment Range 
Supposing you took on the short, well-balanced Preway line of electric - PREWAY Model 50391 


ranges ... how would it affect your competitive position in your com- 
munity; what would the men who sell against you see on your sales 
floor? Plenty to concern them, Mister, plenty ... for Preway is the 
hardest-hitting starter line on the market today. 


From top rail to baseboard, you'll find the three Preway ranges packed 
with Value, equipped with the big ticket features that women demand. 
These performance advantages are reinforced by quality construction you 
know is right so that you can, with confidence, offer a range that will 
build the good will you want your name to have. But most important 
of all, the Preway lme provides a selling price that 
will open the eyes of the fellows down the street E 
as they’ve never been open before . . . for Pre- Electric Divided-Top henge enn ay ha L.P. Gas 
way gives you at your normal mark-up a PREWAY Model 25311 alte 

; a : “ws Preway gas range models are avai! 
selling price that undercuts disaster in- chlo in the came sizes and styles os 
electric ine. 
ventory clearances. 3 








Thoughtfully, realistically, wouldn’t you ee. f seit Bd 
rather have this comfortable advantage 0 


than try to sell against it? Think ahead 3 , _— = — 





with Preway—the fastest-growing line of 
electric and gas ranges in the appliance in- 
dustry. Phone, wire or write today for full 
information — before you're the one look- 
ing at this brand of competition. 


ectric Deluxe Range 
PREWAY Model 50321 
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AP << ‘ 7" 
63 3 °oc... but absolutely nothing . . . like 


vt. this in Home Decorative Lighting! 

*-«° The MOE LIGHT Valance that 
adds dramatic beauty to every 
home... Makes any window a 
picture window, makes homemakers 
want them for every room! 


bare light bulbs forever a 
Sl K7 - _ with the new q ante 
BAGS * .* MOEdapter, the < ao a," 
eee, Af % complete lighting fixture > ae 
a that screws in just like a light Q oe 
bulb! Beautiful lighting fixtures 
“- installed in less than a minute. 
-- Anyone can do it and every cus- 
} .- tomer is a prospect. Styles for ever 
) ao 
In 
LAB Tisch! 


room... priced to retail as low as $2.95. 


Millions of readers in the cities, in 
the towns, on the farms, will see these 
alluring MOE LIGHT ads... will want 
to add lighting beauty to their homes 
... Will be looking for THE DEALER 
WITH THE MOE LIGHT HOME 
LIGHTING CENTER IN THEIR .--. 
NEIGHBORHOOD... | *-; 


Hardware Stores... Electrical Stores... mee 
-: Contractor Dealers... Department Stores @ ° 
+ ++.Show the MOEdapter...Mo tools, 
* no wiring! Show MOE LIGHT Valances...” ™ 
. they're beautiful! a 
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":” King HY-PROFITS and Queen QUICK-TURNOVER 
e TWO sensational MOE LIGHT merchandising creations 
fy {\  * The new MOE LIGHT Valance... The new m 


O€Edapter! rs 


-* 
soe 


0.4." cee 
. See 


| eI APD 
: @ Wy 4 
ti 


SS 








¥ hone or 
. wire, P 
Write 4, do a\\ wee 
see * sure tO get 








-* **’ Let your neighbors know YOUR STORE IS MOE LIGHT 
“+ = HEADQUARTERS. You can have a ‘Packaged Light- 
ing Department” that puts you into this profitable 
3. business . . . overnight! Put ceiling and walls 
_ *° (WASTE SPACE) to work for you. Ceiling and Wall 
> * Displays, Counter and Window Displays, Special 
J Nalance Displays, MOEdapter Displays, Ani- 





increase sales and store traffic...See Your 
MOE LIGHT Distributor for Full Information or 
4 -. write MOE LIGHT . . . right now. 


mn SEE « wae 
eo wet Ove Pworid’s jest Manufacturer of Home Lighting 
SEE US AT THE NATIONAL] f HARDWARE SHOW * NEW YORK © OCT. 8-12 
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When a thermometer 
measures your 
reputation... 





ELECTRIC 


Your reputation depends on the performance of the 

d a hok atle ll f Hoover Oil Burner Motors in rat- 
products you sell. And whenever you sell motors for mas of 1% ond 6 WH eve beh 
oil burners, they must furnish warmth when wanted, to conform with NEMA mounting 
reliably and without breakdown. That’s why it pays standards... are approved by 


lH M , Underwriters’ Laboratories... 
6 se OOver MOtOSS: feature 1725 RPM speed, long- 


Hoover oil burner motors give smooth, quiet, depend- life bronze sleeve bearings, and 
able performance, even under conditions of hard, con- totally enclosed construction. 
tinuous use. They’re specifically designed to meet burner 
needs, and they’re built like motors costing far, far more. 

There are many other Hoover Motors, 
too—for many other applications besides 
oil burners. In fact, if you sell or service 
ANY motor-powered equipment, 
you'll undoubtedly find a Hoover 
Motor to fit your needs...to satisfy 
your customers...to help YOUR 
reputation measure up! 








Write today for complete infor- 
mation—on oil burner motors or on 
other motors for other purposes. 


THE HOOVER COMPANY 
Kingston-Conley Division 
68 Brook Avenue 
North Plainfield, New Jersey 
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"We always like to know where we are going,” 


writes 


Mr. C. A. BURKHARD 


Watertown, N. Y. 


“We like White because profits are 


CONSISTENT!” 


“My experience has been that White mini- Electric and Gas 
mizes my risk in business today,” says Mr. sptutomatic 


Burkhard. “Even when sales on other major Water Heaters 
appliances are slowest, WATER HOTTERS 
move right along at a steady pace. Their con- 
sistency certainly is a comfort these days!” 


Learn WHY White WATER-HOTTERS s\ 
are such steady, dependable profit producers. ge 


Learn WHY dealers everywhere enthusias- A Zo 2 Y Better = \ 
x » Pag : 


tically stock and promote the White. Get 
White’s Proved Profit Story that shows how 
you too can enjoy reliable, month-in-and- 
month-out profits. Ask your White distribu- 
tor or mail coupon TODAY! 


A Y 
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WHITE PRODUCTS CORPORATION—Dept. M-9 
MIDDLEVILLE, MICHIGAN 


Please send us the White “Water-Hotter” story. My 
business letterhead is attached. 


My Name 
Address 
City 
County 
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No wonder so many leading 
washing-machine manufacturers 


A propuct 7 recommend Tide by name! 


OF 
PROCTER & GAMBLE 
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BECAUSE TIDE GETS CLOTHES CLEANER THAN ANY 
SOAP IN EVERY TYPE OF WASHING MACHINE MADE! 


2 Proved by Laboratory Tests: Time after time Tide has been tested 
é 


"against all leading washing products in every type of automatic and 
conventional washer. And these tests all add up to the same result: Tide’s 


miracle action banishes soap film . . . gets clothes cleaner than any soap 
of any kind! 


TIDE I$ USED IN MORE WASHERS 
THAN ANY OTHER PRODUCT MADE ! 


% Proved by Sales Research: More women use Tide in both auto- 
/"” matic and conventional washers than any other product on earth! No 
wonder Tide outsells its nearest competitor by 3 to 1! 





ie, 


SQ... FOR TOP PERFORMANCE IN WASHING MACHINES- 
AND FOR MORE SATISFIED CUSTOMERS...REMEMBER! 


7 For best results when you're demon- For best results when you sell a washing 
° strating a washing machine, use Tide! @ machine, recommend the continual use of Tide! 


ER INFORMATION, WRITE TO: TIDE HOME LAUNDERING BUREAU, BOX 32, CINCINNATI, OHIO 
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AT YOUR CUSTOMERS! 


Magic Chef is really throwing the sales book at your customers 
this fall. Powerful national advertising campaigns, hard-hitting 

sales promotions, merchandising aids, and point-of-sale material 
the American family is going to be hit with EVERYTHING possible 
to get them into your store! Start featuring Magic Chef today! 
It’s going to be the “‘best seller” in your order book! 


cc ex A sivi 
where features are | 


SS SWING OUT 
the fi t k TH BROILER 
O. tenes Guarantees smokeless broiling. 


it’s . Magic Chef Waist-level broiler lifts out for 
easy cleaning, door protects 
> against spatters. 











>» =< - ¥ 
N ErM ws! 
om = 
SS | RED WHEEL 
“—~SJ_ REGULATOR 
Famous the world over for exact 
oven heat control. Assures per- 


fect oven baking for amateurs 
or experts. 
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aie 
ey ONE-PIECE 


TOP BURNER 
An easy cleaning feature every 
woman wants. Burners slip out 
of range in a jiffy for quick 
washing at the sink! 
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— DELCO MOTORS 


the best £0(/0/¢0#t7 2A we 








WASHING MACHINES | acme 
reer 


| your product can have! 


ORYERS 





FURNACE BLOWERS | | i a & Rigid steel frame 


Positive-action switch 


— 


OIL BURNERS 











sToKERs To give the most dependable service, appliances need the 

ae most dependable motors. Delco has the engineering and 
manufacturing experience that assures appliance motors of 
lasting quality. 


But, just as important to manufacturers today is flexibility 
of supply. In fast-changing markets, quick changes in motor 
specifications or delivery dates are often called for. Delco 
meets these requirements, too—with an organization set up 
to deliver what’s wanted when it’s wanted. 








WATER PUMPS — 
= 


It is easy to understand why more and more manufacturers 
are turning to Delco—the best running mate your product 
can have. 


rates \ DELCO MOTORS 





DELCO PRODUCTS 


Division of General Motors Corporation, Dayton, Ohio 


} em YOUR LOCAL AUTHORIZED DEALER 








COMPRESSORS 














U 


HOME WORK SHOPS |_FANS (Ventilating) DISHWASHERS IRONERS OFFICE MACHINES |__FEED GRINDERS SEPARATORS 
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Herschberger's, 538 Milwaukee Avenue, Libertyville, Illinois 


He educates his customers 
against discount buying! 


Art Herschberger’s campaign 

against price-cutting is paying off 

at the rate of $125,000 a year 

in appliance sales. But he’s just 
beginning to reap the real reward... 


ARTHUR H. HERSCHBERGER turns down 
cash business almost every day because he has 
his sights set for the long haul. 

This is the f his highly successful 
operation at 538 Milwaukee Ave., Libertyville, 
Ill., and how he gets customers to buy appli- 


story ¢ 


ances at the full price 

Art became interested in appliances in 1928. 
With his brother, Ralph, he was operating a 
View, a 
village of about 100 population south of Liberty- 
ville. That year. they put in a stock of Norge 


farm implement business in Prairie 
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refrigerators, ABC washers and Atwater Kent 
radios. 

In the depression a few years later, business 
got to the point where the volume no longer 
would support two families. So the partnership 
was dissolved. Art took the appliance franchises 
and rented a small shop in Libertyville with 
living quarters in the rear. Ralph stayed in 
Prairie View to run the implement business. 

“Early in the game,”’ Art said, “I tried to 
figure where I was going. In my spare time, | 
used to study how some of the more experi- 

(ADVERTISEMENT) 
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ARTHUR H. HERSCHBERGER 


enced dealers were making a go of it. The 


answer was almost always the same—they did 
their own service work. 

“So [ built my operation around service. I 
don’t sell an item unless I can give the service 
to keep it working satisfactorily. During the 
war, | kept my store open on service alone. And 
today, in spite of price-cutting, I'm more cer- 
tain than ever that service is the real key to 


lasting success in appliances.” 


Customer education 


By 1945, Art was convinced that his ideas were 
sound. In the first of a series of expansion steps, 
he moved into larger quarters at his present 
address. In 1948, he moved his service depart- 
ment into a building behind the store to make 
And in 1950, 
he rented the second floor of the building, where 
once there had been a theater, to make room 
for his unique 


way for greater display facilities. 


“customer-education” program. 

Customer education is a result of Art’s con- 
viction that price-cutting is suicide. “You can’t 
give decent service when you cut prices,” he 
says. “So I try to educate my customers against 
discount buying.” 

Art uses the old theater on the second floor 
for group demonstrations. On the stage is a 
model kitchen, complete with operating laun- 
dry equipment. The place seats 200 people at 
cooking schools and home laundry clinics. 
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At such meetings, Art sells the convenience 
of electrical living. But he also drives home his 
message that only good service makes today’s 
highly complicated appliances a practical buy. 
That he does a yearly volume of $125,000 in a 
town of 5,420 population is evidence that Art 
has converted a lot of people to his way of 
thinking. 


Turns down discount business 

“When I can’t convince a prospect that good 
service is a bargain and he insists on a discount, 
I have to turn down the sale,” Art will tell you. 
‘But the real reward for my kind of selling 
comes when I go into the home of an old cus- 
tomer and find that every appliance he owns 
came from my store. Nowadays, there are quite 
a few young people in town who are trading 
with me on the recommendation of their parents. 
That's the kind of business I'm after.” 

Although the store is located in Libertyville’s 
main shopping district, Art believes in going out 
after business. Every one of his nine employes 
is trained to sell. As an incentive, Art pays a 2% 
commission for every lead turned in by a service 
man which results in a sale. 

Art and Ray Boye, the store’s bookkeeper, 
handle most of the selling inside. A third sales- 
man follows up leads and rings doorbells. 

Karl Wessel, who has been with Herschber- 
ger’s for 13 years, heads up the service depart- 
ment. Under Earl are three white lines men, 
two radio and television men and one T\ 
antenna man. The department has three trucks. 


Sales meetings are fun 


A monthly meeting brings everyone in the 
organization up to date on store policies, new 
merchandise and selling ideas. To make the 
meetings as enjoyable as possible, Art supplies 
money for food, and the staff takes turns plan- 
ning the evening's refreshments. 

“We usually have a speaker from one of our 
distributors,” said Art. “Then the rest of the 
evening, we have an open discussion period 
which gives everybody a chance to discuss his 
ideas, gripes and questions. We have a good 
time, and a lot of good ideas result.” 

During the war, Art put in a record depart- 
ment as a traffic builder. Finding that it brought 
many young people into the store, he retained it 
when appliance production got back to normal. 

“The youngsters who buy records today,” he 
said, “‘are the same people who will be getting 
married and buying ranges and refrigerators in 
a few years. The record department supports 
itself and helps make the store a habit with 
good future prospects. 


Favors regular ads 


“Since we're in appliance sales and service ex- 
clusively, and we have no electrical contracting 
business or other wedge to get us into the pros- 
pect’s home, we are greatly dependent on adver- 
tising. We don’t expect advertising to sell the 
merchandise. If it did, we wouldn't need sales- 
men. We use advertising to turn up the pros- 
pects who are ready to be sold. 

“Part of our promotion money goes into 
cooking schools and home laundry clinics. We 
also use direct mail once in a while and spend 


ELECTRICAL MERCHANDISING—SEPTEMBER, 








Art tells his service story to as many as 200 people from the stage of the old theater where his model kitchen is installed. 


some money in the local newspaper—a weekly. 
We go in on most of the contests sponsored by 
our distributors because they generally stir up 
interest. 

“But if there’s one thing I’ve learned about 
advertising appliances, it’s the value of regular 
ads. The consistent campaign will outpull the 
big splashes on an irregular schedule every time. 

“That's one of the reasons why I put the bulk 
of my promotion funds into Selective Area 
campaigns in the Chicago Tribune. The low 
cost of big-space ads makes it possible for me 
to do a consistent job of impressive advertising. 


Best returns on ad dollar 


“With the Selective Area plan, the advertising 
I buy appears only in the north section of the 
Tribune’s zoned circulation. The Tribune cov- 
ers my immediate market better than any other 
medium and it is also expanding the size of my 
trading area. 

“A lot of new advertising ideas sound okay 
in theory, but Selective Area advertising really 
works! I started using it just to keep my name 
before the public, but | soon found out that it’s 
different from ordinary co-operative advertising. 

“My cost is low because other dealers co- 
operate in paying for the ad. Some of their 
names are listed in the same ad with mine. But 
these dealers are located over in Waukegan, or 
down in Wilmette, or in some other shopping 
center where they don’t interfere with me. So 
I get the full benefit of the ad as far as my 
prospects are C¢ mecerned, 


“While a good part of the effectiveness of 
these ads is the long-term pull, I can say that 
we get definite, traceable response that we can 
feel immediately. Our Selective Area campaigns 
in the Tribune give us the best returns on our 
advertising dollar.” 


* * * 


VANUFACTURERS: Your advertising does 
the best selling job for you when it gels your deal- 
er’s active support for your line. 

Under the Selective Area plan, your line gets 
the dealer's special allention because he can see 
the effects of your advertising right in his own 
store. This ts the kind of advertising he under- 
stands and prefers. He gets retail-store-type copy 
over his own name in Chicago's No. 1 hardlines 
medium, reaching the prospects best able to trade 
with him. Yet the entire program is factory-super- 
vised and agency-placed. 

The plan has proved so successful for dealers, 

distributors and manufacturers that already more 
than $1,500,000 has been invested in Selective 
{rea advertising in the appliance field alone. 
Vore than half of the appliance dealers in Chi- 
cago and suburbs have made it a part of their 
promolion programs. 

With the Selective Area plan, you get the closely 
co-ordinated selling program you need in today’s 
market. It can help you build the consumer fran- 
chise you want in Chicago's multi-billion dollar 
market. Ask your Chicago Tribune representative 
for complete information. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


Chicago Tribune Representatives: 


New York 
E. P. Struhsacker, 
220 E. 42nd St. 


Chicago 
A. W. Dreier, 
1333 Tribune Tower 


Detroit 
W. E. Bates, 


Penobscot Bidg. 


San Francisco 
Fitzpatrick & Chamberlin, 
155 Montgomery St. 


les Angeles 
Fitzpatrick & Chamberlin, 
1127 Wilshire Blvd. 


MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 


(ADVERTISEMENT) 
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The Nation’s 
No. 1 Beauty 





Only Coleman 


Oil Heaters Have These Big 3 Sales Features 


Nothing has ‘em beat!...Coleman’s great line of expense. See the airflow construction that gives big 
magnificent Oil Space Heaters built full of sell to in- volume warm air movement for a better heated 
troduce exclusive new features. Look at the lovely, home. A dealer’s dream, a family’s pride—a com- 
lithe lines that make Coleman the pride of any plete unrivaled line of 12 sparkling models... one 
housewife’s home. See the burner with efficiency for every purpose, one for every purse. Win with Cole- 
that guarantees big heat production at low fuel man! The Coleman Company, Inc., Wichita 1, Kans. 


Coleman's BIG 3 puts heaters in homes, profits in pockets 


FUEL-AIR CONTROL. The Coleman exclusive that saves up to 25% on fuel. 
You get the same high efficiency on low fire or high fire. Automatically 
new line assures just the right draft to burn fuel without waste. 


rs _ ; ! 
s Heate DECORATOR BEAUTY. The new beauty appeal that brings customers in. 
tion consult Exquisite design that wraps robust construction in glamorous beauty. It’s 
; putor oF easy for a woman to picture a Coleman in her home. 
man 
cole mat 


Also a great 
of Coleman at 

-e informa 
pore : distri 

The 


For 


the C today LOW PRICE. Aristocratic appearance and top heating performance at prices 
write todas 


ny, mnc., Dept.EM-99""" brought low by Coleman skilled engineering and mass production capacity. 
Cos Kansas Another big sales appeal that puts you ahead with Coleman. 
wichita 1, ** 








Comfort costs so little Coleman Oil Heaters are 
with a Coleman, America's listed under label service by 


leader in home heating Coleman Underwriters’ Laboratories. 
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The Line That 
Stays Sold! 


-o- VES, PROFITABLE FOR 
WHIRLPOOL DEALERS...HERE’S WHY 


Unprecedented acceptance and desire for WHIRLPOOL 
products by housewives everywhere is one of the main rea- 
sons shortages hit WHIRLPOOL first. But this same reason 
is your assurance of a profitable future with WHIRLPOOL! 


During the present emergency, you may not get the 
washers, dryers and ironers you want. All of us will feel the 
pinch of shortages. However, a brighter day is coming... 
perhaps sooner than we think. Meantime, no effort will be 
spared to increase the service, acceptance and quality that 
have made WHIRLPOOL “most wanted by most women.” 


So, remember ... WHIRLPOOL performance plus con- 
tinued WHIRLPOOL promotion and continued expansion 
of facilities will result in even greater opportunities for 
WHIRLPOOL dealers and distributors in the future! 


WHIRLPOOL CORPORATION 


For Over 50 Years Manufacturers of the World's Finest Home Laundry Equipment 


ST. JOSEPH, MICHIGAN, U.S. A. 
IN CANADA: John Inglis, Ltd., Toronto, Ontario 


/ 


America’s First Family of Home Launderj 
ing 


‘ 





the most SALES-EXCITING % 


2 — compterety DIFFERENT 
\ Seneeee ALL NEW 


KALAMAZOO | 


4 
| 


No other ranges offer as many 





exclusive women-wanted features 
as these compact 30-inch beauties 


..and they're priced right! 4 bi 





DISTRIBUTORSHIPS AND DEALERSHIPS ne 
IN CHOICE TERRITORIES / 7. 
ARE STILL AVAILABLE! 


7 LAMAZOO 


CELEBRATING ITS 50th YEAR 
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THE BIGGEST OVEN 
IN ANY DOMESTIC RANGE! 


23 inches wide—16'% in. deep—16'%2 in. high...gives women all the 
room they want. Both models—Gas and Electric—are completely auto- 
matic for carefree cooking. Dependable electric clock turns oven on... 
cooks a meal...and turns oven off, while the modern homemaker is 
gone for the day! Everything but the price is deluxe... Fiberglas insu- 
lation ...automatic oven light...non-tilt racks that adjust to 6 positions. 


TOP LIGHT SHINES 
THROUGH GLOW-LIGHT GLASS PANEL! 


Another sales-stimulating, exclusive feature. Panel is beautiful to look 
at...easy to use...and no cleaning problem at all. Light from a 14-watt 
fluorescent lamp floods through a sealed-in-glass ‘Venetian Blind’ which 
directs light down on cook top. Practical, simple-to-set automatic oven 
timer and minute minder—no sales-scaring complicated gadgets. 


HARPER-WYMAN CENTER-SIMMER GAS BURNERS! 


Everything's the best on the new Kalamazoo Wonder Ranges! Center- 
Simmer burners are what customers want...for exact heat control and 
maximum fuel economy. Can burn manufactured, natural or L. PR gas. 
Gray porcelain enameled pans and grates—handsome and easy-to-clean. 


™ Wonder Ranges offer UNEQUALLED SALES APPEAL 
that will start women buying again! 


Women will flock in to see these Wonder Ranges. They'll want them—and they'll 
buy them—because every housewife and home economist who has seen the 
Kalamazoo Wonder Ranges has loved them. Their up-to-the-minute features make 


S Se 


sense—and sales—to women. 


They're going to be pre-sold by an intensive advertising campaign in top , 
magazines reaching millions of American homes. So don't delay, get in your 
orders now for the first Wonder Ranges that roll off the production line. Available 


THE NEWEST NEWS... 

BROILING-OVER-GLASS! 
The biggest cooking news in the country! Broiler grill of heat-treated 
Pyrex is the easiest-to-use, easiest-to-clean, easiest-to-sell on the market! 
By actual test, Broiling-Over-Glass actually retains far more tasty juices 
than any other broiling method on the market! This revolutionary broiler 
is absolutely smokeless—and it washes as easily as a dish. 


GOLDEN-GLASS OVEN HANDLE 
WITH EASY-DIALING COOK CHART! 


There’s beauty and convenience in every detail of a Kalamazoo Wonder 
Range! Typical is the oven door-handle of handsome, shatter-proof glass 
with a surprise ‘extra’ that’s perfect for demonstration...just turn the 
knob and accurate baking and roasting information will appear. 


SPEEDY, 7-HEAT CHROMALOX SURFACE UNITS! 


A sure-selling feature! Kalamazoo Electrics have top-quality Chromalox 
surface units! You sell 7 exact cooking speeds for every cooking need... 
not just 4 or 5. Chromalox units clean th Ives and alumi reflector 
bowls lift out for dishpan washing. 








in Standard Models and Deluxe Models (pictured here). 


THE KALAMAZOO STOVE & FURNACE COMPANY - 202 EAST MICHIGAN AVENUE, KALAMAZOO, MICHIGAN 
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1 without interfering with existing dealers in the area. Once the 
You’ve got a 
dealership is granted, Magnavox protects this market for 
Phatrated anki the dealer by awarding no conflicting franchises. A protected 
market free from unfair competition is one of seven 


specific benefits the Magnavox dealer derives from his 


with Magnavox 


Partnership through Selective Distribution. Others are long 
@ Before awarding a franchise, Magnavox carefully examines discounts, Fair Traded prices wherever permitted by law, 
a market in terms of the prospective dealer's ability to staunch user loyalty, direct-with-factory dealing, consistently 
serve it and to build a profitable business there, effective advertising and helpful merchandising support. 


The Magnavox Company, 


Fort Wayne 4, Indiana. 








> 
> 
WW 


ey 
\ ty 


BETTER SIGHT BETTER SOUND...BETTER BUY — 


One of a serie tf advertisements in business papers on “Why Magnavox Is Your Best Profit Opportunity.” 
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KNAPP € 


Ule 
First and fi 
in the field! ‘engines 


Best-known, most wanted appliance of its kind . a | backs the Liquidizer 
in the country—a proved profit-maker for KM-— oe _  e country-wide 
dealers everywhere! je 
advertising 
Here’s wh | $5 : ; 
A Only appliance that ei | Fe campaign in 
more customers chops, grates, grinds, | bs 


demand the aekr ae uae a |r SATURDAY EVENING POST 
KM. urees, liquidizes—with- \ i \» 
LIQUIDIZER ... os po Re cee . ) HOUSE & GARDEN 


HOUSE BEAUTIFUL 


€ BY) 4) _ September through 


December! 
Exclusive double cap Extra-powerful Swedish 


permits addition of foods steel blades! 3-speed 


without splashing. switch — right speed for L\@i UAL DEMONSTR Wate). by 


every need! 


= aes ON TELEVISION 
-_ & : 
N ay NALA, October through 


\_| | I ay: « g December! 


Exclusive hexagon-shape ———— 
bow! throws food back for 

faster, better chopping, It's a must-have for 
blending. every kitchen and bar! 


a 
Sh 








KNAPP (©) MONARCH 


ELECTRICAL MERCHANDISING—SEPTEMBER, 1951 PAGE 45 


2 reasons why 





nares 


good dealers like to do 


business with MAYTAG 





Although a high rate of production has been maintained consistently, 


the Maytag Company has operated with an almost constant 


backlog of orders since 1945. 


No Maytag dealer finds himself with unwanted or unmovable 


Maytag products. This is true for two reasons: 


A. Maytag offers a compact line of 
wanted products. 





B. Steady consumer demand keeps 

Maytags moving out of dealers’ 

stores in a continuous flow. 
Because of these two important reasons Maytag dealers make 
money—and friends. They do not suffer from top-heavy, over-loaded, 


profit-eating inventories. 


The extra ingredient in this company’s philosophy of manufacturing 
and distribution — the thing that makes all the difference, is 
“belief in product.” This belief started in 1907, when Fred Maytag, 
founder of the company, made the first Maytag washer. Today, 
Fred Maytag II, his grandson, continues the 3-generation Maytag 


tradition of ‘belief in product.” 


You find this belief at the factory. Maytag dealers have it. And 


certainly, Maytag owners have it. 





This belief makes the Maytag franchise one of the most valuable 


working arrangements in the appliance business. 


THERE MAY BE A MAYTAG FRANCHISE AVAILABLE TO YOU 





If you want to make more money and more friends with Maytag 
products write now about the availability of a Maytag franchise 
Address your letter to: V. R. Martin, General Sales Manager 


The Maytag Company, Newton, Iowa 
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WILCOLATOR the only electric oven 


heat control with the “Qagic Button” 


Demonstrate this Wilcolator EXTRA convenience feature. It really 
clicks” with prospects...helps turn them into satisfied buyers. 


\ Gates 7 
a, Fp Ooi IF 


— — = 
- } <0 Fi 
. 


1 TURN the dial to 
the desired temperature 
—the BAKE element auto- 
matically cuts in and the 
“bake” pilot light comes 
on. 


enter Oe eee ee ee 
ie. 


3 CLICK goes the 
“Magic Button” as it snaps 
out, audibly signalling 
when the oven has reach- 
ed the proper cooking 
temperature. At the same 
time, the broil’ light goes 
out, giving visual notice 
also that the oven is ready. 


precision cooking 
at a touch 


of the finger tips! 


Wilcolato 
recision © 


expert ° 


2 PUSH the “Magic 
Button" — automatically 
cutting in the BROIL ele- 
ment for fast preheating 
—and turning on the 
“broil” pilot light. 


That's all that is necessary 
—the Wilcolator does the 
rest. The housewife can 
go on about the prepa- 
ration of her food; the 
“Magic Button” will “call” 
when the oven is ready. 


To demonstrate the audible “click” of the preheat 
button snapping out, when the range is not connected, turn the 
dial to 350°, push in the preheat button, and then turn the dial back 


to off.” The preheat button will automatically snap out. 


ovide COOP pusy cook, 


r Control Pt oy to the 


ooking that’s @) 


vice. ' 
os Dial push the Prehea 

' is se 
_-controlled oven is 


Button— 
to deliver 
. deliver 


m the 
Tu * 2 4 
or any lengt 





THE WILCOLATOR COMPANY 


ELIZABETH, NEW JERSEY 
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« HOOVER. 
IRON 


Exclusive Hoover features 


women want most give you 


en easy sales points on this 
new Hoover product 


In the short time since its introduc- 
tion, the Hoover Iron has won the 
widespread consumer preference 
shown to all household appliances 
bearing this famous name. 


OL CoO, 
mOoe SOT 7%, 


a 
ra 


= 


This is not surprising, for the 
Hoover Iron was built to satisfy a 
demand . . . a demand for easier 
handling, more accurate heat con- 
trol, greater speed in ironing, more 
ease in ironing. All the features 
women ask for most often are in the 
Hoover Iron. 

Nationwide service is available 
on all Hoover products at company- 
operated service stations through- 
out the U. S. 

Sold only through distributors. 
Ask your distributor about this offer. 
For his name phone your local 
Hoover office or write 


the Hoover Company 


North Canton, Ohio 


Dod 9 AM the features women want most are in the new Hoover fron 
You'll be | 


@ Large, easy-to-see, easy-to-set @ Aluminum sole plate with fast, 


4 ; : Me Pancake Dial, keyed for accurate even heat distribution. Does iron- 
HMappiter 7 


heat control. ing faster, better, with less work. 





e : , ‘aa Will not rust. Low-angle bevel for 
wath Ca a “ @ Koolzone handle will not over- pleats, ruffles, buttons. 
# : heat. Designed to fit the hand with- 

@ Wide heel rest for firm support 


Mfoover o* " SE Pepe, Sheet Sige. when iron is standing. 


@ Extra-long cord gives greater © Two weights—light, 3% pounds; 
maneuverability, greater safety. medium, 4% pounds. 


} 


: A 
A. Floors glisten in minutes with THE NEW B. Everybody's hand vacuum , ate J 7: % 
HOOVER ELECTRIC FLOOR POLISHER.  Light- cleaner, THE NEW HOOVER \ 


weight, easy to use . . . will not bounce or wander. DUSTETTE. Perfect for pickup 
Built low to get under furniture, built-in headlight, cleaning, stairs, furniture, dra- 
non-marring furniture guard, two-way brush-sav- peries, automobiles. . . all hard- 
ing storage. Complete with wax-applying brushes, to-clean places. Weighs just 54% 
polishing brushes and buffing pads. Steel wool and Ibs., easy-grip handle, brush in 
lamb’s wool pads available at slight additional charge. nozzle picks up lint and litter. 
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DOMESTIC DEALERS—ATTENTION! 


If you have not heard all about this program before September 10, wire 
collect to C. A. Lange, Vice-President, 
Domestic Sewing Machine Co., Inc., Cleveland 1, Ohio. 





STARTS LATE IN SEPTEMBER ... GET READY NOW! 
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Made In \Weatsnalene) 


to be different 


NOW - 


A PROVE-|T-YOURSELF 
DEMONSTRATION 


sEWING MACHINE 


A Challenge That Will Prove a Terrific Traffic Builder! 


We want women everywhere to go to their Domestic 
Dealers to see, for themselves, how easy it is to sew on a 
Domestic Sewmachine. 

That’s why we are going to tell them: “Go to your 
Domestic Dealer’s. Make a pair of Blotter Boots on a 
Domestic Sewmachine. Take them home free.” 

Within the next four weeks, in leading consumer maga- 


zines, we will make this daring offer with the full-page, 
full-color advertisement shown opposite. 

And to make sure these women find you, each ad will 
say: “Call Western Union Operator 25 for the name of the 
Domestic Dealer nearest you.” The operator will give 
the caller the name of the nearest dealer participating. 

Build store traffic? It can’t miss! 


Everything’s Ready to Build You a Gold Mine of Live, Salable Prospects 


We have a special, smart-looking “Sew-It-Y ourself Corner” 
that fits around any Domestic Sewmachine, occupies very 
little floor space. It explains everything. All you do is 
hand your customers the envelope containing the Blotter 
Boot Materials, show them the machine and let them sell 
themselves. Or you can help them sew their boots and thus 


demonstrate the easy operation of the Domestic yourself. 

To back you up locally we have TV and radio advertis- 
ing, newspaper ads, folders, window streamers. All ready! 
We've left no stone unturned to make this the biggest, 
best, most profitable sales drive . . . right at the height 
of the sewing machine season! 


Get Set to Cash In on These Long Profit, Big Ticket Sales! 


Sewing machines are one of the most profitable items 
you can sell! Millions buy them every year and Domestic’s 
daring “Sew-It-Yourself” offer will get prospects into 
your store, presell them for you. 

Domestic Distributors have full details now. Be sure 
you get them. Don’t miss this traffic building, sales 
winning opportunity! 


Rememb 


Domestic 


SEWMACHINES 


for Over QO Years 
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IF YOU ARE NOT NOW HANDLING 
Domestic, write, wire or mail the coupon for complete 
information. You'll see at a glance how the Domestic 


program is tailor-made to make money for you. 


Domestic Sewing Machine Co., Inc 
Cleveland 1, Ohio 


You’ve got something! Tell me, show me how I can take full ad- 
vantage of it! 


Name 
Address 


City 











What's the hidden power im this statement? 


Enjoy A Clock Radio 


Timed By A Telechron Timer 
y 


ee 


People. They're the hidden power in that 
statement, 

More than 86 million of ‘em will be urged 
to enjoy a clock radio, timed by a Telechron 
timer...in a dynamic, 4-color campaign appear- 
ing in LIFE Magazine, THE SATURDAY EVENING 
POST, and BETTER HOMES AND GARDENS 


Turn these magazine readers into customers 
by letting them know you carry what they want 
... automatic servants that start their day with 
a song, let them drift asleep to music. Advertise 
clock radios, timed by Telechron timers, in your 
local newspapers. Feature clock radios in your 
in-store displays. Build a window around them 
by using a copy of one of the advertisements as 
an attention-getting window card. 


But do it now! 
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Remember. You get the benefit of a famous 
name when you promote Telechron timers. 
t-color, full-pages or spreads on either Telechron 
timers or Telechron electric clocks appear every 
single week in national magazines from now 


The Low-Cost 


TIMERS 
Plus that Clinches the Sale 


through the pre-Christmas selling peak. 

It’s a power-packed program! Follow through 
to increased sales, increased profits. Telechron is 
a trade-mark of Telechron Department, General 
Electric Company, Ashland, Massachusetts. 
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AGE ONE 


his big, beautiful, full-page, 

four-color advertisement will 

pre-sell the sensational new 
Deepfreeze Home Freezer Line 

to prospects right in your community! 


24,492,284 people will read 


the great news in these leading 


national magazines: 


SATURDAY EVENING POST AUG. 25 
BETTER HOMES & GARDENS SEPT. 
CAPPER’S FARMER SEPT. 
AMERICAN MAGAZINE SEPT. 
McCALL’S SEPT. 
SUNSET SEPT. 
PROGRESSIVE FARMER SEPT. 
COUNTRY GENTLEMAN Serr. 
SUCCESSFUL FARMING OCT. 
AMERICAN HOME OCT. 
PATHFINDER OCT. 3 





Announcing a new and complete line! 


Leeplreeze [lome Freezer 


LARGER CAPACITY AT LOWER COST 


se 


SIX MODELS AND FOUR SIZES TO CHOOSE FROM! 


7, 13 (illustrated), 17 and 23 cu. ft. sizes are made in deluxe models with the features shown here. 
7 and 13 cu. ft. sizes are also made in popularly priced standard models. 


ERE are the finest Deepfreeze Home Freezers 
ever built! They all give greater storage 
capacity at lower cost. They all have advanced 
features for thrilling new convenience. And they 
are all super-powered to quick-freeze foods and 
preserve them safely for long periods of time. 
Deepfreeze offers you a choice of six models 
in four sizes. Among them is the one that’s “just 


you how it will give your family better eating 
with less effort. And how it will pay for itself in 
cash savings on vitamin-rich frozen fruits, vege- 
tables and prime meats! 

Remember, Deepfreeze pioneered the Home 
Freezer twelve years ago. So Deepfreeze engi- 
neers are obviously the most experienced in 
building Home Freezers. For longer, quieter 
service and complete satisfaction, your best buy 
is a genuine Deepfreeze Home Freezer! 


right” for you, whether your family is large 
or small. Ask your Deepfreeze dealer to show 


meres only ove cM: Deepfreeze Home Freezer 


Trade Mark Reg U. S. Pat. Off 


1951 Deepfreeze Appliance Division, Motor Products Corporation. Specifications subject to change without nc 


I Itive 
FARM AND HOME FREEZERS © REFRIGERATORS © ELECTRIC RANGES © ELECTRIC WATER HEATERS 
All products of Deepfreeze, North Chicago, Illinois 


New convenience features 
you’d expect only from 
the pioneer and leader 
in the Home Freezer field! 


rasa N 
NEW! THE “MENU-MAKER” 
Four one-pint aluminum containers, red, 
blue, green, and gold, hold entire pre-cook- 
ed meal or left-overs. Freeze, heat, serve, 
all in the same beautiful containers. Exclu- 
sive with Deepfreeze. Extra convenience! 


NEW! "SILENT SIGNAL” 
White light shows when power is on. Red 
light flashes warning if inside temperature 
gets too high for safety. This Deepfreeze fea- 
ture makes it easier to control temperatures 
correctly for proper preservation of food. 


NEW! THE “HANDY BASKET” 


Double deck, side-opening basket holds 
most-used frozen foods. Has hinged side 
for removing foods below without disturb- 
ing those above. Only Deepfreeze Home 
Freezers have it. More extra convenience! 
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NO OTHER REFRIGERATOR HAS (71 

















The Genuine Deeptreeze Freezer Compartment! 


Sure, there are lots of good refrigerators on 
the market. But you can tell your customers 
that only one—the new Deepfreeze Refriger- 
ator—offers the genuine Deepfreeze Freezer 
Compartment that stores more than 50 lbs. of 
frozen food and actually keeps ice cream hard! 

Separate freezer shelf inside the freezer 


Top Value 
Throughout! 





' 


@ Aluminum Shelves! 


Easy to clean. Flexible arrange 


ments provide maximum storage 


gallon milk 


turkeys, large hams 


for all items, including 
bottle here 


is a space and place for everything! 


@ Two High-Humidity Crispers! 
Transparent contents visible 
from above as well as from front. 
Keep more than a half-bushel of 
fruits and 


vegetable fresh and 


crisp. Slide in and out witha touch! 


@ Five-Year Protection Plan! 

One-year warranty on the refriger 
ator— plusan additional four years 
protection on the hermetically 


sealed, dependable mechanism 


Write usorcontact your Deepfreeze 
distributor for full information on 


the valuable Deepfreeze franchise! 


There's Only One Genuine y/| 4 CH hy 


REFRIGERATORS ©» 


All Products of I 


HOME FREEZERS °* 
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compartment holds ice cube trays and dessert 
tray. Below the freezer compartment is the 
insulated, full-width Frozen Storage Drawer 
that stores packaged frozen foods, meats, 
and quick-chills salads. 

Your customers want to know about these 
Deepfreeze advantages, together with the 














Complete line of:models, 7 to 11 cu. ft. 


Jeepfreeze, North Chicago, Illinois 


Motor Products Corporation © Spe 


ones below. Pointing them out will lead to 
more sales and profits for you. 

The trade-name Deepfreeze aloneis a potent 
selling ‘‘plus.’’ It is famous the world over 
as the name of the /eader in low tempera- 
ture appliances... the pioneer name in home 
freezers...the name that built an industry! 


“The Door that 
Stores More” 





( 


@ EGGSTOR 
Keeps eggs at your fingertips, yet 
protects them from breakage. 


@ BUTTER BOX 
Keeps butter ready to spread. 
Eliminates trying to spread hard 


butter. 


@ HANDY JUGS 
Exclusive with Deepfreeze! Hold 
juices or water ready for instant 
use. No more fumbling with jars 
and makeshift covers 


@ HANDY BIN 

Exclusive with Deepfreeze! Trans- 
parent For storing small greens, 
truits and vegetables that might 
get crushed in large crispers. Easily 


removed — just slip it out! 


@ BOTTLESTOR 
Easy-to-reach storage of tall quart 
beverage and milk bottles. 


FF F VJ t 4 Refrigerator 


TRADE-MARK REG. U. S. PAT. OFF 


ELECTRIC RANGES ° 


ELECTRIC WATER HEATERS 





TOASTMASTER WATER HEATER OWNERS SAY: 


Only Q¢ a day 


IC AVERAGE OPERATING Cost!” 


Recently, in a nationwide survey of ‘Toastmaster’ Water 
Heater owners, this question was asked: ‘Approximately how 
much does it cost per month to operate your “Toastmaster’ 
Water Heater?’’ The average of all replies was $2.70 per month. 
But note this. Of all those who replied, 57% said costs were 
$2.50 a month or less! 

These are facts you can use in your sales talks. Here is posi- 
tive proof that electric water heating, the ‘‘Toastmaster’’ 
variety, is truly economical! 

Yes, the ‘Toastmaster’ Water Heater is low in operating 
cost. And it's safe... water temperature is scientifically con- 
trolled. It’s clean. It’s convenient—all automatic. It's de- 
pendable as electric light. 

In the ‘Toastmaster’’* Water Heater all these advantages 
combine to offer your prospects the biggest bargain in better 
living that money can buy! Why not sell it that way? 


TOASTMASTER 


Features that sell! 


* Toastmaster,” “Scorcn Kyiout,” “Lire-Bect,” and “lonopre” are 
trademarks of McGraw Electric Company, makers of ‘Toastmaster’ Toasters, 
Toastmaster’ Electric Water Heaters, and other ‘“Toastmaster™” Products. 
Copr. 1951, Clark Division, McGraw Electric Company, Chicago, Ill. 





FIVE STANDARD FIVE DE LUXE ra SEVEN COMMANDER 
MODELS f ’ MODELS s MODELS 
30-,50-,67-, f ) 40-gal. table 30-, and 40-gol. 
82-,and120- top, 40-, 50-, ° ‘ table top, 30-, 
gol. capaci- 1} 4 67-, and 82- am 40-, 50-, 67 
ties. gol.copaocities. x and 82-gal. ca- 
pacities. 





Built by the makers of the famous ‘*Toastmaster’’ Toaster 


seesee Dealer! MALOU. 


ist, Sales M 9 E-91 
McGraw Electric Company, Clark Division 
5201 W. 65th St., Chicago 38, Ill. 





Please send me full details on the profitable “Toastmaster” and “Scotch Knight’’ 
Water Heater dealership 


Name a 
Business 
Address 


Also available . . . the new line of "Scotch Knight"* Automatic Gas Water Heaters! City —___Zeme_Ssate__ 
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OC OC 


atoul BLA CX $70 N + ON... 


Vise 


ar 


ae Some months ago, the alertly edited magazine 
.-. LIVING For Young Homemakers... decided 
to do something about a better equipped home for 
the typical young and growing family. One startling 
result of their research is illustrated in their con- 
ception of the modern Automatic home laundry. 
Because of its ruggedness, streamlined design 

and compactness, the editors selected Blackstone 
units ... Automatic Washer, Dryer and Ironer. 

All three matching units occupy only 72” of wall 
space. The recognition which LIVING gave to 
Blackstone is just one more in a series of editorial 
tributes to Blackstone Design. 








BLACKSTONE CORPORATION 
JAMESTOWN, NEW YORK 


This Blackstone Automatic Laundry 
installation was featured in the July 
1950 issue of LIVING For Young 
Homemakers. The illustration shows 
the owner about to aon out the fold- 


Kia CX (TO N £ oe sf 


PRODUCT OF 
AMERICA’S OLDEST WASHER MANUFACTURER 
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Television and the Government - I 





Electrical 
Mechaiising — 


The Prospects for TV Expansion 


Government control of critical materials, frequencies and the number and location of stations has created 
problems for the whole industry and is the key to its biggest question: Where do we go from here? 


AST, present and future action of 

the government is inextricably 

woven into television. In no 

other business is action by the govern- 

ment likely to have a greater effect 
upon retail sales 

Like tele- 


vision is greatly affected by anything 


most other businesses, 
the government may do in connection 
with the mobilization program. Un- 
like most other businesses, television 
is also affected because it is at least 
in part a public utility and therefore 
subject to regulation even in peace- 
time. Thus the freeze of station licens- 


ELECTRICAL MERCHANDISING—SEPTEMBER, 


By W. W. MacDONALD 


ing in the present vhf band, the pro- 
posal that new stations be licensed in 
a new ultra-high-frequency band and 
the establishment of incompatible 
standards for exert a 
narked upon 
tuture 

Existing commercial television sta- 
tions operate within the so-called very- 
high-frequency band, on assigned chan- 
nels 2 to 13 inclusive. There are 107 
of them in 63 communities, reaching 
less than 50 percent of the country’s 
potential audience. This leaves people 
in quite a few cities of respectable 


color very 


influence television’s 


1951 


size—as well as most small towns and 
a great many rural areas—out in the 
cold. 

Many of the stations now operating 
are financially in the black, most of 
the others are paying expenses and 
the remainder are rapidly approaching 
that position. The combination of 
lightly saturated market and profitable 
operation has built up quite a backlog 
of demand for more vhf-band television 
station licenses. But these cannot at 
the moment be obtained because the 
Federal Communications Commission 
has frozen licensing. And while it 


seems probable that the freeze will be 
lifted eventually there is no assurance 
it will be done this year. 

Freezing of vhf licenses came about 
because the range of existing stations 
proved in practice to be much greater 
than the FCC expected when it first 
made assignments around the country. 
Thus interference is regularly ex- 
perienced in some areas, despite the 
fact that care was originally exercised 
to space stations using the same chan- 
nel geographically far apart. It is not 
yet serious, but it easily could be if 

(Continued on next page) 
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THE PROSPECTS FOR TV EXPANSION 


(Continued) 


more stations were assigned to antennas, and the market for boosters 


vhf band on the basis of theoretic models, 
fine ones still 
iginal planning irketed, at h ble 


oO Tar as 


has proved lucrative Early 
satistactory spacing very being 


type re- 
licensing addi quiring ljustment fe h channel 

market in 
number are of the broad- 


ithin the existing 


, there are only a few ne} ing 


he vhf band mand riety, giving good signal gain 
‘his is dif ! the whole vhf range without 


some of nent. The next step for many 
rovernment in the sticks may be the pur- 
these other ise O vad-t 

additiona 


trequencies 


vand boosters designed 


wring tor he antenna, with 


ion up at t 


present wires carrying low-voltage 
h fr : licht-line { 
1 frequen light-line and a stepdown 


t 
ision nmne transformer up the mast or tower to 
*t, lopped 
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before the 


supply 
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perating power for the tubes 
even installed in 


this 
anner build up weak signals right at 
, 


he antenna, and the boosted 


be yosters 


ent 


service Teall 
signal is 
ose on the strong enough to get down t 


interterence ission line to the set in 


operating 


\ntennas built into television 


mtinue to help break down sales 


particularly crowded 


actually ide satis 


vho can put up a high outsid 


practical approa ntenna soon discover, however, that 


examine the original plan for spotting 


is improved in almost every 


stations t the country and d , the recent increase in the 


some 


new 1 map of the u of sets having built-in anten- 
country in the hope that more stations 


is not vet perceptibly decreased 


mav safely be added This, the FCC t sale of outdoor gear. 


t is doing. Many engineers think 


Trend to Big Screens 


st important trend in the de 


evision receivers is obviously 
patch up the most glaring | the use of ger picture tul Sets 
t tubes mal than 12 
measure, it migl be possibl 1 1 liameter are almost off the 
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interference pattern. Experi 


Tact, 


headway Because it has 


been carried out ; ible to econor ly build 


, a ete 
uccess along these line picture tubes, an open question 


few short years ago, projection 


lormant— 


Signals Travel Farther yster r home use are 
not \t any rate, 

hem even in engineering 
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those which 
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\lumi- 
num may be conserved by substituting 
non-critical materials such as fabrics 
and plastics for the supporting straps 
and protective cups of picture tubes. 
Still other critical materials are con- 
served by similar 

| he 


chassis so far 


with oxides, paints or plastics. 


means. 
conservation-type — television 


seen periorm quite as 


well as older sets in most respects and 
circuit 
actually make 
them pertorm better It is readily pos 
sible, for 


in some instances incorporate 


improvements which 


secure a very 


instance, to 
} line- 


steady picture in the face of 


fluctuations by using an elec- 
picture tube. 
When production of receivers reducing 


voltage 
trostatically -focussed 
the use of critical materials to the bone 
becomes necessary it 15, of course, pos- 
sible that some few manufacturers may 
take the situation to 
cheapen construction beyond safe limits 


advantage of 
in order to secure a competitive price 


idvantage and, by so doing, degrade 
performance and increase maintenance 
There are, however, a 
factors which make such 
unlikely, at in tl 


least in the 
mediate future. 


requirements 
number of 


practice im- 


Production Resumed 


the 
year before government con 


Scrambling to get under wire 
late last 
trols cut off materials, many television 
receiver manutacturers not only bought 
up all the materials they could afford 
but sets and sold them as 
This, together with a 
drop in consumer purchases caused by 
such things as Regulation W, higher 
the approach of warm 
weather (which has always in the past 


assembled 


Tast as possible 


taxes and 
reduced the sale of appliances designed 
built up 
television-receiver stocks to the highest 
point in the 

stocks more than ade 
quate to last through the summer and 
substantial production 


for indoor 


entertainment ), 
history of the business 
These proved 
has only re- 
been resumed 
il as they were expected to 
For the most part, the manufacture 
‘levision sets does not require as 
] many 


Materials are not 


critical-metal tonnage as 
trical appliances. 
yility manufacturers will 
repeat the error com- 
business, sweating for 
iow and the holi 
too much pull 
the summer 
little need for 
this 


process, 


though next year. Early 
estimates that television production in 
1951 would be off not more than 2 
30 percent as against 1950 seem like a 
rood | 1¢ heavy production occur- 


nay come 
1 


5 


t two months of the year 


months 


just 


Prospects for UHF 


In order to break the bottleneck im- 
high 


posed by congestion in the very 
frequency television band the FC¢ 
open up an 1 

! ' 


pro 
poses to idditional tele 
vision band at the ultra-high 


frequen 
For the uniniti ] 


ited, uhf is higher 


cies. 


SEPTEMBER, 


in frequency than vhi. Another way 
of saying the same thing is to say that 
uhf involves shorter wavelengths than 
vhf. The highest-frequency commer- 
cial television station now operating is 
on channel 13, while the highest-fre- 
quency station in the proposed uhf 
band would be on channel 83. A dipole 
intenna for the center of the present 
vhf band is about five feet long, 
whereas a similar dipole for the uhi 
band would be less than a foot in 
length. 

If the uhf proposal goes through, 
and it seems likely it will in something 
like the proposed form, FCC thinks it 
might permit licensing of perhaps 
1,800 uhf television stations in as many 
as 1,200 communities. There is a possi- 
bility that this may prove too optimis- 
tic in actual practice, but no question 
about the ability of the new band to 
accommodate several hundred stations 
without serious mutual interference 
Stations could be licensed in cities al 
ready having vhf service, or in those at 
present lacking such service, or both 
Some would be operated by educa- 
tional institutions not selling tim: 

Heaviest initial demand for commer- 
cial licenses would undoubtedly come 
from communities of some 
present cut off from vhf 
the freeze and perhaps cut off from 
such licenses even after the freeze is 
lifted because of the proximity of vhf 
stations in adjacent cities. 


size at 
licenses by 


Sut there 
would almost certainly be applications 
for licenses, too, from cities already 
having vhf service. In this case the 
new uhf stations would be quite com 
petitive with existing vhf stations in 
the local market face the 
serious problem of building an audience 


and would 
in the face of initial scarcity of sets 
capable of receiving their pictures 
They would also be faced with the 
problem of selling time in competition 
with vhf 
greater range of coverage 


existing stations having a 


Higher Frequencies, Less Range 


Anyone who has had the opportunity 
of comparing the strength of the sig- 
nals emanating from, say, a channel-2 
television station and a channel-13 sta- 
tion knows that even if the respective 
powers of the two stations and their 
locations are equal the signals from the 
channel-13 station, which operates at 
are apt to seem 
several technical 
but the 
portant ones are because the 
lines between 
rooftop antennas and receiving sets in- 
crease with frequency and because the 
receivers themselves are less sensitive 


—_ 


the higher frequency, 
veake , 
; 


asons why this is so, 


There are 


two 


sses in transmission 


at the higher frequencies. Reception up 
\ 


at the ultra-high frequencies suffers 


still more from this effect, and where 
i station with a given power and an- 
tenna height on channel 13 might lay 
down a satisfactory signal at 100 miles, 
1 similar transmitter with a similar 
intenna on channel 83 might ade- 
quately serve perhaps half this dis- 
t This fact notwithstanding, 
experimental transmissions on the 


ince 
ultra-high frequencies with newly de- 


(Continued on page 230) 
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TV Stations and Saturation 


Station Call Letters and No. of Estimated Station Call Letters and No. of Estimated 
State City Network Affiliations Stations Sets* Saturation* State City Network Affiliations Stations Sets* Saturation* 








Alabama Birmingham WAFM-TV (CBS, ABC) } 2 54,900 21.7% New Jersey Newark WATV Z 1 1a K¥. Metropotiton Ares 
Alabama —_—_—Birminghom _WBRC-TV (Dumont, NBC) J New Mexico Albuquerque KOB-TV alt 
Arizona _—Phoenix_KPHO-TV (ABC) ___1 38,200 42.4% ~— | New York Binghamton WNBF-TV (ABC, (BS, Dumont, NBC) 1 40,100 47.1% 
California Los Angeles KECA-TV New York Buffalo WBEN-TV 1 205,000 66.1% 
California Los Angeles _KFI-TV New York New York  WCBS-TV (CBS) 

California Los Angeles KLAC-TV New York New York WABD (Dumont) 

California Los Angeles KNBH-TV 933,000 61.2% New York New York WJZ-TV (ABC) 2,390,000 61.4%, 
California Los Angeles KNX-TV New York New York § WNBT (NBC) nar ee 
California Los Angeles KTLA New York New York = WOR-TV 

California Los Angeles KITV New York New York § WPIX 

California San Diego - KFMB-TV 100,000 54.9% New York Rochester WHAM-TV (ABC, CBS, NBC, Dumont) 83,100 38.3% 
California San Francisco KGO-TV New York Schenectady WRGB (ABC, CBS, NBC, Dumont) 158,000 49.0% 
California San Francisco KPIX 197,000 20.2% New York Syracuse WHEN (ABC, CBS, Dumont) 122,000 59.2% 
Califomia San Francisco KRON-TV New York Utica WKTV (ABC, CBS, NBC, Dumont) 43,500 348% 


Connecticut New Haven WNHC-TV (ABC, CBS, Dumont, NBC) 158,000 30.6% North Carolina Charlotte WBTV (ABC, CBS, NBC, Dumont) 79,900 24.1% 


Delaware Wilmington WDEL-TV (Dumont, NBC) an uy, | Se ee eee 69,600 42.8% 


Dist. of Columbia Washington  WMAL-TV (ABC) ru pore =a’ 
Dist. of Columbia Washington WNBW-TV (NBC) . 265,000 58.6% pre eeu oaamane 

Dist. of Columbia Washington WTOP-TV (CBS) ; ee : “TV (NBC) 

Dist. of Columbia Washington WITG (Dumont) = . Ohio Cleveland = WEWS (ABC, CBS) 


— . Ohio Cleveland WNBK (NBC) 
Florida Jacksonville _WMBR-TV (ABC, NBC, Dumont, (BS) 32,200 28.2% Ohio Cleveland WXEL (ABC, (BS, Dumont) 


Florida Miomi WIV) 70,000 45.1% | ohio Columbus WBNS-TV (CBS) 























258,000 59.5% 





477,000 59.2% 


Georgia Atlanta WAGA-TV (CBS, Dumont) Pa ‘ i 115,000 36.99% Ohio Columbus WLW-C 


149,000 45.4% 
Georgia Atlanta WSB-TV (ABC, NBC) = Ohio Columbus WTVN (ABC, Dumont) 

IHlinois Chicago WBKB (CBS) a a bree = (BS, Dumont) 190000 47.1% 
Illinois Chicago WNBQ (NBC) ad yton -D (NBC) 


A) . 


Illinois Chicago WGEN-TV (Dumont) Oklahoma Okla. City = WKY-TV 90,200 37.7% 
Illinois Rock Island © WHBF-TV (ABC, Dumont, (BS) 57,6009 28.0% Okiohoma ‘Tulsa KOTV (ABC, CBS, NBC, Dumont) 74,200 42.9% 


Indiana Bloomington WTTV (ABC, NBC, Dumont, NBC) 16,500 33.3% Pennsylvania Erie WICU (ABC, CBS, NBC, Dumont) 48,000 56.5% 
Indiana Indianapolis WFBM-TV (ABC, CBS, NBC, Dumont) 138,000 35.2% Pennsylvania Johnstown — WJAC-TV (ABC, CBS, NBC, Dumont) 93,100 30.0% 
cons Davenport  WOC-TV (NBC) $57,600 ® 28.0% Pennsylvonia Loncaster WGAL-TV (ABC, CBS, NBC, Dumont) 101,000 46.7% 
lowa Des Moines WOI-TV (Dumont, NBC, CBS, ABC) 59,400 30.3% Pennsylvania Philadelphia WCAU-TV (C85) 

Pennsylvania Philadelphia WPTZ (NBC) 858,000 63.0% 
Kentucky Louisville WAVE-TV (NBC, Dumont, ABC) 92,000 35.8% Pennsylvania Philadelphia WFIL-TV (ABC, Dumont) 
Kentucky Louisville WHAS-TV (CBS) ; Pennsylvania Pittsburgh = WDTV (ABC, CBS, NBC, Dumont) . 265,000 36.3% 


Lovisiana New Orleans WDSU-TV ___ 57,500 22.3% Rhode Island Providence — WJAR-TV (NBC) 152,000 37.3% 


Maryland Baltimore WMAR-TV (CBS) Tennessee Memphis WMCT (ABC, CBS, NBC, Dumont) 86,500 32.0% 
Maryland Baltimore WAAM (ABC, Dumont) 301,000 63.5% Tennessee Nashville WSM-TV (ABC, (BS, Dumont) 31,700 15.4% 
Maryland Baltimore WBAL-TV (NBC) aoa a -—— a 
. =i _ Texas Dallas KRLD-TV (CBS) 121 a 
Massachusetts Boston WNAC-TV (CBS, ABC, Dumont) 741,000 68.3% Seams Dallas WFAA-TV (ABC, NBC, Dumont) : 00 32.7% 
Massachusetts Boston = WBZ-TV (NBC) Texas Fort Worth — WBAP-TV (ABC, NBC) 121,000 32.7% 
Michigan Detroit WJBK-TV (CBS, Dumont) Texas Houston KPRC-TV (ABC, CBS, NBC, Dumont) 80,100 26.0% 
Michigan Detroit WWI-TV (NBC) 491,000 54.1% Texas San Antonio KEYL (ABC, CBS, Dumont) 46,100 29.39 
Michigan Detroit WXYZ-TV (ABC) Texas San Antonio WOAI-TV (ABC, CBS, NBC) 3% 
Michigan Grand Rapids WLAV-TV (CBS, ABC, Dumont, NBC) 79,000 40.5% itch Salt Lake City KDYL-TV (NBC) 


Michigan Kalamazoo  WKZO-TV (ABC, CBS, Dumont, NBC) 38,000 24.7% Utah Salt Lake City KSL-TV (ABC, CBS, Dumont) 46,600 55.5% 
‘Michigan Lansing WJIM-TV (ABC, CBS, Dumont, NBC) 53,000 25.6% eh 

. . Virginia Norfolk WTAR-TV (ABC, CBS, NBC, Dumont) 69,100 33.7% 
Minnesota Minneapolis — KSTP-TV (NBC) 265,000 58.4% Virginia Richmond — WIVR (NBC) 82,000 61.1% 


Minnesota Minneapolis WTCN-TV (Dumont, CBS, ABC) - 
vs Washington Seattle KING-TV (ABC, CBS, NBC, Dumont) 85,600 20.1% 
Missouri Kansas City WDAF-TV (CBS, ABC, Dumont, NBC) 122,000 25.8% 


Missouri St. Lovis _KSD-TV (ABC, CBS, Dumont, NBC) 293,000 51.69, | “est Virginia Huntington WSAZ-TV (ABC, CBS, NBC, Dumont) 44,000 23.4% 
Nebraska Gusts WOW-TV (Dumont, NBC) | ee mae Wisconsin Milwaukee — WTMJ-TV (ABC, CBS, NBC, Dumont) 243,000 64.9% 
Nebraska Omaha KMTV (ABC, (BS) f ; Wh Total United States 107 12,769,300 48.6% 


“Based on figures released by National Broadcasting Co., June 1, 1951. Set figures for Davenport, Rock Island are combined. Based on estimated number of families in station viewing area. 


eye ee ee eee ee ee 
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Television and the 
Government - 2 


The Status 
of CO 


Still unsettled, the color controversy has so 
far been a deterrent to receiver sales. “'In- 
compatible” and “compatible” are the 
words that today divide an industry and may 
eventually determine the volume of retail 
business, but in the next several years, at 
least, color is more likely to be an adjunct 


to black-and-white than its successor 


be important. § It 


a super-service ad 
junct to, rather than the successor of, 
black-and-w in the 

is not likely 
black-and-whit 


next five to ten 
to completely 
+, in that time, 


movies 


th have 


“ni 
1 color 


1 
| black-and-white movies. It 
at the moment 


important to 


sumer asa reen, and it 
important 


market for 


much more 


Pl | 
likely to become as 


} 


people until the 


- | 


white sets is 


is today 


Approved but impractical 


Technically, the field-sequential color 


television system approved as the 
standard by the Federal Com- 

few big cities having part-tir munications Commission has been im 
although 
And in thes« 
ight conceivably incr * the 


r accessories and devel p rclass de the eve 


ervice ved only in minor respects since it 
isolated. cases color recel 1 Uti- 

disc, or wheet, between 
of the beholder 
1; 


isc very 


ot at this official 


market lizing a color dise 


blessing 


and picture- 
much like the ones 
counterbalance any interposed between spotlight and stage 
white receiver busit 1 re so that the color of the 
ountered light n | he 


mand for new sets sufficient to partially tube, a « 


audience may be 
present in- 


Eventually, there no question but system at 


olves the use of an electric motor to 
pin the disc rapidly. Viewed through 
colored-disc segments, pictures 
presented in white light on the screen 
§ the picture tube are seen as three 
color fields blended to- 
gether to full-color frame 

of rapid rotation of the disc 
\side from the obvious objections to 
such a mechanical system, it 
far proven impractical to whirl a disc 


three 


sequentially 
form a 


has so 


in front of a picture tube much larger 
than 12 inches Experi- 
mental color receivers have been built, 

utilizing a drum in- 
a color disc to provide larger 


in diameter. 
however, color 
stead of 
pictures, but this too involves mechani- 
cal difficulties. 

The whirling disc or 
eliminated 
for the 


drum can be 
from a receiver designed 
field-sequential system by 
utilizing a picture tube having three 
separate screen phosphors which glow 
in the required different colors in 
proper sequence, or by using several 
tubes having phosphors of 
different colors and combining their 


picture 


resulting fields in a m 
ibe manfacturers are experimenting 


with picture tubes which lend them- 


irror. Several 


SEPTEMBER, 


selves ») this purpose, as we i 


Inr ¢ 


omer co transmission and 


reception. Even if such tubes are used 
to achieve an all-electronic system the 
‘t nevertheless that the 
ved field-sequential color systen 

1] patible with the line and 
which black- 
transmitted 
black-and-white re 
ceivers cannot receive pictures trans- 
approved field-sequential 
system even in black and white unless 


remains 


under 
ind-white pictures are 
Thus existing 
mitted by the 
an adapter is used and, having the 
adapter, cannot actually see the picture 
in color unless a converter utilizing a 
whirling disc, a drum or tubes having 
several different phosphors is used. If 
a receiver 1s designed to receive field- 
sequential color it 


must incorporate 


switching circuits if it is also to re 
ceive conventional black-and-white 
If it color disc or 


drum the disc or drum must somehow 


pictures uses a 


be swung out of the way. If it uses 
tube it might re- 

black-and-white 
one of the three avail- 
able colors, but would probably blend 
the three into satisfactory 


1 tri-color picture 
ceive conventional 


pictures in any 


some 
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VM 


issions in 
white, have changed little 
des i were first 


they 
ynstrated They can 
hooked up by 


non-tech 


easily or saf Ly Te 
rr even by a 


the customer, 


al salesman, and in some instances 
ve pretty careful work by 


l-trained serviceman 


even 
This espe 
self-switching, as 

manually switched adapters. 
f ] disc 


variety are 


install, but these 
a good tech- 

adapter nor converter 

t the so-called con- 

verters manufactured in the early days 
of radio to permit broadcast receivers 
The 
y inserted 

between the antenna and ground posts 
broadcast receiver and plugged 
into the electric-light socket. No fool- 
ing around with the innards of the re 


to pick up shortwave broadcasts. 


radio converters were merely 


of the 
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eiver was involved. Color adapters 
nd converters both involve such delv- 
ng, and the inside of a television set 
thousands of volts to 
and perhaps eliminate the 


Not all lend 


themselves well to the process. 


mtains 
confound 


delvee. 


many 


existing sets 


Politics and economics, as 


technicalities, 


well as 
are involved in the color- 
situation The 
Court has affirmed the right of the 
FCC to make field-sequential the 
standard American color system. This 


television Supreme 


does not militate against a modification 
of the rules by the Commission at 
some future date and the Commission 
has, in fact, said it will entertain such 
a suggestion when and if a compatible 
system that satisfies it is demonstrated. 
It is not, however, easily satisfied. 


Dot System Improved 


Both line-sequential and dot-sequen- 
ial systems were demonstrated in 
Washington nearly two years ago and 
were considered inferior with respect 
to picture clarity. They were also 
called more expensive. The _field- 
sequential system which won out had 


1951 


~~ aid LawpDi 


many behind it 
that it 
was even then near its practical peak 
ot perfe ction, 


years of refinement 


and many engineers believe 
The other systems were 
by no means refined and had actually 
been rushed to completion in order to 
meet an unexpectedly early invitation 
to demonstrate. Since then, the dot- 
system in particular has 
been improved and other methods of 
kidding the eye into believing that it 
several colors transmitted 
simultaneously instead of sequentially 
have been superimposed upon it. One 
such system is being widely demon- 


sequential 


is seeing 


strated to the public on an experi- 
mental basis as we This is 
reminiscent of the heavy promotional 
effort put behind the field-sequential 
system by public demonstrations before 
and during recent litigation. 

The most recently demonstrated dot 
system of color television is all-elec- 
tronic, involving no 
such drums are, in 
fact, too slow to be used. In effect, 
infinitesimally small dots of three 
different-colored phosphors, symmet- 
rically arranged much as colored dots 
are arranged in a printed halftone 


write. 


color discs or 


drums; discs or 


reproduction of a colored photograph, 
make up the picture-tube 
Electronic circuits within the receiver, 
triggered by the distant transmitter, 
cause the dots to glow in sequence so 
that the picture, for all practical 
purposes, seems to appear simultan 
eously in full color as it is being pre 
sented. The system has another much 
more important characteristic. It uses 
the same transmission standards as 
black-and-white stations 
when pictures are transmitted 
in color by the demonstrated dot sys- 
tem, existing 


screen, 


existing 
Thus, 


them in 
black and white without the necessity 
for an adapter or any circuit modifica- 
tion at all. And color receivers made 
for the job would be designed to 
receive programs transmitted in black 
and white when stations preferred to 
operate that way. Thus the 
is said to be compatible. 


receivers see 


system 
It must be 
said, however, that it does not appear 
readily possible to build inexpensive 
converters permitting existing recéivy- 
ers to receive dot-system color pro- 
grams in color. People who wanted 
to see programs in color would prob- 
(Continued on page 121) 
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HOW TELEVISION SETS ARE BOUGHT 


Most people visit only one store to buy TV. Nearly half have their minds 


made up before they buy—and more than half make their purchases at 


specialty dealers. Here’s a survey on what makes them buy—and why 


PECIALTY dealers have captured over 50 
percent of television sales. 
Sixteen-inch and larger screens are on 71.3 
percent ot the sets in consumer homes. 

lable model video sets account for only 30.8 
percent of sales. 

Discounts have been received by an admitted 
34.9 percent of consumer purchasers. 

These are some of the findings of a 1,000-con- 
sumer survey made in April by the College of 
Business Administration of the University 
San Francisco to discover how television sets ; 
purchased.* 

The authors, Thomas R. Martin, associate pro 
fessor, and Richard D. Roberts, assistant professor, 
preface their tabulations with the comment that 
despite the allegation that San Francisco is a 
slow TV market, some 72,000 sets were sold there 
by May of this year to achieve the “remarkable” 
saturation of 30 percent. And, with the exception 
of brand preferences, many of their findings should 
be closely comparable to conditions in other TV 


areas 


TREND IN SCREENS, the nationwia 


rush to bigger and bigger screens is paralleled by 
the San Francisco market. The surveyors dis 
covered that 57.6 percent of the sets in consume: 
homes are 16-17 inches 

uccount for 16.3 


dy total 8.5 


[welve to 124-inch sizes 
percent, but 19-inch sizes 
Screen sizes of 14-15 
have beet wht | 3 percent of th 
owners and 7.1 seven-inch sets 
Twenty-inch s ! still comparatively new 
the market ! p nt of the surveve 
home 


MORE CONSOLES. Consoie 


account for 52.7 percent of th 


survey finds, followe ible 


ceivers 


percent, 1 16.5 percent 
soles and combinati wether total 69.2 


1 


\ Sar ed 


BLONDE NOT PREFERRED. «i»: 
1 Franci which is consid 


SPECIALTY STORES LEAD. 11. 
on’s I ey ules went to radio-TV and 
liance tores, with 52.1. percent f all TV 


ivers purcl lin San Francisco area. Furni- 


*Copies of the entire survey are available from 
the authors ot the University of San Francisco 
San Francisco 17, Calif 


ture stores accounted for 21.6 percent, department 
stores, 17.8 percent, and all other stores managed 
to capture only 8.5 percent of the market. 


DISCOUNTS FOR MANY. = Fven in 


\pril, when sales are normally fair, discounts 
were a blemish on San Francisco's television busi- 
ness. The surveyors, setting out to discover how 
many buyers got discounts, first had to decide 
what constituted a discount, finally included free 
installation or free antenna, price reduction, and 
trade-ins. The authors remark, with professorial 
restraint, that, “A trade-in does not necessarily 
involve a discount, but some preliminary talks 
with dealers indicated it usually does.” 

Almost 35 percent of the survey respondents 
(34.9) admitted that they received a discount; 
58.8 said they did not. The balance (6.3 percent), 
who declined to answer, were quite properly in- 
cluded among those who did receive discounts. 

Most discounts, the surveyors found, took the 
form of reduced prices. A total of 40.6 percent 
of discount sales were in this category. Free 
installations, found in 27.9 percent of the cases, 
were the next most prevalent form. Free antennas 
constituted discounts in 18.2 percent of the cases 
and trade-in discounts amounted to 10.4 percent. 
All other types of discounts (free dishes, other 
giveaways, etc.) totaled 2.9 percent. 


WHO GIVES DISCOUNTS? Nearly ai 


types of outlets are guilty of discount-giving, in 
me form or another, the surveyors discovered 
Most culpable, pe rhaps, are the radio-TV stores, 
according to the survey, made 40.8 percent 
ir Radio-TV and appli- 


ince stores didn’t get full price on 36.6 percent of 


sales at discounts 


sales while furniture stores gave discounts 
percent of their sales. Department stores, 
removal of fair trade laws, were 

olate suggest | prices, gave some 

1 


form of discount in 23 percent of their sales. Other 


types of firms (mail order, gas stations, etc.) wer 
st guilty with a high figure of 53.7 percent. 

t the surveyors to discover whether 

iny particular brands were dis 

others were unrewarding and 


‘Apparently the 


nclude that pI 
no brand escapes 
t with the sellers, who 


ywrand they cut.” 


THAT BRAND? tn atom 


ni 
ple 


WHY 


lisc I ly per e br 1 they | 
overed that 42.4 percent of 
what brand they wanted 
nt ot » buy and only 10 percent 
successfully switched to any otl 

he buying process Recommenda- 
tions of other owners had the most pronounced 
influence on this group of buyers (30 percent). 
In 21.3 percent of the purchases reputation and 
brand preference was the governing factor and 
ippearance was most important in 15.3 percent 
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Performance was the deciding factor in 7.0 per- 
cent of the purchases, followed by price and/or 
discount (5.3), advertising (2.5), and others. 

The 57.6 percent of buyers who had no brand 
preference prior to making their purchase were, 
of course, influenced by other factors: appearance 
(22.9 percent), performance (22.1), price and/or 
discount (13.7), “like it” (13.7), and others. 
\mong those who decided what they wanted after 
they went out to buy, only 4.9 percent attributed 
their final decision to a salesman’s influence. In- 
trigued by this, the surveyors dug deeper, dis- 
covered that over 50 percent of the buyers of TV 
felt they had received little or no assistance from 
salesmen—“a sad commentary on retail selling.” 
Not quite 20 percent said they received much 
assistance; 25.1 percent admitted to “some” and 
23.3 percent said they had received a little. The 
biggest group, 32 percent, answered flatly that 
they had gotten no assistance whatever. 


BUYERS DON’T SHOP MUCH. \0-: 


TV buyers (56.3 percent) went to only one outlet 
to make their purchase, the survey reveals, de- 
spite the prevalent belief that today’s prospects go 
from one store to another in search of the best 
deal. Two stores were visited by 14.6 percent of 
the purchasers, three by another 14.6 percent, and 
four or more by 14.5 percent. By combining their 
data, the surveyors conclude that: 

\lmost 25 percent of set owners had a brand 
in mind before purchasing, went to only one 
store and bought that brand. 

\nother 29 percent had no brand in mind, but 
visited only one store and bought 

Only 14.5 percent of the buyers did a 
deal of shopping. 


ANTENNAS ON THE OUTSIDE. « 


most three out of four owners have outdoor 
intennas and only 1.7 percent have no antennas 
it all. Inside antennas were found in only 25.1 


percent of the homes visited 


THEY LIKE THEIR SETS. 


that 89 percent of the surveyed owt 


Discover- 


happy and sat d with th 
ly 7.5 
lacement 
t y unimportant te 

( However, it must be remet 
ne of the survey San Francisco 
more than a 30 percent saturation. ) 
people who were dissatisfied (11 

percent), 41.2 percent attributed it to poor recep 

tion, 25.7 percent to too-small a screen, 13.8 pe 
cent to service pr blems, 8.3 percent to poor style, 

ind 11 percent to miscellaneous reasons. 

Most happy augury for the industry gleaned 
trom all the questions is probably the simple and 
overwhelming response to the question, “Would 
Almost 92 
percent said, “Yes.” End 


you recommend your set to friends?” 
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SERVICE POLICY is sold to the Wilsons, as to almost all other Broad- 


way TV customers, as much because it will help keep them satisfied 
customers of the store as because of profit 


THOROUGH INSTRUCTION ot the point of sale is a Broadway Store 
policy, is given to the Wilsons by salesman Boyd because 
insure satisfaction, reduce service calls. 


it will 








SERVICE BUILDUP at the Broadway Department Store begins with a sale. Charles Boyd shows 
his customers, Mr. and Mrs. George Wilson, how shaded areas on Los Angeles map indicate 
average reception in various areas, explains the kind and cost of installation they will need. 


The Department Store’s Stake in TV Service 


Customer wrath over poor television service 
could hurt the sales of 200 departments in a big 


store like the Broadway, Los Angeles. So, if they 


lean over frontwards to provide good service for 
the life of the set, it’s only good business 


By HOWARD EMERSON 


units of the 


Stores, Inc 


ELEVISION receivers can be fornia 


Broadway-Hales 
treacherous merchan 


le most 
lise a department store handles “Few might realize how important 
television sale can be to 
department store. Future 
more than 200 other de- 
partments of the store can be jeopard- 
ized by poor TV installation and serv- 
ice—conversely, a satisfactory experi 
ence in buying a television 


-unless the store backs them up satisfactory 


i policy of installation and serv the large 


that insures complete satisfaction business for 
says E. J. Shurtz, 


manager of the 


the customers,” 
president and 
lway Department Store, Lo 


receiver 
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from the store can build such good will 
that the customer’s purchases in the 
other departments will be increased,” 
he points out. 

“The more important a department 
store becomes in the retailing of tele- 
vision receivers, the more important 
the service department becomes. For 
example, in month the Broad- 
way stores’ service department handled 
2073 installation and calls. 
There, you see, were 2073 chances for 
our service and installation men to 
make or break the Broadway stores as 
a future place to trade. But we have no 
fear that our men lost any future sales, 
for we have developed a service depart- 


recent 


serv ice 


ment that is dedicated to giving com- 
plete customer satisfaction—and we 
know it is being accomplished.” 
Within its own department, televi- 
sion service is equally important, says 
Walter Chase, who as radio-TV buyer 


for the five Broadway stores, operates 
under E. P. Platt, home furnishings 
merchandise manager. “Not only do 
we realize the importance of good TV 
installation and service in building and 
keeping customers for the other depart- 
ments, but we know how important 
such customer satisfaction is in in- 
creasing sales in our own department. 
As a matter of fact, we start selling 
the value of the Broadway’s television 
service before we start selling the set. 
Our newspaper advertisements tell 
about the value of buying television 
where the sale is backed up by ‘serv- 
ice after the sale.’ 

“In our floor selling, one of our 
strongest points is the reputation the 
Broadway stores have made for han- 
dling installation and service in such 
a manner that the customer is getting 
not just a piece of merchandise, but a 

(Continued on next page) 





How The Broadway Keeps One TV Family Satisfied 
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ALL CABINETS are polished by the Broadway's service depart 
ment before they go out 


Minor retouching or repairs are 
made by skilled technicians 


PRE-CHECKING o 


ures that the Wil 
Fourteen sets can 


be ‘cooked 
s will be pulled for 


wns will get a set of the « 


line at one time. While 
idjustment or repair if nece 


juality they saw at time of purchase CAREFUL HANDLING prevents cabinet complaints 
n th alignment is all most sets need, the are blanket wrapped, 


go 


cnassi 


All sets 
like the Wilsons’ console above, as they 
ary into installation trucks. 





1 sales floor 
five s s, keeping the demot 
n for rators in top operating condition. One 
Hollywood, Cren n is busy on radio service, another 
lena and Westchester st is occupied in parts buying and con 

i staff of 34 men and v trol t make up the inside 

men operate four trucks on handling pre-checking, 

Nine servicemen 
ai 


| ia nistratior 
me calls. One serv c ‘ 


force 
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BEST POSSIBLE signal is obtained for the Wilsons, as the Broadway’s installation AN ANTENNA to suit the location is available from the Broadway's truck which 
carries a stock of the three most commonly used, plus two special types. Eleven 


man uses a field strength meter and phone to his partner on the roof while the 
other types are in stock for difficult locations. 


antenna is oriented 


makes her 


A NEAT INSTALLATION pleases the housewife 
happy because it doesn’t mess up the room. Here, man uses 
stapler to keep 300-ohm lead tight to baseboard 


4 


TIA) 


& 
v= 


THE EXTRA TOUCH. With his equipment put away, a Broadway installation man will return to polish 


MORE INSTRUCTION is final preventive medicine. 
instaliation man reviews the use of the controls the set, remove fingerprints, etc. It is an extra touch that customers appreciate 


The 
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The Department Store’s Stake (continued) 


4 ae BROADWAY'S SERVICE 
THE WILSONS SOLD 


QUICK SERVICE is assured the Wilsons should they have trouble with their set RECORDS ARE KEPT on every customer's TV purchase. Looking over the Wilsons’ 
Calls to any of the Broadway's five stores come to the dispatcher above. Map dossier’’ are the Broadway's radio-TV buyer, Walter Chase, left, and the TV 
shows which serviceman will handle the call service manager, Eugene Dodd 


MINOR REPAIRS con be made in Mrs. Wilson’s living room to save delay and FOUR BENCHES, each with $1600 worth of equipment, are ready to repair 


cost of taking the cho the shor Here the serviceman solders condenser the Wilsons’ set at the shop if the chassis has to be pulled 


SPECIAL SET-UP for the tough ones enables > ac AFTER ALL instrument checks have been made following repairs, the resulting picture is viewed to assure 
way to handle chassis requiring intermittent checking that the Wilsons will have the same quality reception that they had in the new receiver. END 

















CONTRAST between the screen size of her old set and the new one which he has just installed in her home for a free trial is emphasized to a New Jersey 
housewife by dealer Morris Lavine of Trenton Lighting, Trenton, N. J., one of the most successful users of Krich-N. J.’s ‘Operation Trade.” 


IT'S TIME TO TRADE 


IV 


Krich-N. J., already successful at reaching 67,000 
owners of old 10-inch sets with its “Operation 
Trade”, is convinced that TV owners are the best 
new prospects and now is aiming the same pro- 


gram at 30,000 owners of 12'2-inch models 


By ROBERT W. ARMSTRONG 
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EGINNING this month some 
30,000 New Jersey families will 
be bombarded with telephone 


calls and mailings urging them to trade 
in their 12}-inch television sets for 


new big-screen receivers. 

Responsible for the bombardment 
will be Krich-New Jersey, Inc., with 
headquarters in Newark. And making 
the resulting sales will be the 400 Krich 
dealers who, during the last four 
months of the television slump, have 
already had it better than most. 

“Operation Trade”, Krich’s program 
for encouraging owners of old, 10-inch 
RCA sets to trade them in for new 
ones, began in May, was aimed at 67, 
000 people whose names were regis- 
tered in the files of either the local 
RCA Service Companies or Krich 
itself. 

Krich made it easy for both its 
dealers and their prospective customers. 
First, the distributor sent out a mail- 
ing to all 67,000 names. Enclosed with 
it was a return card asking a dealer 
appraisal of the old set. Then each 
participating dealer sent out a mailing 
to a list of prospects in his area, en 
closing a “check” guaranteeing a 
trade-in value. The final mailing, like 


the first, was handled by the distribu 
tor. Meanwhile, each dealer was 
supposed to make three telephone calls 
to each name on the list furnished him, 
inviting the prospects to have a free 
trial in their own home or to visit the 
store for a demonstration, 


“We Took Dealers by the Hand” 


Those were the basic mechanics of 
the promotion. More important were 
the angles. For example, the distri- 
butor guaranteed to purchase for $50 
any 10-inch set taken in trade by a 
dealer. This gave dealers something 
to work against and they could safely 
offer $100 or more for an old set, 
knowing that they could always get at 
least $50 back on it. And, if they 
preferred to resell it themselves, Krich 
had made arrangements to have RCA 
Service Co. recondition it, no matter 
what its condition, for a flat price of 
$8.95. Few dealers were forced to 
either resell the sets to the distributor 
or to have them reconditioned. Old 
sets in good condition were easy to sell 
for $89.95 and most of them, long 
serviced by RCA, were in good condi- 
tion. According to W. W. 

(Continued on next page) 
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Dealer Lavine Makes a Trade-in Plan Work 


1 SALES PITCH to encourage Morris Lavine to use Krich’s Operation Trade 


e Program is made by district manager John Bronner (left) in Lavine’s store 


It's Time to Trade TV (continued) 


ery 
$4.95 


Just to 
got off toa g 


30 expert tel phone 


tr 


who 


Finally, 


how 


began to 

mnsumer 
district n 
the 


request 
inagers 


ir dealers 


Krich Does the Spade Work 
Phe 


distributor wa 


umount of work assumed 

! Just 

*, required the full 
time of Six people As described by 
Krich spokesman, “It was a tet 

rific problem in logistics. It even took 
careful coordination and planning to 
make that the telephone 
visited dealers’ stores just after a mail 

ing reached the people in their neigbor 
hoods” Above all, the distributor 
constantly had to keep after partici- 


gering 


mailings, for exam 


one 


sure girls 


into a 
second 

program, 
int of view, 
no way in which he 
that the dealer use 


the one 


ilway 


ind 
off. Sales 
s that 90 
— 


dealers participated to some 


work 
per- 
“Eventually,” he says, “close 
75 dealers telephoned their lists 
least 150 who 

Since 


are sure of at 
each 
r got an average of 100 names of 


( based 


' 1 a 
ll their calls 


ill ywners on the 


number of sets purchased from the 
listributor, the size of the retail organi- 
zation, inventory, cooperative attitude, 
that 45,000 
calls Cone 
out, many dealers were so 
inspired by the idea of the consumer 
lists (or so shocked at finding some of 
their own customers’ names on them) 
(Continued on page 224) 


etc.), ounts to about 


definite Moreover, as 


points 


? FIRST SERIES of telephone calls to list of prospects furnished by Krich are 
s 


9 


made by distributor employee while Lavine watches and learns 





EMPLOYEES of Trenton Lighting carry out old set after Lavine closes the sale, 
a will take it to RCA Service Co. for reconditioning. Lavine could resell it to 
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eer 


BIG SCREEN set placed for free trial in prospect's home as a result of telephone 


SECOND MAILING is prepared by Lavine’s TV manager, George Bassick, 4 
s calls is adjusted by RCA technician. Lavine pays only $4.95 for this service. 


a who encloses trade-in ‘‘checks’’ in envelopes. Other mailings are made by Krich. 


jae 











: 
| 


AT RCA Service Co. Lavine signs out for sets which have 
a been reconditioned. OK stickers on face plates mean that 
sets can be resold with one year RCA service policy 


USED SETS are shown to a customer who wants one for 
a summer home. Lavine paid $8.95 for reconditioning, 
finds that stickers make them easy to sell for $89.95. 


J 
somaen ws 


nQ LOW 


#2 LECTAIC = | ’ 
ONDITIONEr” = ;: 
‘ Pi ’ 


“~ 
Krich for $50, but finds public is will- B FOLLOW-UP on inquiries brings a couple into store, mak- 
ing to buy all his trade-ins 


BRONNER makes another call to give Lavine demonstra- 
a ing Bassick glad he worked on mailing. END 


ation requests resulting from distributor mailings. 
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ON THE AIR over KSD-TV, Union Electric's Esther Lee Bride (right), makes 300,000 St. Louis television set owners appliance conscious 


A Utility Takes to TV 


When television came to St. Louis in 1947 the Union Electric Co.saw it as an opportunity to sell more appliances 
and build more load. So they created programs, got sponsors and promoted receiver sales. By 1951 appliance sales 
increases in St. Louis exceeded the rest of the nation and Union Electric realized a power use gain from TV alone 


By TOM F. BLACKBURN 


gram. But of obtaining publicity via television for tomers every _ electricity-consuming 
] 
| 


HEN KSD-T" ened its n order for a 
ors in St yuis it vat ni ric thinking went beyond domestic uses of electricity. This device. 
saw the necessity for liaison responsibility was given to Miss Esther 2. That daytime television was good 
n who could work with Lee Bride of the utility’s home eco for increasing residential kilowatt 
d television station nomics department. She spent weeks hour sales. 

the electrical in New York City, Hollywood and 3. That the proper approach was to 
rease use of other television cities learning tech- obtain publicity for domestic appli- 
niques of production and broadcasting ances by use of television. This in- 
divided into Returning, she got on the job atatime volved not only Union Electric’s own 
rk with the when the one local station operated less _ television show, but also included the 
t the sale of receiv than 25 hours a week and “grew up” purchase by electrical manufacturers, 
) assist in establishing service with it. distributors and dealers of television 
ind ates ite serv icing nem TV en Appliance “Neture!” time for appliances and the use of food 
assigned to W. S. Bascon and utensils involved in preparing these 
lealer sales counselor, and the dealer By 1949 Union Electric Company dishes. 

developed sales representatives working under his had decided: 
il thing to do would have direction. 1. That 


is 
> wo 


istained by advertising 
ence could be Early in 1950 Miss Bride organized, 
television was a valuable in co-operation with four sponsors, a 
KSD The second responsibility was that medium for selling all residential cus- (Continued on page 74) 
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A GOOD TV PROGRAM MEANS A MOUNTAIN OF WORK 


PROGRAM STARTS when E. F. Tonnies of Waring Products calls on Miss Bride to SELECTION of commercial material is as important as entertainment features. 
make arrangements for putting the Waring Blendor on Homemaking with KSD-TV. Here Miss Bride and Robert L. Coe, residential sales manager, go over a film. 


Heeger: 
COMES") 
oats: ” 
FREE ort“ 

iter 2 


TALKING DISTRIBUTORS such as Robert Migneron of G-E Supply into contribut- BEFORE the television program was firmly established elaborate meetings were 
ing give-aways to show was an important part of Miss Bride’s early efforts. necessary to persuade appliance dealers to contribute toward the cost of the shows. 


EVEN FOODSTUFFS and props had to be secured by Miss Bride and her actors FURNITURE must be arranged, sets constructed, before show goes on the air. Now 
On the way to rehearsal they stop to shop, enter studio laden with packages that program is success Miss Bride acts only as consultant and guest star. 
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How to Behave on TV 


CURE FOR GRINNERS, a lump of sugar between the teeth, 
is only used at rehearsals. 


CABBAGI 


POTA ops 


POSTING WORDS or writing on a blackboard, keep your 
hands out of the way 


TO POINT, says Miss Bride, whole hand should be used, 


not just one finger 


Dealers who may appear on television programs 
either to talk or demonstrate their wares can learn 
what not to do from Union Electric’s Esther Lee Bride 
—who learned the hard way when she was putting 
on the utility's first programs. 


HOLD UP papers, ads or objects so the audience can see 
them, too, says Miss Bride 


TIGHTLY CLUTCHED hands, as Miss Bride shows, make 
“rabbit ears’, betray tension. 


PENCIL under papers which must be picked up make it 
easy, eliminate fumbling. 


A Utility Takes to TV 


(continued) 


new program, “Homemaking with 
KSD-TV.” The sponsors included one 
electrical distributor and three food 
brokers. Because the station had no 
home economist, Miss Bride was lent 
by Union Electric to the station to 
conduct the program five days a week. 
By March, 1950, the sponsors had in- 
creased in number to 14 and by Sep- 
tember, 1950, it was necessary to 
lengthen the show to 45 minutes daily. 

The program, Homemaking with 
KSD-TV, was now financially well 
established. It continues daily, con- 
ducted now by two home economists 
employed by KSD-TV, and there is a 
waiting list of people desiring to par- 
ticipate as sponsors. Miss Bride today 
takes part in the show only as consult- 
ant or, occasionally, as a guest. But, 
during her tenure, she built the utility 
program into success. 


$10,000 Worth of Corn Poppers 


Her job became one of making 
distributors and manufacturers televi- 
sion-minded. For example, she pro- 
moted television film spots, something 
the local electrical industry had not 
dreamed of. A five-minute live demon- 
stration with a corn popper just before 
a ball game helped one department 
store sell $1,800 worth of corn poppers 
in one day. Six impacts sold $10,000 
worth of corn poppers, and, naturally, 
thousands of kilowatt-hours for Union 
Electric. She pushed 15 minute spots 
for distributors and, as a result, one 
wholesaler sold out of vacuum cleaners. 

Another job was soliciting house- 
wares for give-away programs, appli- 
ances for use in doing such things as 
making coffee or preparing food on 
food programs. 

Meanwhile, by November 2, 1950, 
station air minutes per week in 
Louis increased to 5,865—with 

1,136 minutes or 19.4 percent spon- 
sored by the electrical industry. By 
this time television sets in Union Elec- 
tric territory had increased from 63,000 
to approximately 200,000. 

Then came the opportunity to 
organize a “package” program, a man- 
sized job that required getting the 
script written, hiring actors, rehearsing 
them and getting time on television for 
the program. 


The “Property Boy” Angle 


The job of television liaison is very 
much like that of a play director or 
property boy in the theater. Miss Bride 
has had not only to dig up ideas and 
help get shows written, but also has 
had to shop for dishes, arrange for 
loans of furniture, go marketing for 
food and, in short, get together every- 
thing needed for a program from actors 
to tea biscuits. 

She has had to stand by and edit 
material from the viewpoint of the 
electrical industry’s best interests, see 
that things that went on the air were 
correct technically as well as from a 
home economics standpoint. 

(Continued on page 234) 
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TABLE 1 


The FIFO* Method of Inventory Valuation 
Shows a Book Profit When Prices Rise... 


Sales (selling price). 


Opening inventory (cost) 
Purchases (cost) .. 


700 


Less cost of goods on hand at end of period.... 


Cost of sales ..... 
Margin earned on sales 
Overhead expense 
Net profit on sales 


* First-in-first-out 


TABLE 2 


... But LIFO* Basing Inventory Costs on Original Value, 


Shows no Profit 


Sales (selling price) 


Opening inventory (cost) 
Purchases (cost) ...... 


Less cost of goods on hand at end of period. ... 


Cost of sales ........ 
Margin earned on sales . 
Overhead expense ... 
Net profit on sales...... 


* Last-in-first-out 





What's LIFO?........... 


first-out method of establishing inventory 


ETAILERS are trying to save 
RR 0x and hedge against infla- 
tion wherever they can. That is 
again asking questions 
ibout LIFO, the last-in-first-out meth- 


od of calculating 


which 


why they are 


valuation 
devised for an 
inflationary period like this when costs 


inventory 
Was spe cially 
and prices are rising. 

The LIFO method assumes that a 
business establishment must always 
have on hand a normal or base stock 
in order to continue in business. That 
normal stock must be carried with little 
variation in quantity, day in and day 
out, and it should be regarded as a 
sort of fixed asset valued at a constant 
figure irrespective of the fluctuations 
in the price level. The prices prevail- 
ing at the time LIFO is adopted de- 
termine the value of the normal stock. 
Chere exists a constant stockpile as an 
inventory nucleus and sales are made 
from the top of the pile. A constant 
value is assigned to the inventory 
nucleus to the extent that it exists in 
each period’s closing inventory. Any 
subsequent increase in the normal stock 
is priced at current cost or average 


St. 


HOW FIFO WORKS 


Normally, one thinks of merchan- 
dising as commencing with the pur- 
chase of inventory and ending when 
the sale is made. It is assumed that 
when are intermingled after 
purchasing, the first goods received 
are those first disposed of. In practise 
this gives rise to the customary FIFO 
(first-in-first-out) calculation of prof- 
its. For an example see Table I. 


LIFO FIXES INVENTORY VALUE 


The LIFO method changes this 
concept of the buying and selling 
cycle. It regards the opening inven- 


goods 


ELECTRICAL 
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value, designed to eliminate false profits and 


keep taxes low when prices are rising and to 


provide a cushion against inventory losses in a 


falling market 


tory as a fixed 


(much as 


inventory valuation 
a fixed asset) and matches 
current purchases against current sales, 
maintaining a standard value for the 
normal or basic stock, varied only by 
a permanent change in physical vol- 
ume. The margin earned on a sale is 
the difference between the selling price 
of the article sold from stock and the 
cost of a new article bought to replace 
it. In other words, current sales are 
merely borrowed from the basic stock 
with its fixed valuation and the. bor- 
rowed items are replaced with sub- 
sequent purchases. 

Current are charged with 
current purchase prices, not the prices 
a prior period. Then prices may 
have been lower. If items bought in a 
prior period are in stock, the standard 
formula for calculating profit and loss 
computes their cost at other than cur- 
rent prices. On a rising market such 
as we have now, the prior prices would 
be lower than current prices, hence the 
profit for the period would be higher. 

Under LIFO, the selling cycle begins 
with the sale and ends with the re- 
placement cost. Under the old estab- 
lished method, called FIFO, first-in- 
first-out, the cycle begins with the 
purchase and ends with the sale. LIFO 
holds that goods last in are those first 
sold or that goods sold first were the 
last additions to the top of the stock- 
pile. 


sales 


1951 


LIFO STOPS FALSE PROFIT 

Under LIFO, the computation of 
profit differs from the established 
practice. Table II furnishes a simple 
illustration, which assumes that the 
number of units in the beginning and 
ending inventories is identical, that the 
increase in the closing inventory (as 
shown in the previous example) is due 
to higher replacement cost. 

Notice that in the first calculation 
there is a profit of $50, but in the 
second calculation there is no profit. 
This is because the first calculation 
snowed $50 more margin than the 
second calculation and this variance 
is due to the fact that in the first 
example the inventory valuation at 
year’s end is based on a higher re- 
placement cost; in the second calcula- 
tion this higher replacement cost is 
charged to current sales and the origi- 
nal inventory valuation of the base 
stock at the beginning of the period 
is the same as that at the end of the 
period ($700). Sales are costed at 
current market prices (in a rising 
market this would be the highest price 
level), hence the profits earned are 
cash profits and not book profits re- 
flecting inflation in the inventory. 

Because it keeps inventory valuation 
at a fixed figure and costs sales based 
upon the cost of the replacement stocks, 
LIFO reflects profits when realized, 


contend its sponsors, and does not pile 
up inflated earnings in book figures 
that may never be realized if prices 
drop. At the present time, the trend 
is to higher Profits (book 
profits in reality) earned at a time like 
this are largely re-invested in inven- 
tory. Hence, this asset reflects an 
inflated value. If prices drop and the 
inventory is re-valued in line with 
lower market prices, the accounting 
period may show a big loss that cannot 
be attributed to management. The 
fault lies in the failure of FIFO to 
distinguish between realized profits and 
those that are merely book figures. 


LIFO CUSHIONS LOSSES 


prices. 


The conversion into cash of profits 
re-invested in inventory depends upon 
the future course of prices. Profits 
invested in inventory will become cash 
profits when the inventory is liqui- 
dated, but the size of these profits 
depends upon the price level in exist- 
ence at that time. So, in a period when 
prices are rising and inventory is 
carried at an inflated value, the net 
profit shown on the standard type of 
profit and loss statement is not a cash 
profit; it is a book profit that is 
mathematically correct only if the 
price level of the inventory holds up. 
If prices drop, this book figure is 
reduced accordingly. Thus the main 
objective of LIFO is to provide a 
cushion against inventory losses and to 
bring about a new concept of profit 
for retail accounting. 


LIFO KEEPS TAXES LOW 


From the tax standpoint, LIFO pre- 
vents the dealer from paying a tax on 
book profits brought about by “inven- 
tory profits”. In a period of rising 
prices the use of LIFO will show 

(Continued on page 216) 
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DAIGH PROSPECTS 
WHILE THEY HE HI 


If you don’t, says Glenn Fussnecker of Springfield, Ohio, you ; eee a 


won't catch them at all. By following his own policy, Fussnecker PROSPECT VISITS Fussnecker’s and shows interest in Eureka cleaner but puts 
off purchase and refuses to leave his name and address for follow-up call 


sells over 500 cleaners a year, seldom lets a prospect get away 
ce WHNITHER get the sale now or that en the local utility hz 10 
kK forget the prospect. What ble to sell that many. Finally 
you don’t get today you won't 2 i trial dealership 


get tomorrow, because the prospect 
will have the same excuse the next Goal Broken 
time you se im,” declares Glenn In the rst year he broke the goal 
Fussnecker Fussnecker’s Sweept ¢ id predicted. And last year he 
Service, Springfield, Ohio old 365 Eureka cleaners alone. Many 
time business four sales came on trade-ins, t 
snecker has, by follow I 

built up a yearly 

t 500 new vacuum cleaners 
les of $50,000 ‘ paper bag the allowance for 


a package ot 


issnecker first asked 
resentative for the line | gs sells for about $10, the actual 


vn. Undaunted, Fuss st to him is lower. A_ trade-in 


will retur 





<= 
vs 


VARIETY OF DIRT that cleaner will pick up is more important sales point than 
amount of dirt. Fussnecker explains operation details while he demonstrates. 


WHEN SHE TRIES the cleaner herself the sale is nearly made. Fussnecker gets 
her to buy. If she refused he would leave the cleaner for two day free trial 


oad . <n 2 “—e 


bh 


PROSPECT’S WIFE looks at Fussnecker ad, literature, amazed at his knowl 


edge that she i nterested in a cleaner nd inv him in tor demonstrat 




















FUSSNECKER 
SWEEPERS CUR tee 


* ° 


mad eae 
te. See 
“> ‘ Py eon 


WHEN HE DRIVES oway it = sevgle matter to note te Meenes aunber 3 IMMEDIATE HOME CALL follows, but Fussnecker fir 
f car, check it with pol r automobile club for name and address. 


st calls on adjoining 
houses to make sudden visit to prospect look like accidental cold canvass visit 


they are interested, either by following 


good chance of having the advertise 
ip directly or by advertisir 


2 ment seen. “In other words, I don't 


like to advertise exclusively on the 
nchronize Advertisin , : 
from Syne e Advertising woman's page, because men are pros- 
] s ¢ iy : 10ow th le xt people see 
follow-through of the prospect, but ; We kn My . . a tot ot pe ‘ ce 
: the tion ‘rtising o ame 
about every third sale results from 7 national advertising of name 


pects, too. Since we are a young com- 


pany we can’t have a preferred posi- 
brands, s uur ads are in witl 
cold canvass that was made on the ands, so our ads are tied in with 


1 r , them. Their ads, as ‘ll as ms ly 
neighbors. Usually salesman Kenneth a hei ids, a — ours, help 

. us in other ways, t hey are ofte 
Clemans or Fussnecker go out to the in other ways, too ley are oiten 


tion, but whenever we can, we strive 
to get on page two. For service ads, I 
like to use the comic page 
house so soon after the prospect has ween syaek 7 pe a sine mople, by Advertise For Men 
been to the store that he looks up and mentioning, 1 guess you saw our ad 
says, “Why, I was just down to your perc gg A Ot Thaeetey's 
The salesman quickly replies eine i W ell, I 5 ie Se show snenP tg 
ee ee , . good demonstration of that cleaner 
7 a Prema Rapes. — Advertising should be used to let . 
rhood. people know what you are doing, Fuss the sports page. It seems to have very 
Mie <a to det seein: Musenaine necker reasons. If y advertise good results. However, the best type 


bas throughout tl ie ins oe PRCT N e p 12 
believes, is to work on people when throughout the paper you will have a (Continued on page 124) 


“Men are just as large an audience 
as women and our advertising must 
be keyed to them where they will see 
it,” Fussnecker says. I very often use 


REASONS WHY Eureka does such a good job are matters of design and 


construction, Fussnecker explains 


showing housewife mechanical features 


OLD CLEANER accepted in trade doesn’t represent loss to Fussnecker. He 
usually gives customer package of throwaway paper bags as trade-in allowance 


a 


BACK AT STORE old cleaner will be reconditioned in service department 
may have cost as much as $15, will be sold for around $29 
helped Fussnecker exceed the goal he set for himself last year 


It 
Trade-in sales 


Community Antenne 


Thanks to wired-in service, thousands of consum- 
ers in eastern valley towns like Pottsville, Lansford 
and Tamaqua, Pa., and Dansville, N. Y., are now 
prime prospects for television dealers .. . A report 
on a brand-new industry 


By WALTER RUDOLPH 


.. «IN POTTSVILLE, 
Trans-Video Is Wired for 3,500 Sets 


JOTTSVILLE, Pa., about 7 l rk, which we had to do our 
northwest of Philadelphia, | s strung along electric and tele 

ne of the largest and most suc f ne poles, rented for $1.50 each pe 
wire services, a system created and i t \bout 1500 poles supply som: 
talled by the local Trar es, we figure,” says Malarkey 
1 RCA Service Co. [rans-Video converts channel 6, 
[rans-Video is headed by Martin from Philadelphia, to channel 4; chan 
ilarkey, Jr., an appliance dealer who nel < 5; and channel 10 to 2, to mini 
had : j ize oscillator radiation problems 

Channel 10, according to Malarkey, 

in to a “bonus channel.” 

run Trans-Video Corp. and its operat- 
ng department, Community Television 
Systems “The whole system is designed to be 


System Will Carry Color 


Malarkey estimates that about $100, idaptable to uhf, when uhf signals be 
100 has been invested in Trans-Video come available, thus eliminating the 
to service a community of 24,500 (6700 need for set converters,” reports Ma- 
families). Already, enough cable has (Continued on page 128) 
been strung to supply 3500 homes with 
vired-in pictures. Over 400 homes (in 

te July) have wire service actually 

use, and local dealers along with 
Malarkey and company make 1,000 
nstallations their immediate aim with 
3500 a possible pe ik. 


212e £ 
Customers pay $135 for the wire- 


in, 
tap-off, on the system and $3.75 
Malarkey said rates were es 
on the basis of known costs 
1 


Down from the Mountain 


The system mple. From 1406 
tt Mt. Sharp nearby, a 100-foot an 
enna grabs signals emanating fron 
l ia and pipes them some four 
» five n around the town. Master 
ntrols and amplifiers are located at 
he base of the m« i-top antenna, 
1d amplifiers boost ials about ev- 
ry 2000-2500 feet along RG/11U main § ‘ ; ee 
ible, with signals going into homes a Arai a i 
TOWERING 100 feet above the summit of Mt. Sha near Pottsville, Pa., the RG/59U. ; ; ; ‘ — — 
three stations, starts “I leased the mountaintop right-of- 1 AMPLIFICATION begins at tower 


s base. Poles beyond Martin Malarkey 


antenna f Trar V ide Cor catche 


r na , - . . 
them down the mountainside through the miles of wire that will take them t way from a stripper (coal mining) and 
consumer home Suc rs are the heart of all community antenna systems ur wire, except for the mountainside carry cable down mountain 
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Systems Go to Town... 


lustry Enterprising dealers, businessmen, electronic and wire service heads alike say that there is much 


P SM ELEVISION has given birth to a new in- towns to provide a market for thousands of sets with firms that do—and everyone profits. Dealers 


Receivers won't sell in areas where even experts and manufacturers such as Jerrold Elec- in these systems that other dealers and businessmen 
expensive antennas and boosters fail to bring tronics Corp. and RCA have been going all out icross the country can duplicate to bring television 

in good signals and the mountain-ringed Appla- to perfect signal distribution systems in communi- reception to similarly cut-off areas. 
hian valley towns north and northwest of Phila- ties shut off from normal reception. In the valley \lready in the planning or construction stages 
a are just such “dead spots” for television towns of Pottsville, Lansford and Tamaqua, Pa., are systems in Harrisburg, Pa., Portland, N. Y., 
on. But, since ELECTRICAL MERCHANDISING ind Dansville, N. Y., the progress has been note- Frankfort, Ky., Claremont, N. H., Garnet and 
reported in May, 1950, (TV ire worthy. Dealers in these localities are enthusiastic Monterey, Calif., among others. But all will be 


ens New Market in Isolated Areas) bout what wire service can do, both in satisfying in some measure similar to those which are 
ire service con receiver owners and in stimulating new purchases described on the following pages and all will pro 
o Franklin, Pa., though all dealers in these areas don’t themselves vide the same ultimate benefit for dealers—new 


organized in other install and maintain wire services, they are happy markets for more sets. 





SOME 25 percent of 400 sets on the system have been sold by Malarkey’s OTHER DEALERS have benefited from system, too. Freed Motor Co., which 
sown Music and Appliance Store. Malarkey and salesmen shoot for 1,000 s combines appliances with automobiles, gives large part of floor to TV display. 


ee 


DISTRIBUTION and amplifying boxes SERVICE to the home baseboard is provided by Trans-Video. ENTIRE SYSTEM is kept up to date on a master map 
sare mounted on utility poles. Adjust- # Transformer unit matches impedance from 72 ohms input # which shows transmission lines in red, feeder lines in green. 
ment of signals is aided by walkie-talkie to 300 ohms output to set Enough cable has been strung to serve 3500 homes. 


MOR 
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(circle 


TESTING EQUIPMENT in Panther Valley trucks enables serv- 
icemen to keep system at top operating efficiency Boxes hold 
other equipment 


ANTENNA on mode! of Panther Valley TAP-OFF 
Television C ystem is pointed out by whole 


R. J 


from messengered coaxial cable strung for 
is pointed out by Tarlton. System 
jistribution equipment tools, connections 


town of Lansford 


Tarlton, company head uses Jerrold amplification 


60 SETS can be tapped off this outlet box in Bright Department Store and all 
can get good reception on three Philadelphia stations, 75 miles away 


“SILVERWARE and dishes 


in Lansford before 


occupied this section of the Bright Department Store 


wire service. Now TV sales are up 400 percent over last year 


Community Antenna Systems Go to Town (continued) 





.. «IN LANSFORD, Panther Valley Aims at 700 Subscribers 


enabling 60 


ought Jerrold equipment for Light Co. saw the system's assets, anc services to be 


standards, and we me tube in the amplifying 
irms on utility syst It has some 11 miles of trunk 


in feeder and service drop 


line” experiments, and proved went along, set 


manufacturer that the job of began to put up cross 
poles for mounting amplifier boxes and 
so forth 

“What everyone who goes into thi 
should that it is a 
thing, 


mn from Phila 
uuld be 


in good recept 
} 
lies away, ¢ 


thing sealise is A Boost for Dealers 
utility-type 


construction principles and materials PV 


r\ was 


dealers an 


torn 


Scott, line George Bright, 


rV and als 


‘partment store, 1s one 


and involves vice-president of 
oO executive in a local 
of the enthu- 


from the 


local 

mblyman and saw 
messengered properly sup 
ported We learned the hard 


to the tune of about $10,000 spent 


signal with 


Tarl 


had i bitter way, 


wire. dealers benefiting 

enterprise, 

experimental and development “Formerly, our appliance department 
to other lines in the 

sight, “but now 

crowded for space. We’ve done as much 


['V selling in one month as we did all 


and = for 

work 
insu! “Ot course we 
the thing up much more 
1, through pioneering and 


the ways 


th city coun- Save up space 
ilroads we had to cross, could go anywhere _ store,” says we're 
ompanies, utilities and so forth. now and set 


cheaply. An 


Utility Lends a Hand 


contacts, I’ve been able to build up a 
wire distributing business and can even 
supply other 


PV-TV has its 


systems needing cable 


own new ta] 


SEPTEMBER, 


And the first four months 
of this year show an increase in appli- 


last year. 


ince business, largely due to TV sales, 
more than 400 percent!” 
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UTILITY WORKERS from S. & W. Power, 


Construction Co., string coaxial cable for 
which aims at eventual 500 subscribers 


r= down the road from Lansford, 
the town of Tamaqua has its own 
system, Tamaqua TV, Inc., with two 
doctors, an undertaker and a business- 
man operating things. Elwood E. 
is manager of the signal dis- 
tribution lines, with 
Soyer’s Appliance Store, with which 
he is affiliated 


Boyer 


offices above 


S' ILL another system is operating 
WY and growing at Dansville, N. Y., 
south of Rochester, which of course 
beams channel 6 from WHAM. Valley 
named, also 
with a different antenna, to get 
Buffalo, WBEN, The 

first as 


Television, 


Television Co., as it is 
hopes, 
channel 5 
came to Dansville 
from a Livonia, 
being 


Peerless trailer is 


», but is reincorpo- 


TREE BOXES distribute signals to 100- 
odd subscribers of Valley Television Co 


ELECTRICAL 
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Light & Telephone 
Tamaqua TV, Inc., 


CHECKING PERFORMANCE of system, 
which uses Jerrold equipment, 
through TV receiver carried 


is done 
in truck 


MANAGER of Tamaqua’s system is Elwood E. Boyer, head of 
Boyer’s Appliance Store, here writing out subscriber togs to 
identify outlets in distribution boxes. 


TAMAQUA, the System is Still Under Construction 


“We started out to set up the whole 
town for wire just several 
months ago,” reports Boyer. “And 
we're going at it with the utility-type 
basis of construction and service. We 
figure about a 500-subscriber potential, 
and already we’ve wired for about 25 
percent of that. Our signal system was 


service 


just a few weeks 


perfected 


... IN DANSVILLE, Subscribers Get One Station, Hope for a Second 


ago, 


being repainted to make it available 
for traveling demonstrations which will 
help the sub- 
scribers. 


new company secure 

“Dansville has a population of be- 
tween five and six thousand,” says 
Dilgard, TV salesman and 
Pontiac dealer in Dansville, who might 
be in the new “We're in- 
stalling wire service for $75, and $3 
monthly rental fees. We've been operat- 


Charles 


company 


but we'll get all three Philadelphia 
stations.” 

This Tamaqua project was really 
tough, physically, as construction ma- 
terials and equipment had to be liter- 
ally carried up the mountain in bags, 
to build a bridge-type antenna system. 
With this, two towers are connected 
with a large cross-section, from which 


ing about three months, and have about 
92 subscribers.” 

Dansville gets a signal from a hill 
about three miles away, uses a distri- 
bution and amplifying setup much the 
other communities visited. 
Dilgard claims that with a new Jerrold 
device, part of their Mul-TV System, 
four channels utilized on the 
Dansville wires eventually. 


same as 


can be 


Certainly all systems create markets 


SERVICE COSTS $75 for installation and $3 a month, Charles Dilgard, dealer 
and official in Valley Television, tells a receiver prospect. 


1951 


antenna arms are beamed at respective 
stations, in order to get 
channels. 

“We're using the Jerrold system,” 
says Boyer, “and they tell us we're 
doing one of the best jobs so far. 
Jerrold is sending men to school, at 
Lansford and here, to learn installation 
of such systems.” 


respective 


for sets. Possibilities are sparked 
from all this, with thousands of com- 
munities, potentially, being able to set 
up their own antenna and wire system. 
Private initiative seems to be the best 
bet, and appliance dealers can get into 
it as easily as any other businessmen, 
and profit two ways—from a going 
signal distribution system with rentals, 
and from the increased TV sales which 


are sure to result. End 


REPAINTING will make this trailer avail- 
able for Valley Television demonstrations. 
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AFTER THE WEDDING comes the housekeeping, so it’s easy for the Brida! suc » bride-to-be visit the appliance department. And, if she buys 
+ 4 


hor esgirl at the Belk-Simpson Department store, Greenville, S. C., t the s¢ yirl will get point ward merchandise of her selection 


Even the Lingerie Clerk Sells Appliances 


The Belk-Simpson department store in Greenville, S. C., has 199 sales- 
people and every one of them works for the appliance department 


ippliance salesmen. With the actual with Southern Appliances, Inc., dis sales person would have an opportun 


of every dress, pair of shoes, tributors. When Belk-Simpson in- ity to earn worthwhile awards by ini 


AHE sty y dressed woman at selk-Simpson department store are the appliance department originated system be set up under which every 
ot hox 


new refrigeratot e bride-to-be rdle or other article, the salesman augurated its new appliance section, tiating the desire for, and encourag 
fitted for her wedding gown { plugs appliances Bob York, merchandising director, ing the purchase of equipment from 
yertinent information ot And with good reason. If he i and Fred Neal, district supervisor of the appliance department. 
rang. Another womat sa girdl ponsible for the sale of an electrical Southern Appliances, went to the “In launching the point system, we 
ind learns about the convent ) ppliance, regardless of what it is, he store head, John Ellison, and sug called a store-wide meeting, presented 
i home freezer builds uy nts; and when he has _ gested the idea of utilizing the talents it graphically on a large blackboard 
Such scenes are repeated a hundred rh points he is awarded merchan of sales people in every department and explained it thoroughly to all the 
times every day it white building lise from the store’s stock—his choice of the store. employees. We played it up as an op- 
Main Street in Greenvill of shoes, dresses, coats, appliances, “It was an intriguing suggestion,” portunity for our sales people to win 
idents in the trading area of it! hardware and other items. says Mr. Ellison, “and we adopted it needed things such as housewares and 
as ‘ated ' . he id by York clothing by dint of their own extra 


dea of converting every worker at once. The plan suggested 
~ rt ¢ 


Simpson’s to a salesman for and Neal, in brief, was that a point (Continued on page 238) 
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ALL 199 EMPLOYEES have been told about the point plan by manager John STORE-WIDE INTEREST in the appliance department is maintained by stunts 
Ellison (right) or Fred Neal of Southern Appliances. Every 25 points is worth like this in which Bob York (center), merchandising director for Southern Appli 
$2 in merchandise from any department, but 100 points is the minimum. ances, puts Speed Queen caps on all the salesmen in the store. 


APPLIANCE SALES instruction for clerks in other departments is informal. Sales THE SHOE SALESMAN, like the other 198 salespeople in the store, doesn’t miss 
people either visit the appliance department for help and suggestions or instruc- any opportunities to encourage appliance purchases. Once he has completed his 
tors come to them during slack times as Fred Neal does here. shoe sale he is free to tell his customer about refrigerators 


EVEN GIRDLE CUSTOMERS cet a sales pitch. Sales literature is kept handy in THE PAYOFF for successful efforts by salespeople to make appliance buyers out 
all departments, both to show customers and for salespeople to inform themselves. of their own customers comes when they amass enough points to select merchan- 
The point plan has helped establish the relatively new appliance department dise they themselves want—dquite frequently appliances 
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EXTENSIVE PLANS ore underway for the distribution of TV sets in Mississippi 
Distributor Syd Camper (standing), here discussing the firm’s future television 
has 


sales 


MISSISSIPPI is 
Meridian 
sf 


of 


re 


a 


a 


que 


program with h 


t 


r demonstrati 


J 


thoroughly 
shop never 


ms 


e 


$ manager 


television-con 
tails to draw 


ind informati 


Sci 


n 


sus. A 


n 


already arranged 


set on 
interested crowd 


ure frequent 


to 


display 


of 


train 


in 


onlookers 


dealers 


the window 


and 


A State 
Gets Ready 
for Television 


@ DISTRIBUTORS 


@ DEALERS 


@ UTILITIES 


@ CIVIC ORGANIZATIONS and 


a TV-hungry public are all set to welcome the 


advent of video in Mississippi 


B. WINDHAM 


HEN the FCC starts buzzing 
Washington, the buzz is 
felt all the way down to Mis- 

One the 


telecasting 


in 


southern 
Stations, 


of few 


sissippi 
without 
; wg 
\lississippi is awaiting the signal for 
ry with a high degree of 
interest and merchandising plans 

Phe 


states 
operation 
in 


peak of this expectancy is 


J ickson, the state’s capital and largest 


At 


ation of telecasting 


least five applications for 
h 


Stations ive 


ade by corporations in Jackson 
‘ity confidently expects t be 
to get the nod for new 


( 
Jackson definitely is tele 


n-conscious, as evidenced by behind 


*-scenes acti 
small but 
\s Mayor 

“We 


1oOn 


are in 
nfident 


awarded a T\ 


{ 
mark one 


reception 
hat when Jackson is 


station, it will more progre 


step in the forward advance 
hea Mayor con- 
fidence is reflected in many other fields, 
and dis- 
Chambers of Com- 


sive ol 


city Thompson's 


including appliance dealers 
+ } 7 slits 
tributors, utities, 
and 


merce civic 


boosters 


quarters among 


SEPTEMBER, 


Fore st among those who are 


making preparations for the advent ot 
television are the state’s appliance dis- 
who will bear the burden of 
maintaining and supplying 
Already the manufac- 
major name brand TV sets 
have passed the word to their whole 


tributors, 
creating, 
the demand. 
turers of 
salers who supply the state’s dealers, 
to oil up the machinery of distribution 
for early operation. 

Syd head of Southern 
Wholesalers, Inc., the Crosley distri 


ior ¢ 


Camper, 


entral Mississippi, is one 


o has made extensive 
1 spurring his retailers 
, 


the telecasting 


in the state. 


moment 


ve operation 
Preparations Underway 


to do a top 1) 
Mississippi as soo! 
is a tel ing license is granted,” 
“We have alrea ly 
three big steps in this direction 
These include the training of 
an electronics engineer who will know 
all the answers to TV problems when 
they arise; a survey of dealers in our 
trading territory to determine those 
who can qualify as first class TV deal- 


Says il 
taken 


tar 


iper 


ers in their own area of operations, and 
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A CITY OFFICIAL shows keen interest in 
displayed by J. K 
Meridian dealer 


a_ television § set 
Hagemeyer 


au 


FIFTY FOOT ANTENNAS such as this 
one in suburban Meridian have begun to 
spring up all over Mississippi 


TELEVISION SET in Primo’s famous restaurant in Jackson was one of the first 


installed in the Mississippi capital 
Several 


» began the training of 
service and operation 


some 


includes 


this training 
ind the ibsorption 


ormatior ibout the 


originates Service in 
ire and operation of 
point with us and 
f course be im- 


‘ganization 


television opera 
section, we expect 


t along with it as 


, information and 


Many Dealers Active 


\t the retail level, many Mississippi 
dealers already have gone in heavily 
for selling and promotion of sets. At 
present, the only reception comes from 
stations in Memphis, Birmingham and 
New Orleans, but already many dealers 
have made a good 


record in sales 


ELECTRICAL 
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has proved a real drawing card for customers 
ther Jackson restaurants have followed suit in acquiring TV sets 


ugh study of such angles as place 
aerials and pin-pointing recep 
While it is hard for these 

to guarantee good 
present, they assure 
that such guarantees will be 
rthcoming with the arrival of ] 


] . 
1OCal 
closer 


reception 
nevertheless 
buvers 


telecasting stations 
One example of an energetic dealer 

» has successfully gone ahead in the 
iV selling field is J. K 

operates the Radio Supply Co., 
Meridian, the 
tv. Mr 


stalled more 


Hage lever, 
state’s second largest 
Hagemeyer already hi 
than 50 sets in the past 
although the nearest te 
than 200 miles 
Mr. Hagemever, 
was one of the first dealers in the 
state to pushing TV heavily, 
the sale of hundreds of 
sets will immediately follow the in- 
stallation of a TV station in his section. 
“I keep a set on display in my win- 
dow at all times,” he says, “and the 
attraction is nothing short of terrific, 
indicating the high interest in televi- 
sion around here. Inquiries have 
grown considerably, too—queries from 
people in all walks of life about when 
we are going to get it, how to operate 
it and requests for 


two vears, 
isting station is more 
om his selling area 
who 
begin 


believes that 


demonstrations. 
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LABOR HAS AN INTEREST in the coming of TV to Mississippi 


W. C. Bryan, 


business manager of an International Brotherhood of Electrical Workers chapter, 
' tells his secretary to hang out the welcome sign. 


— 





6 Paes 





MANY NEW HOMES in Mississippi are right up with the trend in television. This 
cabinet was built into the wall of this new home by J. K. Hagemeyer, Meridian 
dealer, to form a combination library and TV recreation room 


TV, too, are on 
many people’s minds even though we 
don’t have black and white yet.” 


} 
as color! 


Such matters 


It goes without saying, almost, that 
the utilities of the state will have a 
big place in the merchandising picture. 
The Mississippi Power & Light Co., 
1 non-merchandising utility with head 
quarters in Jackson, has been keeping 
a close watch on television develop- 
ments and plans active participation 
in promoting the sale of sets by dealers 
all over the state Les M. Taylor, 
president of MP & L “Yes sir, 
we do have definite plans for televi- 
sion Our file of plans is 
extensive, in We have 
maintained a close record of all pro- 


Says: 


future 
pretty fact. 
motions and campaigns staged by other 
utilities throughout the 
have not only sifted out their best 
features but added to and im- 
proved on them for our own use. We 
are going to promote TV just as we 
have promoted refrigerators, 
freezers and other load builders, 
territory. 


nation, and 


have 


ranges, 
in our 


Plans Grow Constantly 

“These plans at present, 
necessity mostly on paper and in the 
‘talking’ but our sales depart- 


are of 


ment and our promotion department 
are constantly adding to them and 
shaping them up, so that when televi- 
sion is a reality in Mississippi, appli- 
ance dealers in our territory can be 
assured of solid backing in their efforts 
to tap the big potential market for TV 
sets in this state.” 

As Mr. Taylor sees it, many im- 
portant jobs face the power company, 
not the least of will be in the 
television. The 
launch explanatory 

lighting and 
programs for 
school and club groups, and advice on 


which 
1 


educational realm of 
utility plans to 
campaigns in correct 
viewing of screens, 
the care and operation of sets through 
extensive advertising in the state’s 
Field workers of the 
power company will play an important 
part in the utility’s promotional efforts, 
according to Mr. Taylor, and dealers 
everywhere will benefit from the top 
support his company provides. 


newspapers. 


Newspapers in the larger cities of 
the state have taken an active part in 
encouraging interest in 
through institutional promotion. The 
Daily News, for example, 
regularly carries features and stories 


television, 
Jackson 


on TV activities to better acquaint the 
(Continued on page 113) 
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TV installations in 

Youngstown, Ohio, 70 Se ; 
miles from the nearest SE 
station, often cost $122, " 

but Ben’s Modern Ap- 

pliances does a $600,- 


000 volume and takes 
back any set that doesn’t 








give a good picture 


By 
FRANK A. MUTH 


a ELAN Alice le 


STORE MOTTO, Tops in Television, applies to height of TV towers on Ben’s Modern Appliances building in Youngstown, Ohio, 
as well as to firm’s sales success. 


YELLING TV IN A FRINGE AREA 


LOW-LYING neighborhoods in Youngstown area require antennas as high as 65 feet, which, because they must receive stations 70 miles away and in — nomegeoae 
ft pped with rotors and boosters. House with short antenna cannot get all available stations. Local ordinance limits antenna height ot 40 feet above roof. 
are en equippe ' ) ana ¢t 
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x 


Rg 


Wiens 


te 


SERVICE CENTER of firm is six miles outside Youngstown, close to suburban 
customers and only 20 minutes drive from any part of the city. Six antennas on 
roof serve work benches and test rooms inside the building 


HE formula of giving the cus- 
tomer the best 


stallation for 


service and in- 
ideal 
has increased TV sales in fringe areas 
2664 


Youngstown, Ohio 


televiewing 
for Ben’s Modern Appliances, 
Glenwood Ave., 

When the 
ypened up in Cleveland, several manu 


1 that it 


first television § statior 


facturers sai would be impo 
sible get signals 


towns. 


But 
iakes installa 
, Ben’s 
in 18 percent 
1950 T\ 


sales accounted for $600,000 of a tot 


nearby 


Youngstown 


even wit rrain that n 

each sale 

in the city and in 

1 
volume of $850,000 


Since the first station in Cleveland, 


two additional channels have been 
opened in that city as well as another 
channel in Pittsburgh. With stations 
70 miles away and in opposite direc- 
tions, over 90 percent of the sets sold 
have antenna rotors and boosters. 

To insure the best possible reception, 
checked the sets 
of all the major manufacturers to dete 
mine work best in 


ich vear when new mod 


3en’s have carefully 


which their 


fringe area. E 


els are put out, they test them before 


stock and from this 
year’s models have 14 lines in the store. 
In addition to the sets that come out 


buying any for 


each year, every set that is sold is un 
packed and tested at their service cen 
sure that it is 
Chis elim 
inates many post-service calls 
“We want to be sure that the 
ire out 


ter for an hour to be 


in perfect working order. 
bugs’ 
before we put the set in the 
home,” says Pete Baumert, vice-presi- 

“Many ot 
necessary in 


dent in <¢ ‘ f service 


the adjustments that are 
ther towns can be eliminated when we 
ry it 


Bernard Leaf, co partner and treas- 


out for an hour.’ 
urer, lists three vital requirements for 
sets to be sold in a fringe area. They 
are: 

1. No horizontal tear 

2. No vertical jitters 

3. A good sound circuit. 

“Many of the sets manufactured now 
more of 
them 
Leaf 


have good features on one or 
the points, but we don’t 
unless they will give all three,” 


want 


says. 


Throughout the 25-30 mile trade 





TOWER RIG on rear end of service truck enables 


technicians to test exact height of antenna necessary 
to give best reception at each buyer’s home 
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FOUR TECHNICIANS repairing sets each have own rotor-controlled antenna to 


reproduce home-use conditions. 
antennas. 


area and in Youngstown the lay of the 
land will vary. In some sections of the 
town little antenna height is needed 
In another section many antennas rise 
the maximum height—65 feet. 


Maximum Height—40 Feet 


Since January a city ordinance has 
prohibited any antenna from being over 
40 feet above the roof. “This ordinance 
meets with our approval,” says Leaf. 
“Anything over 40 feet is hazardous 
and the new ordinance stops customer 
requests that their installation be raised 
to keep up with the Joneses.” 

“We don’t make any effort to sell 
television,” James Welsh, sales man 
ager, “We do remind people 
constantly with our ads that we have it. 
As for going out to canvass, our think- 
ing is that the people will come to you 
when they are ready to have the luxury. 
Canvassing won’t do any good—on 
television. Major appliances, of course, 
are another matter.” 

“Sports have made a wide market 
for sets, of course; the cultural advan- 
tages help too. But, no matter what 
they want to see, 


states. 


people want to buy 


Pre-delivery 


set-checking employs other two 


from those who are most experienced 
That is where we Welsh 
points out. 

The firm not only has a good staff 


+ 99 
come in, 


of capable service men, but also is the 
only firm in town that makes its own 
towers. For most installations at least 
The 


costs 


two sections of tower are needed. 
package installation, 


$89.95, includes : 


which 
Conical aluminum antenna 
10 feet of weather-treated pipe 
Antenna ground wire 
Stand-off insulators 
4-wire rotor cable 
Antenna Rotor 
Aluminum guy lines 
Two lightning resistors 
300 ohm transmission line 
Labor 
In addition to the items listed above, 
a booster costs $32.50. On almost all 
sales a booster is necessary. 
Service Program 
Service is always an important factor 
with the alert dealer. Last January, 


Ben’s bought a building with facilities 
(Continued on page 240) 





y $15, but Ben’s prefers former because one serviceman can climb it to 


repair either antenna or rotor while three men are required to do the same job with a tall pipe antenna. Nearly 
all installations include a rotor such as that shown in right-hand picture 
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LAST WORDS of 


men as he gives them their pr 


ALI 


sles manager 


Stanley Reinherz (left) to Maison Blanche sales- 
sct lists for the day are, ‘Get out there and sell.’ 


sell 


rtment store 


advertising ; it rs no 

but les” ut prices, but it carries 
| ht out to the i 
ingi door-knocking 


public in 


story. Fifty 


week. We have 


OUT THERE AND SELLING, o Maison Blanche appliance expert calls on a New 
Orleans housewife, using a refrigerator defroster as a door opener. Sixteen men 
like him sold almost 4,000 refrigerators in 1950. 


Get Out 


Five men making 10 calls a day means 300 calls 


uy nme 
ne sentence,” says Mr. Reinherz 1eTSs, 
during the last 

them and a 
built up for 
families 


outside salesmen each make ten 
lls every day—and that’s the 


a 
ills a day, six 


whole war, . » could vet 


1 een 


qgqavs a 
a minimum of 300 calls a Orleans 
always followe have | of children and consequently, 

done. Third, the 


low here and 


1 
veer, OT 
going out after business | of washi to be 
it to con 
followed 


1iCy ot 


e to vater pr 1S 


ither than waiting for very 
Years ago, our 
ce wagons to find out who operate satisfactorily 


inufacturers had just begun to bring 


salesmen -onventional washers won't 
| in this area. The 
voxes and who were th 
refrigerators. We automatic machines which were 
handle this pressure prob- 
open for any appliance . lem, and they were We 
ight have been needed. We've recognized these facts and every other 
every ethical selling method in -h could be ex 
and we still do. It’s 


in selling auto- 
hard work, wh 


ic put our 

yet devised.” work on them. 
in old and time “We featured trade-ins, running 
f the contests for the oldest washer brought 
largest in the salesmen 
selling methods are right 1 ate ncentive by means of prizes 
approach to selling auto ind bonuses; we pointed up the fact 
weather in this area was a big 
has lifted itself in wash days and tied in the 
above the aver department store dryer with it; we constantly 
ippliance sales program pounded on what the appliance could 
| the customer. We’ve never had 


vasses of housing rojects, keet yur idiusted to 


eyes available. 


ey 
itter of 
best way to sell 3 
Maison Blanche is 


~} ‘ . } . 
11 matic washers, salesmen 


mnored department st one of 
entire Sx , but outside 


cash 


we gave our 


atic washers is a good example of that 


the way in which 


“There were several angles which 
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TWO OF EVERY THREE DAYS the salesman spends on the floor, where part of 
his job is demonstrating and selling. If he doesn’t close this prospect immediately 


he will be protected on her for seven days 











THE SALARY part of Maison Blanche’s salary-plus-commission payment plan 
covers non-selling jobs, including rearranging appliances on the sales floor once 


or twice a week, keeping them polished, hanging signs, etc 


There and SELL | 


a week and that, for Maison Blanche in New Orleans, adds 


a lag in washer or dryer sales since 
we started after the laundry appli- 
ance business in this manner.” 

Refrigerators are the best sellers, 
however, and Maison Blanche pushes 
them by outside selling just as it does 
automatic washers. The big factor in 
selling refrigerators, according to Mr. 
Reinherz, is for the salesman to have 
a thorough and complete knowledge of 
his product. To this end, the salesmen 
get the best possible instruction from 
factory representatives and master the 
art of easy demonstration before they 
are permitted to take the field. The 
store also strives to instill in its sales- 
men an intense loyalty to the product 
and its manufacturer, wisely insisting 
that if a salesman believes in his 
product, he sells it better. 

The Maison Blanche appliance de- 
partment itself is a distinct asset in 
ling. Located on the first floor of 
* building with a separate entrance, 
the department features excellent dis- 
plays of equipment, model kitchens, a 
model laundry, an impressive arrange- 
ment of kitchen cabinets of all sizes, 
and an effective display of television 


and radio sets. The salesmen are re- 


quired to create new rearrangements 
of displays about twice a week to con- 
stantly maintain fresh exhibits and to 
eliminate staleness in eye-appeal. Store 
demonstration is made easy, since 
almost every type and model of appli- 
ance is wired and ready for instant 
use. 

To keep its appliance sales team on 
its toes Maison Blanche offers good 
remuneration. The salesmen get a sal- 
ary and commission: two percent up 
to a certain quota and three percent 
above the quota. At the end of the 
year, if the salesman makes his annual 
quota, he gets another one percent in 
a lump sum as a bonus. These rewards, 
of course, provide incentive for an 
outside salesman to stay on the job 
even though he has completed his 
issigned ten calls each day. 

“We have a rotation system for the 
salesmen,’ explains Mr. Reinherz. 
“Every salesman is in the store for 
two days and outside one day. This 
gives us five men selling on the out- 
side at all times, and from eight to 
eleven on the floor at all times. If a 
salesman talks to a prospect on his day 

(Continued on page 220) 


ELECTRICAL MERCHANDISING—SEPTEMBER, 1951 


up to 4,000 refrigerator sales a year 


TELEPHONE INQUIRIES are an inevitable part of a department store operation 
which carries heavy advertising, so appliance salesmen take their turns at answer- 


ing these calls and relaying them to outside men. 


PAGE 89 

















PROMINENCE OF DISPLAY given Jers ir abash Ave r z 2 jicates their growing popularit 


RECORDERS Have a Host of Uses 


Businessmen, long-hair music lovers and even ballet schools are prospects for the ubiquitous magnetic recorder 


principally 1 roll, and add sound or captions to their a he Ford Company em- 
t | he | ] i r training programs. A 
-ondly because it isn’t liting titl plumber at a heating show used one as 
his food waste disposer 
voice failed. The Peter Sau- 


to operat s, picking ts’ conve ige Co. in Detroit employed one to 


the nublii line , ae ¢ ‘ > a a ae ‘ } 
» the public fooling aré 1 ay ‘ r to sell 


’ Vi 
Chances are your purchase will 1 tions, ane ing ‘ lictati pick up comment t retail customers 


1 jack 


Ballet and music 

valuable. Business 
usic from ther 

ignetic recorders 


he elaborate 


' ised is satisfactory 

listributing standpoint, R 

lone is to step int * the production of units that ar \ v of Gravbar, Detroit, states 
tis, What Interests the Customers A : . 

South Wabash Ave g if and tapes <¢ ire that a manager of the sot 
e front door and Most prospects W ilk in the door nly ‘liminating ti recording nd I es necessary to work with thi 


»bably meet downtow1! ré 1K¢ 1 I ! ll be availat 


ind depart 


le upplies oO t f merchandise He is needed to 
inager of hev have | dinner music and the like point out 1 cetl | ibilities to 


recorder fr * firm’s abundant direct mail eli t the need for tl ner to leal 1s hem started. In Lan 
ibly becaus urlitzer is ot ike his own, Future competitio sing the Capital Equipment 
he 1dqt Trtet ind ; ract the hink, will produce cabine for ipan 1 specialized on schools, 
rs that are more in harm lling 75 in a three month period. 
t of James Rolf- Sales features are the instantaneous ith home furniture. In short, stvli c mmercial pattern of use 
1 


executive, the magnetic stop on one brand, two speeds on at \ remote start and stop de 


special promotion. The other, the ability to mix business and 1eeded age is growing. With Hudson-Ross 


th today. The domestic 


lepartment carries Webster-Chicago, pleasure indicated by interest in the The machine belongs with radio. It in Chicago putting in solid windows of 


Ekotape, Pentron, Revere, Eicor and weight of machines. Movie fans were _ is a flop when shown in the television display, it is an indication that mag 


Ampro. Wurlitzer is one of the first first to buy magnetic recorders, and department. netic recorders are virtually over the 


s to have demonstration booths for they could get tape or wire for $5.50 a Commercially, the magnetic recorder hump. End 
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UNINTERRUPTED entertainment which can be taken from live concerts, radio 
programs (by either jack or mike), is big appeal of recorders to music lovers 


MANY PURCHASES by businessmen are made with idea that recorder can be 
easily carried from home to office, used for dictation, recording conferences, etc 


STENOGRAPHERS find magnetic recorders like this Ek 
re filed for 


use Qa 


lictating 


FULL SYMPHONY 


Ballet Sch 


ry 


Vetr 


machine 


tape machine as easy to 


Spools are easily permanent records 


rchestra replaces single piano for student practice at Severo’s 


it 


through the medium of a magnetic recorder. 


WORKING out a problem with a customer is a common task for dealer Bill Buescher 
Many sales result from inquiries about special records for speech defects as Buescher 
convinces prospects that recorders are ideal for practice and improvement 


WIRE RECORDERS SOLVE PERSONAL PROBLEMS 


HEN 


Bueschers’, 


customers come into 
1438 Euclid Ave- 
nue, Cleveland, Ohio, with their 
problems, William H. Buescher usually 
offers them one thing they can appre- 
ciate—a wire recorder. Last vear, for 
instance, a father came into the store 
to inquire if a record could be obtained 
that would help his son’s diction. “Of 
course,” Buescher told him, "records 
are a definite help for this kind of a 
problem, but I would recommend the 
purchase of a wire recorder.” 
Continuing with his explanation, 
Buescher says, “Manv other types of 
customers also present ready sales for 
For : 


often be 


recorders 
student 
sale 


wire example, the 
music worked 


into a 


can 


when he comes in to it 
quire about regular records for his 


study; even attorneys have purchased 


some of my machines for prac 


effective speaking.” 
Located in the 


d 


has the 


main sho 
owntown Cleveland 
advantage of the 
during the 


Many 


window displays of records, recorders, 


noon-time 
customers pass tl 
and radio-combinations, and it has been 
evident to Buescher that all these item 
tie in well with his other department 
—television 

“Many 


people have complete con- 


* fidence in our judgment, whether it is 


in regard to a television set, record 


changer, radio-combination or records 
for listening 
Buescher. ‘These customers also bring 
their problems in speaking and study- 
ing to us. I’d say that the 15 to 20 


enjoyment,” declares 


recorders that we sold last year were 
sold to former customers 

“Our difficulty in selling 
recorders lies in the fact that so few 
people are acquainted with the ma 
chine. Not more than one out of 100 
knows that the machine is even made 
It is a little difficult for me 
it alone. 


major 


to promote 
When the national advertis- 
ing of the manufacturers informs the 
public of the recorder’s n any 
t 


going to be 


advan 


ages, we are ible to do 
a better job.” 
Buescher says that he demonstrates 


as much as possible. He 


believes that 
better merchandising on wire recorders 
can be obtained by the specialty store 
because of the plugging that it needs 
It does work with a 
record department, either by display o1 
by acquainting the public with it. 
Most customers are usually prepared 
spend a hour 
looking 


‘That is one reason 


well, however, 


few minutes to an 
either listening to records or 

ra selection 
selling recorders,” 


why it is ideal for 


Buescher explains ‘So few people 
more time is 


them how it 


have heard about it that 
needed to tell and show 
works.” 

Few customers have walked in with 
exclusive intentions of buying a re- 
corder, according to Buescher. Most 
of the people have a problem that is 
bothering them, but they are under the 
impression that some record or other 
will be available to solve it for them 
Schools, of course, are more aware of 
its importance. Even companies that 
use it to record sales training material 
are increasing in number. End 
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ON LOCATION ot a prospect’s home, Jim Kane locks 


intenna mast in the tower prior to elevation 


DEALER STOLL, for whose benefit the demonstration 


is being made, and serviceman pull down on tower 


FIFTY-TWO FEET in the air the tower is ready for 
the demonstration, is higher than roof antenna. 


One-man, trailer-borne 
tower makes free trials 
economically practical in 
fringe area homes for the 
Kane Co., Cleveland 


dealer netropolitan 


free home 
te elevision sales 


Ohio, be- 


‘rs in fringe areas 


1 1 
Cle veland, 


them, 
Admiral distributor 
l id tower 


speci il 


ce 


area towns im their territory. Some- 
the the 
dealer alone and at other times it was 
given on the public square. 

Jim Kane, television 
, and associates covered 30 small 


times demonstration was for 


manager of 
sales 
communities and seven major towns 
during the June and July tour. 

In Warren, Ohio, Jim Kane gave a 


demonstration on the public square 


demonstration four 
were sold on the spot and ten appoint- 
ments were for the dealer to 


From that sets 
made 
Ww up. 

‘The real purpose of the tower is to 
permit the dealer to have the same ad- 
vantage which dealers in the city en- 
joy. To be able to offer a free home 
trial automatically places that dealer 
in a better selling position relative 





The Murphy Co., Monti- 
cello, lowa, uses a hydrau- 
lic tower to convince pros- 
pects in extreme fringe 
areas that they can see TV 


IN AFTERNOON prior t 


Murphy truck and tower arrive in town. 


a group demonstration the 


versie 


ye, Minne 
lot of ] 


rere are a yeopie 
1 


r 
+ 
t 


would like to buy te 


lon’t dare. They have seen 
, the off-again-on-again-gone- 
again quality of 


7 
I 


programs, the pasty 
ices, the 1910 movie quality that local 
meers 


from their three-foot 


figure that the thingama- 


receive 


ials ind 


TECHNICIAN Kenny Koallstrom attaches antenna to 
tower. Note rotor attachment necessary in fringe area. 


pertecti yn. 


short of 
convincing to hear that a 
North Dakota, has a 
300 miles from the Twin Cities and 
reports 
times a week. 

“What kind of 
snort. 

The time is ripe to show families in 


is somewhat 
isn’t 
man in Fargo, 


set 


some 


reception three to four 


they 


these fringe areas 125 miles away from 


the Twin Cities that perfectly satisfac- 
tory reception may be had, reasoned 
H. D. Gibson, general manager of the 
Murphy Distributing Co., (Dumont) 
2232 University Ave., St. Paul, Minne- 
sota. 

“It is up to us to prove that good 
quality television reception can be had 
by customers day in and day out,” he 
told his boys. “The fact these these 


ONE MAN’S MUSCLE is needed to pull the tower 
erect and set it on wood base. Note floodlight on truck. 








KANE'S TV service manager, Robert Underhill, unpacks a set while dealer Stoll gazes up at tower. 
Admiral sign advertises demonstration to curious passerby. Tower can rise 72 feet if guyed 


» his competitors,” Kane asserts. 
Not only are the portable antenna 
demonstrations proving that the public 
television in their 
this demonstration, 
antennas that are usually 
installed at the home are not necessary. 
In other words, there is no obligation 


can 
homes, but 
temporary 


receive own 


with 


to either the dealer or the customer, be- 


cause the dealer can run out with his 


ireas are sprinkled with owners right 
now means nothing. Their quality sets 
back the business.” 

Mr. Gibson knew, even 
tomers did not, that what was necessary 
was a higher aerial than was commonly 
being used. Those that looked at re- 
ception from a three-foot aerial and 
sniffed didn’t realize that something en- 
tirely different with a 


if his cus- 


was available 


HYDRAULIC PRESSURE shoots tower up 
to maximum height of 92 feet. 


Sa 


trailer and hoist up the antenna to 52 
feet (or 72 feet with guy lines) and 
show television within ten minutes 
isn’t 
dealer to spend an entire afternoon put- 
ting up an antenna in order to demon- 
strate TV in the home that evening. 
The Kane Company is not interested 
in going into the tower business, but 
it has 


In this way it necessary for a 


made arrangements with the 


i 
I 


ri 
thease 
3 
1H H 


manufacturer of the trailers to sell 


these to their dealers at cost in ordet 
to supply the fringe area dealers with 
their own equipment. 

Che purpose of the demonstrations 
by Jim Kane is to introduce the dealer 
to the equipment and help him show 
customers the quick television demon 
stration with the equipment. 


three calls « 


Two o1 
in be made in one evening 





higher tower reaching up to get it. 

So, he had the Energy Farm Equip- 
ment Co., of Monticello, Iowa, con- 
struct a 92-ft. aerial that could be run 
up by hydraulic pressure. It had to 
be a one man job. It had to be portable 
by truck. 

A start was made in Frederic, Wis. 
Mr. Gibson had his salesman set up a 
date; this the dealer confirmed; then 


IN THE EVENING the show is on and spectators gather in 
streets to see good TV reception. Later they'll visit dealers. 


ONLY IDLE person in the prospect’s home is the prospect. 
Others anxiously await comparative performance of two sets 


Over 180 sets were sold in the first 
four weeks of Kane's experiment, dur- 
ing the hardest merchandising season 

June and July. 

With this equipment (cost, 
thout $300) the dealer can sell sets in 
the home. This gives him a better ad- 
vantage than the store salesman, Kane 
! “Nobody looks down on a 


believes 
ted on page 228) 


new 





the dealer was provided with a banne1 
for his window, advance advertising, 
and the Murphy Company mailed invi- 


tations to his good prospects. The 
dealer obtained a city permit for a 
street show and handbills to drop in 
parked cars. 

lechnical man Kenny Kallstrom and 
Glen Lahl arrived in 
the afternoon and ran up the aerial in 


sales manager 


ivont ot the store, watched by a gath- 
ering crowd. 

Timing of the show was set for 8 
p.n., as signal strength is weakest at 
sundown. Wednesday and Friday 
nights had been chosen as offering 
good sports programs. With darkness 
a two hour show began with television 
so excellent that the local people wer: 

(Continued at bottom of page 228) 


DEMONSTRATIONS by invitation are usually held in retail 
stores, draw crowds like this one in St. James, Minn. 





LITERATURE on the advantages of space heaters goes out to 
Ww C early summer 


consin pr from the P & G Stores in 


It’s Never Too Hot 
For Space Heater Sales 


Come watermelon weather, P & G Stores, 


Kenosha, Wis., start promoting space heaters 


pect 


with mailings, at fairs, by demonstrations 


trator neaf 


eir Doxe 
don't fool yourself 


“Poor devils 
at the public isn’t thinking 


interested 
melon time 
rhere, 


needs. Prospects remen 


Queer ] that their old heater eats too muc!l 
the pl 
re 


4 shabby 
placement, Says 


smokes up ce, 18 
Shit ind 


Weaver. So they stop and look 


operat 
needs 1 | 


cw 


Money Saving Is What Counts 


oney saving 
m,” relates Mr 
any a summer 
g them a superfan, whic! 

they ik ome now, add the space 
later. Then in comes service 
Weaver to demonstrate 
stall it, 


not 


Prizes Get People in sia 


man Larry 


ind tell 
need to 
is P & 
uljusts for a year.” Av 


iround $130. 


he is going to wu 


G did a g 


prizes 
into touch it with their 


P & how 


chance fot 


At the 


“double take \ 


( Revere 


ountry tatr, 


customers that they will 


ware ) sitors own hands, 
booth \ lance tor even bi rrer 
tools) took into 
Furthermore, P & G 
win- i he tioning of 
the 1 for na something, “Need 
i good space heater?” Many of then 
heating, but they know oi 
market. 
direct mail 
P & Gcar- 
wants cus 


122) 


them 
goes on all summ 


rint the prospects who 


namic ol 


s oT 


was all on 
have central 
carrying people who are 
what P&G 12 Radio, 
76 the sec hammer away 


notion in early 
summer, when women are in the 
newspapers and 


at the story. 


white purses gave 


sales their first veat md and 
100 the third ries its 


Women entering the > ¢ ( 


own paper, as it 


page 


nitinuecd n 





WHISTLING TEAKETTLE atop oi! space heater attracts interest of prospect in 
P & G Store. Lack of flame or smoke from operating unit surprises her 


STORE PARTNER Gene Weaver wastes no time telling prospect about fuel savings 
possible. Average heater sale totals approximately $130 








INSTALLATION DETAILS, guarantees of satisfaction and promise to keep it 
adjusted for a year are provided by service expert to close the sale 


SEPTEMBER, 1951—ELECTRICAL MERCHANDISING 





LEWYTS NEW FALL 
ADVERTISING DRIVE 
HEAVIEST in HISTORY ! 


Again smashing home the 5 biggest sales 
words in the industry—No Dust Bag to Empty’! 


Never before has such a barrage of advertising been put behind any vacuum cleaner! 


Here’s how you cash-in! Get your Lewyt Market Place up front 
where people can see it! Show your salesmen how to exploit 
floor traffic with profitable 10-second demos! 


Use Lewyt’s new 16-page book of traffic-building ideas to 

} i pin-point attention on your store! Pull-in pros with new 

«& di 1) é TV L, ; Lewyt TV films that make thousands of home demonstrations 
a (} for you in a minute! Tie-in with the industry’s biggest Out- 


C oimmercials ’ ' : , door Poster Program! 


Take advantage of the best organized co-operative advertis- 

Y) f ing get-up with low-cost car-cards, direct mail, new traffic- 

ée ¥ ery non é e a> boosting promotions! Let Nie se know your store is Lewyt 
headquarters in your neighborhood—and start getting volume 

out of vacuum cleaners! See your Lewyt Distributor for full 


” porrwin LEWYT 


Famous LEWYT 


. . MARKET PLACE 
nationwide : erate bu featured in every ad! 


oO UTDOOR ony Lewyt ad hy 
POSTER “STOP AT THIS DISPLAY” 
SHOWINGS! ‘so-conced Cael 
LEWYT CORPORATION, 


ana Vacuum Cleaner Division, 
: U(0(0(iit@*°[:[;,: Dept. M-9, 60 Broadway, Brooklyn 11, N. Y. 
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1 TO THE RADIO AUDIENCE Hoynes describes an iron, asks for bids . . 


2 ue 


TAKES first bid over the phone, tells audience who made it 


Auctions on the Air... 


ONDAY evening in Murfrees 
boro, Tenn., is auction time 


Consumers tune in on local 


WGNS at 7:30 p.m. to 
to 30 minutes of barnstorming auction 


station listen 
that keeps the station phone jingling 
with bids from every section of Ruther- 
ford County. The program opens with 
a chattering auctioneer chant that 
identifies Tillman Haynes’ half hour 
sale of traffic appliances and related 
articles from the Haynes Hardware 
Store on the square. 


Promotion Value Comes First 


Actually this radio auction is not 
conducted to make money itself. It 
is an advertising program with strong 
listener appeal designed to give people 
a Haynes complex. Tillman Haynes 
usually sells four or more traffic appli- 
other household items that 
retail from the counter at 

Most are items from the 
appliance store which adjoins and 
opens into the hardware section. Occa- 
sionally such articles as buckets of 
paint or may be sold 

During the half-hour program the 
number of phone bids usually runs 
from 30 to ov, or each 
minute. The auction is scarcely ever 
handled by the radio and 
it is conducted a script. 
Tillman, who is the son and partner 
of the owner, says no announcer can 
speak with the same familiarity and 
enthusiasm about the offered products 
as the dealer himself 

One of the things that make the show 
so popular is the fact that every radio 


ances or 
ordinarily 


ec ene 
35 to 325 


sets of dishes 


one to two 


announcer 


never from 
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listener loves to hear his name called 
out. Every bid is announced with the 
name, address and offered price of the 
bidder Another thing that keeps the 
Monday dial twisters turning to 1450 
is the fact that Tillman refuses to 
accept any bid that is higher than the 
regular store price of the item offered. 
rhe fact that a lot of listeners see an 
opportunity to buy a household item at 
a nice saving is a good customer teaser 
that keeps the auction lively. 
“Actually, I would be disappointed if 
many of the items failed to sell below 
store price,” says Tillman. “In fact 
I want some of them to sell low enough 
to lose us money. If a woman occa- 
sionally bids in a $6 electric clock for 
$2.50, she will tell everybody she 
knows about her bargain and bring a 
lot of new listeners to our program. 
Even if all the four or more articles I 
auction off should lose us money on 
the actual sale, it is still some of the 
cheapest advertising we are doing and 
one of the best ways we know to make 
a lot of people Haynes-conscious.” 
Actually, however, the auction, ac- 
cording to Tillman, brings in enough 
profit margin to pay for the cost of the 
radio promotion. While most of the 
articles sell under the store’s retail 
price, a bid occasionally runs above it; 
but the successful bidder is not allowed 
to pay the excess. One night a $5.95 
electric iron a $9 bid from 
two bidders, while a third one bid the 
full retail price. Tillman squared it 
off by letting each of the three bidders 


received 


have an iron at store price 
Among the items auctioned are radio 


receivers, 2U-piece dish sets, electric 
clocks, ice electric 
fans, irons, mixers and related articles. 
All the offered articles are items that 
were advertised in the Sunday 
Monday papers. 

Naturally, this unique method of 
strewing the Haynes message over the 
airways appeals more to women listen- 
ers than to men. Even the hundreds 
of women within WGNS'’s listening 
range who are not interested in bidding 
are curious to hear who is buying 
what. Within a small town trade terri- 
tory like this the acquaintance between 
local residents is wide. 

“When I place the first article up 
for auction on the program,” explains 
Tillman, “I offer a free prize worth a 
dollar or so to the first person who 
phones in a bid. I do this in order to 
get the bidding off to a brisk start. 
In most auctions, whether on radio or 
with visible audiences, most every per- 
son is reluctant to be the first bidder. 
But when you make that first bid 
profitable there is a rush to get it in. 


cream freezers, 


and 


Between-Bids Commercials 


“When the first bid is phoned in the 
man at the telephone takes it, passes 
it on to me, and I announce it with the 
bidder’s name and address. Then, 
while the phone man waits for a higher 
bid to come in, I take advantage of the 
interlude to plug Haynes merchandise 
of every kind, especially items related 
to the one being auctioned. For ex- 
ample, if an iron is being sold I will 
take telephone bids on it for about 
seven or eight minutes. In between 


SEPTEMBER, 


bids | plug such things as an ironing 
board or a washer and invite members 
of the radio audience to come around 
and look them over. Of 
use my most persuasive language to 
woo the listeners into our store. I keep 
the listeners informed as to what the 
last bid was and before it is finally 
knocked off there are anywhere from 
seven to 15 bids on that iron.” 

This blanketing of WGNS'’s listening 
power increases Haynes’ store traffic. 
Successful bidders on the four or five 
articles auctioned off éach Monday 
have to come into the store to pick up 
their bid-in purchases. Many of these 
are new customers and this experience 
impress the Haynes firm on their 
minds. 


course, | 


Non-Bidders Visit Store 


In addition to the successful bidders 
there are several times as many listen- 
ers who come in to take a look at the 
related items that Tillman plugs. Many 
of these are also first-time buyers. 

A few listeners bid practically every 
week, but actually within a month’s 
time many hundreds participate. Till- 
man says it is one form of advertising 
that can be measured by the results. 
The lively bidding response is a pretty 
good barometer of the listening popu- 
larity. The people who come into the 
store on following days and ask about 
the related items also attest to the value. 
He hears comments on it from every 
source. There is often a noticeable 
pick-up of sales the day following a 
broadcast. 

(Continued on page 120) 
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3 BETWEEN BIDS Haynes plugs ironing board for use with iron .. . 4 “SOLD!” cries Haynes, knocking down iron at no more than list price .. . 


Haynes Hardware Co., Murfreesboro, Tenn., keeps the whole town Haynes-conscious with a weekly 
auction program in which everybody gets a bargain and a half hour of painless commercials 


By ROSS L. HOLMAN 


| 
| 


NEXT DAY highest bidder comes in to pick up her iron from Haynes’ father. LISTENER who didn’t bid, but heard about ironing board, comes to buy it. 
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Greatest EASY 











pindrier ever built! 


With 2 important quality improvements 


your customers will really go for! 


NEW DESIGN 
BUILT-IN FILTER 


removes most staining impurities from every 


drop of wash and rinse water before it’s used. 


Simple-to-change filter pack, new hinged cover. 


CLOSED 


Here it is! The greatest washer Easy has 
made in 74 years of specializing in home 
laundry equipment. It’s the deluxe, 
Automatic- Featured Model 516 Easy 
Spindrier, with all the built-in Easy 
quality and convenience features you 
know about plus two new quality 


im pre »vvement sales features! 


What other washer can realistically claim 
to do an average week's wash in less than 
one hour 2 What other washer can match 
Easy’s 3-minute Automatic Spin-rinse 
tor speed, thoroughness, or economy? 
What other washer gets clothes so dry 


so fast? 


What's more, you just can’t fd a washer 
with automatic features that gives your 


customers the important extras Easy 


offers. Easy saves live hot suds for use 
over and over. Easy lets you toss in 
forgotten items any time. Easy’s gentle 
Spiralator and Spinner action is safest 
for best blankets, washable drapes, slip- 
covers. Easy does each step automati- 
cally or mechanically — yet leaves the 
owner in fx// control! 


The 30SS has always given you the most 
dramatic, convincing floor demonstra- 
tion in the washer business. And take 
it from us, the 516 puts on an even 
better, more sales-compelling show! 
Order your stock of these great Spin- 
driers now for an old-fashioned boom 
in washer sales this fall and winter! 
Easy Washing Machine Corporation, 
Syracuse 1, New York. 


4 different 


washers 


to capture the 
Automatic Market 


Pe nn 





only 1 washer 


Spinner Market ! 


Bro 451. 


ate 


NEW HIGH-SPEED 
DRAIN PUMP 


drains both tubs in less than two minutes 
—or either tub separately in even less 
time. Self-lubricating . . . self-adjusting 
drive tension . .. silent operation. 


ji : rat fae 
re RD bas Ngels Nahas OS ; fsa ee 





YOUR EASY 
REPRESENTATIVE 
IS READY 


with timely, practical, 
Promotional selling ideas 


Better see him now and let him 


put them to work for you! 


but you need 
































to win the big 








* SOURCE OF COMPARISON: 15-MARKET CONSOLIDATED 
CONSUMER ANALYSIS FOR 1951. . . an independent sur- 
vey conducted each year by co-operating newspapers. 
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a GOOD used 
J VWASHER 
tor / 30 eg / 
GET another 
fy eo 


for (2 more // 


DOLLAR DAY SALES draw flocks of prospects to Sam Hendrix & Son, Prescott, Arizona. Not many people actually take 
@dvantage of the offer of a second appliance for $1 more, but their interest is aroused and they usually buy new appliances. 


Postcards solve the trade-in prob 
fem for George Thomas of Englewood, 
Colo. He keeps a file of customers’ and 
prospects’ addresses and when a trade 
in is to be disposed of he sends out a 
ot names trom 


he 


postcard to a selection 
this list, letting them know 
s contac ted 
The 


accurate but at 


what 
has to sell 
trom 


description 


Each prospect 


four to five time a year 


mace 


tractive, listing the appliance’s good 


points and calling attention to its pos 
sible uses in the home, as well 


low selling price 


+ 


graphed in handwriting 


ten) in colored ink 


4 


When appliances 


short list after the war, I 





EDITOR'S NOTE: This is the second of two 
articles. The first, 10 Ways to Boost Trade- 
In Sales, appeared in the August, 1951, issue 
of ELECTRICAL MERCHANDISING 





100 


Hinkhouse of 


salesmen out into the 


ind W Bas 


sent their 


Englewood, 
Colo., 
held to buy appliances. This novel ap 
proach proved to be a sure-fire door 
opener and helped to ease over the ini 
tial contact which is the difficult point 

uny cold-canvass sale. Of course, it 
soon became apparent that the trans- 
action also involved the purchase of a 
new appliance to take the place of the 

e the housewife was willing to sell 
of this kind was 
was reported to 


Whenever a trade-in 


located, the matter 


| 
the store and one of the partners made 
1 personal call at the home to evaluate 
the old equipment. The store was glad 
he sale of new equipment and 
obtain possession of usable 
were readily disposed 


Most 


Way are apt to be in 


which 
proht 


this 


trade-in 
ot ata 
tained in 


condition than if the housewife 


trade-ins ob 


better 


had been left to bring them in when 


he could get no further use from 


them. In some cases apparently useless 
items could be purchased for the sal- 
f the motor or some diffi 
l 


1 
vaiue 


-ult-to-obtain rep 


vage 


acement part 


One of the most effective ways to 
4 trade-ins which have proved 
difficult to move is to offer them at a 
reverse auction sale, savs the M & M 
Co. of Missoula, Mont. This store at 


one time found itself with a number of 


lispose 


old radios which it had taken in trade 
and which proved difficult to resell. 
hey were prominently displayed in 
the main window, with price attached, 


a 
plus a card announcing that the price 


would be reduced a dollar each day 
sold. The public took as 


interest in the event as ina 


until much 
regular auc- 
nt to 
| 


whether the 


on sale and made it a po pass 
the window dai set 
set which had atti ted them was still 
there. In every case the point was at 
last reached when tl 
to buy, fearful that if the price w 
duced further 


the bargain 


spect came in 
vas re 


would get 


iSPLé 


Trade-ins often move slowly because 


they are poorly displayed. Most stores 


thrust them into the rear of the store- 
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Suppose that, instead of guar- 
anteeing used appliances, you 
offer to re-trade them for full 
value on any other used appli- 


ance? This, and nine other 


ideas, have been used success- 
fully to stimulate trade-in sales 


By CLOTILDE G. TAYLOR 


room or relegate them to a parking lot. 
This latter method was used by With- 
am's of Bakersfield, Calif., until a year 
or so ago, when the store built on a 
ground-floor addition to be used for 
trade-in appliances exclusively. This 
an adequate floor display and 
windows where the articles can be seen 
and examined from the street by 
would-be purchasers. Sales volume in 
this department has greatly increased 
the addition 


means 


since was made 


TRADE-INS 


An answer to high prices and stiff 
credit 
Brady-Milne Co. of 
through use of the 


1 
saie 


found by the 
Utah, 
in the 


terms has been 
Murray, 
meter plan 
of trade-in appliances to custom 
ers unable to meet government require 
purchase of new cquipment 


plan was devised for the 


ments tor 
rhe mete 
] customer 


Milne and 


adaptable tor 


of the minimun: lev 
inyhow, according to Mr 


benefit 


therefore is especially 
the purchase of used equipnient. 
\fter the trade-in appliance is paid 


(Continued on page 214) 
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OLDEST 
AMERICAN 
RANGE 
MANUFACTURER 
UNDER 
CONTINUOUS 
OWNERSHIP 
EST. 1875 


Pee crRiC RANGES « REFRIGERATORS 





WATER HEATERS « HOME FREEZERS 
The Line That Makes Good Dealews Better 
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Admiral 


now brings you... 


Now! Another terrific ‘‘first’’ from Admiral . . . the most exciting news 
since television took America by storm. It’s Color Television Optional 
. a revolutionary achievement by Admiral engineers. Admiral’s 
sensational, new television receivers have been specially engineered so that 
color can be added tomorrow . . . a year from now. . . any time! 
Color Television Optional by Admiral offers three distinct advantages: 
Bigger Pictures ... Lower Cost .. . Freedom from Obsolescence. 
Bigger Pictures because Admiral brings you today’s big name 
black-and-white programs on a big 16, 17 or 20” picture 
screen ... not just a 10” tube as in sets with color built-in. 
Lower Cost because even with color added 
to a 20" Admiral Table Model, the combined investment will 
be substantially less than the cost of a 10” color set. 
Freedom from Obsolescence because these amazing 
new Admiral television receivers are so engineered that color can be added 





regardless of what system of telecasting is ultimately adopted. 


20” Model 221K26 Admiral 
20” Console with Color TV 
optional. Beautiful, double- 
door mahogany cabinet. 


All Admiral TV sets are equipped with famous Turret Tuner. Provides for reception on all 


B U i LT F °o co U H F present as well as future UHF channels by means of readily interchangeable tuning strips. 
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17” Model 27K85 Admiral 
17” Console with Color TV 
optional. Choice of walnut, 

mahogony or blonde cabinet. 


20” Model 221K46 Admiral 
20” Console with Color TV 
optional. Choice of walnut, 
20” Model 121K15 Admiral mahogany or blonde cabinet. 
20” Table Model with Color 
TV optional. Walnut, mahogany 
or blonde wood cabinet. 


17” Model 37K55 Admiral 

17” TV Combination with 
Dynamagic radio and triple-play 
phonograph. Color TV optional. 
Walnut, mahogany or blonde. 








20” Model 321K67 Admiral 
20” TV Combination with 
Dynamagic radio and triple-play 
phonograph. Color TV optional. 
Walnut, mahogany or blonde. 














WITH 3-WAY ELECTRONIC ADAPTER-CONVERTER 


Specially engineered for easy installation within any Admiral 
television receiver. Three-position control switch does three 
things: (1) Receives black-and-white programs in usual way; (2) 
Adapts set to receive color programs in black-and-white utilizing 
full size of tube; (3) Reduces picture to 10” for conversion to 
color by means of color wheel. 


...OR WITH 10” COLOR TV COMPANION CONSOLE 
me gs 53 aye : This completely self-contained unit with built-in adapter-con- 


' 9 verter and color wheel is simply plugged into the “‘master’’ set 
radio and triple-play phonograph. from which it derives its power. Nothing else required. 
Color TV optional. Exquisite 


French Provincial cabinet. 


20” Model 321K18 Admiral 20” 
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PHOTO OFFER BOOSTS TRAFFIC: By clipping a coupon from an ad, anyone com- 
ing into Friend’s, Denver, could obtain an 8x 10 portrait of himself, done by a 
well-known Denver photographer, for only 49c. K. W. Friend used the idea to 
pull traffic for his trade-in sale. The photographer's red velvet smock, black 
beret, and false mustache and goatee added the finishing touches 


COMPARTMENT DISPLAY SELLS CLOCKS: Every clock in the store has a sepa- 
rate compartment at W. H. Stanley & Co., St. Louis. Bill Stanley used scrap lum- 
ber left over from a remodelling program to make this display unit, which can 
hold over 100 clocks of various sizes. Wall clocks have their own fixture to the 
left. The displays have been responsible for many multiple sales 





PUSHBUTTON CONTROLS DRAW PASSERSBY: For the convenience of night- 
time window shoppers, two pushbutton control panels are set up at the front 
entrance of Baron’s, lamp and giftwares firm in Beverly Hills, Calif. Each of sev- 
eral buttons controls a section of the interior, and a little experimentation can 
light up 400 table lamps and 3,000 lamp shades, by sections or all at once 


sags ie dts 


SELF SERVICE AIDS RECORD DEMONSTRATION: The entire record stock is on 
display and easily accessible to the customer at Associate Stores, Inc., Miami, Fla. 
There are three counter players in front of the record display fixture, plus four 
stand-up booths with glass partitions. One clerk can handle everything. The 
record bar is highlighted at night when other lights are turned off. 
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First choice 
Of Millions! 














The Finest 
Colleemaker 
Money Can buy! 


Yes! Universal Coffeematic’s famous 


features make it a value that can’t be beaten 





















at any price. It's no wonder that 
Coffeematic brings you greater sales. More 


people choose this famous coffeemaker 


than any other because of the fine quality WITH EXCLUS 





PHOTO OFFER BOOST! 
ing into Friend's, Deny of its brew and its superior automatic 8 
—_ | 

well-known Denver phe FIRST 

pull traffic for his tre action. That's why it’s ““Number One’”’ 

beret, and false mustac : i 

across the nation. So put Coffeematic up Fl — 

front... Promote the Favorite... It will Cc 
- 

prove itself the Sales Leader of your | 


Electric Housewares Department. 


This beautiful full-color display is FREE, 
and will be packed in the master car- 
ton of the Coffeematics you order. 
Displayed on your counter or in your 
window, it will make a quality back- 


ground for this quality appliance. 





COMPARTMENT DISP! 
rate compartment at 
ber left over from a 
hold over 100 clocks o 
left. The displays have 





' Coffee Automatically! ee 


<<... 


UTE MINDER 


_ reater port- 
AZ odel! New, 
YY, : 


»me perma- 
hores! Now 

; : ‘ when you 

USIVE FLAVOR-SELECTOR = ai ‘ — 


iplete port- 
- in Coffeemaking Quality 


ling”, white 


Retail $3.95 
. strated) for 
_ Choice of Millions 


Retail $4.95 -""""® 


in Automatic Features 


t-of-sale display 
sells all! Holds 
INUTE MINDERSs, 
unter space! 


ridual box—adds 
e users and gift 
ing! 

ess multiple uses 


Extra folders are 
use! 


nute Minders 
splay carton 
today! 


var extra Folders 
x Clock Mfg. Co. 
5 Johnson Street 

ry, Connecticut 





cut 


g £0., ING. 


a Minute Minder 
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vets ices 


PRET HE aE 


Hirst. choice 
Millions! 











A State Gets Ready for TV 





reading public with the medium. Pa- 
pers in Columbus, Meridian, Natchez, 
Vicksburg, Greenville and other im- 
portant cities also follow this program. 
Many of these newspapers are among 
the corporations which have applied 
for TV outlets. One reason for this 
unusually large coverage of the TV 
field, as explained by a Jackson editor, 
is that the readers demand it, indicating 
the great amount of interest in tele- 
vision on the part of the reading public. 
As might be expected, Mississippi 
radio men are greatly concerned about 
the coming of TV to the state. Pete 
Lutken, Sr., head of Radio Station 
WJDX in Jackson, is one of the appli- 
cants for a TV station in the state 
upital. Mr. Lutken, who presently 
yperates an FM station, has made plans 
to convert a giant transmitter tower 
ind other facilities into TV as soon as 
he gets the FCC nod 
nent 


Some equip- 
already is on hand and financial 
irrangements are ready for the change- 
ver. Other stations in the state, 
which plan eventual TV operation, 
1ave obtained various types of equip- 
ent or are shopping around for it 


Civic Workers Busy 


Chambers of Commerce in the larger 
Mississippi cities also are taking an 
active part in maintaining high public 
interest in television. Chamber off- 
sials in Jackson point out that that 
city is exactly at the crossing point of 
he north-south and east-west co-axial 
cables and that the opportunity for 
program variety could hardly be better. 
They want to see a telecasting station 
uilt which will serve a future city of 
250,000 as well at the present popula- 
ion of 80,000. 

In Meridian, Natchez and Columbus, 
‘ity officials have promised full co- 


ONTINUED FROM PAGE 85 





operation in eliminating any possible 
road blocks to good telecasting and 
reception which might occur through 
existing ordinances or laws. The at- 
titude of municipal officials, in general, 
is one of great anticipation and eager- 
ness to help the TV program along in 
any way possible. 

With all this business and civic 
preparation for the coming of tele- 
vision underway, the most important 
man in the picture is still the consumer 
—the buyer and ultimate viewer of 
television programs. In Mississippi, 
his number is legion and he’s ready. 

One has but to check the number of 
inquiries and requests for information 
which daily pour into radio stations, 
newspaper offices, the Chamber of 
Commerce and the utility headquarters, 
to learn the great extent of public in- 
terest in television. Without excep- 
tion, officials of these organizations 
report that interest and anticipation 
are at a peak in Mississippi and that 
the state will be a fertile field for the 
sale of TV sets. 

Already a brisk sale of almost all 
types of receiving sets is underway in 
the extreme northern part (which gets 
programs from Memphis), and in the 
extreme southern (which 
sees and hears New Orleans). In 
many restaurants and public places 
which already have installed TV sets, 
business has been boosted by the attrac- 
tion of customers who come to watch 
their favorite programs while they 
wine and dine. 

Yes sir, Mississippi is getting ready 
for television and the _ preparation 
extends from distributors and dealers 
right down to a TV-hungry buying 
public. 
set-up as this one should result in a 
happy climax in merchandising. End 


section 




















“NOW THEN—DO | MAKE THE 


"WHIRLING’ ACTION QUITE CLEAR?” 
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Such a supply and demand | 


Tuis 1s 1! Completely re-designed for greater port- 
ability! New, compact, “apron-pocket” model! New, 
clearer “Ding”! Times cooking, baking, home perma- 
nents, sun-lamp treatments, scores of other chores! Now 
you can “take it with you” to “remember when you 
forget”! So handy one customer tells—and sells—an- 
other! Sell its greater utility! Sell its complete port- 
ability! Stock up now! 


A oe aR a ea 


~ 


aoe 


No. 2428 Portable Minute MINDER, single “Ding”, white 
plastic case, red numerals. (Illustrated ) Retail $3.95 
No. 1928 Standard Minute MINDER (not illustrated) for 


those who want long ring. Retail $4.95 ———“F 


@ Eye-catching point-of-sale display 
shows uses—tells all, sells all! Holds 
12 boxed portable Minute MINDERs, 
takes only 6144” x5” counter space! 


Ux @ Smartly-styled individual box—adds 
| L2.5 sales appeal for home users and gift 
buyers! Attention-getting! 


@ Colorful folders stress multiple uses 


and 1-year Guarantee. Extra folders are 
provided for counter use! 


Order portable Minute Minders 
in self-selling display carton 
from your jobber today! 


For your extra Folders 
write Lux Clock Mfg. Co. 
95 Johnson Street 
Waterbury, Connecticut 
ctroc«s 


Ae LUX CLOCK MANUFACTURING CO., INC. 


WATERBURY 20, CONNECTICUT 
i the famous Minute Minder 
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3 REASONS WHY... 


oe 


General Electric has 
news in Vacuum 


REVOLUTIONARY 
“REACH-EASY” CLEANING! 





Thanks to the amazing swivel-top, your customers 
can place the great new G-E Cleaner in the center of 
the average living room and reach every nook and 
cranny without once moving the cleaner! No other 
cleaner gets more dirt out —no other « leaner has as 
large a “Throw-away” bag no other cleaner has 2s 
long a list of demonstrable features, such as Step- 
on control and non-scratch attachments. The fact 
is, there’s no other cleaner like it! 
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A COMPLETE MERCHANDISING 
DISPLAY PACKAGE! 


Listen: A beautiful, full-color 3 dimensional 
display that will really put you in business— 
complete newspaper ad mats—product mats 
—radio spots and T’'V films— publicity release 
—publicity product mat—full-color, four- 
page specification sheets—6-page full-color 
direct mail pieces—and for your salesmen, 
pocket-size sales feature booklets and in- 
struction booklets. 





Need we say: 


Get in touch with 
General Electr 


your General Elec 


tric distrib 
: utor / 
ic Company, ne 


Bridgeport 2, Connecticut. 


You can put your confidence in — 


GENERAL ¢@ 
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General Electric Presents... Revolutionary 


TREACH-EASY CLEANING 


| ae en 
wal Gruperes aptatatery Se echep 
= cme ond pertertion! Des 


WHAT A DUFERENCE wen ssa 
SELF-LOCUNG 

10 an Porta acumen 

A\ 5 aie ’ Lf 




















HERE ARE SOME REASONS WHY: 


SBR 


CHIROMALOK Sicreme UNITS 


for everything a good cook expects : 


EDWIN Lt. WIEGAND COMPANY - 


Ne 


COMPLETE UNITS COME 

READY TO INSTALL 

Make installation faster, easier, more profitably with 
Chromalox Units. There’s no assembling of parts! A 
screwdriver and pliers are your only tools 


SMALL ASSORTMENT OF ADAPTOR 
RINGS FITS ALL ELECTRIC RANGES 
Only Chromalox gives a selection of units and adaptor 
rings that permits proper fit of all range openings. For 
example 

Adaptor RF6SR fits most openings 6%’ to 7'2" 

Adaptor RFOR fits most openings 8%" to 9'."’ 
All of which means—a small stock of Chromalox Adaptor 
Rings will service most ranges in your community 


ADJUSTABLE HOLD-DOWN CLIPS FOR 
PERFECT FIT ON ANY RANGE OPENING 
Easily adjusted clips on Chromalox Adaptors permit 
perfect, rattle-free fit. Servicing is simplified —cus- 
tomers better satisfied 


ALL PARTS SEPARATELY REPLACEABLE 
No need for a completely new unit if you use Chromalox. 
just replace the worn part right on the spot... and you 
have a first class unit that’s good as new! Customers 
appreciate Chromalox economy. 


Get the Full Story Today— 


Write for Bulletin RU-149 which shows 
you how to moke more money serv- 
icing ranges the Chromalox way. 


7525 THOMAS BLVD., PITTSBURGH 8. PA. 


Want Extra Profits? 


CHIROM/ALON 
Claclie 
HOT-WATER 


REPLACEMENT 


HEATERS 








DEALER Herb Shook, Herbert’s, 312 Diamond Street, Pittsburgh, 


is being inter- 


viewed about his firm, while another show is setting up in the background. Dealers 
appear on the program about once a month 


Dealer Aid 


Through Television 


C. R. Rogers 


Distributing Co., 


Pitts- 


burgh, Pa., uses 10 minute television 


show to promote dealers in 23 communities 


1 EWS broadcasts always are popu 
N lar, and when the C. R. Rogers 
Distributing Co. was offered the right 
first daytime 
burgh’s only television 


to sponsor the 
iW DTV, Pitts 
station, the organization snapped it up 
“We felt that our 
] 


i¢ alet Ss wi vuld be 


newscast 


advertising of 
more effective if we 
localize the news to the 
Western Pennsylvania”, 
Lindberg, sales promotion man- 
pointed out. “Entire clubs, 

ind city councils have organ- 


could com- 
munities in 


Ww 


ager, 


gram when their 
on the 


watch our pr 


featured program”. 


Program is Simple 


ves on the air with 


latest 


Perry 


rogram gt 
inutes of the world news, 
Nick announcer A 
] lows on the 


lay Perry then 


supplied by the 
ical dealer 
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In the few is since the 


program 


short mont! 
television 
pushing 
In spite 
noon hour is a 


been on the 

popularity is 
second in the Pittsburgh area. 
of the fact that the 
good time for not 
handy for many of the people that work 
in the offices or factories of the city 
Naturally, the local tie 
popularity of the 


has 
airways, its 


newscasts, it 1S 


in makes up the 
at least, 

for the community being featured. 
(Continued on page 120) 


show 


SHOOK demonstrates one of the latest 
models to two cust 
show in which he 


mers who saw the 


was interviewed. In 


fact, less than an hour after the show 


was over customers came in to inquire 


about merchandise 
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The only fully automatic 
roaster- 


oven is Nesco 


Exclusive NESCO features give 
you these sales-making advantages 





Features 


Nesco’s Exclusive Built-In Time Clock... 
Beautifully styled in gleaming chrome 
and plastic. Turns current on and off au- 
tomatically. Cooks meals exact number 
of minutes required. 


“Wrap-around” Insulation... 


Cover has chromium plated exterior and 
stainless steel interior. Bottom and sides 
insulated with thick glass wool that won’t 
deteriorate or absorb moisture. Keeps 
food hot for hours. 


Roasts, Bakes, Cooks Complete Meals ..« 
Nesco serves from two to fifty persons. 
With infra-red broiler-griddle attachment, 
it broils and grills, too. 


pA “Handy-Lift” Bake Rack... 
: AM ; Adjusts to four positions for baking, 
ee roasting or broiling. Nickel plate. Elec- 
a trically welded, reinforced center rib. 


a 


Thermostatic Temperature Control .. . 
Easy toset. Plastic control dial on front 
panel regulates temperature from 150 to 
500 degrees. Highly accurate: Sensitive 
to slight heat change. 





Look to Nesco for leadership in home appliances 
and housewares. Nesco is the trusted name. 





oS, 


$59.95 . 
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Advantages 


Means ... Automatic Cooking! 


Set time clock and forget it. Women can work 
or play and come home to a hot dinner. Only 
Nesco has this built-in time clock to assure 
perfect meals every time—automatically. 


Means... Cool Cooking! 


No more “‘hot house’’ kitchen. Heat stays in- 
side . . . keeps cook and kitchen cool. Cleaner, 
too, because Nesco is electric. No smoke. 
No soot. Nesco kitchens are comfortable 
kitchens. 


..» Versatility! 

Meat and vegetables cook to juicy perfection 
... pies and cakes to a golden brown. Port- 
able, too! Ideal for dinner table, buffet, picnics. 


Means .. . Efficiency! 


No stooping, straining. Easy to turn or remove 
food from cooking well. Large porcelain well 
is easy to take out, easy to wash. 


Means... Economy! 


Nesco cooks on stored heat 40% of the time. 
Uses current only when the temperature falls 
below thermostat setting. Nesco soon pays for 
itself in current saved, less shrinkage of food. 


ee 


2 
\ 
ie 
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MORE OUTSTANDING NEW FEATURES THAN 


the only TV with revolutionary new 
anti-reflection GLARE-GUARD! 


Optically engineered GLARE-GUARD is a 
combination of the new Motorola non-reflect- 
ing TV tube and a precision-curved screen, 
which together eliminate up to 98% of all re- 
flected glare from the picture! Tests conducted 
by an authoritative jury of noted doctors, using 
unidentified TV sets of leading makes, proved 
conclusively that GLARE-GUARD absolutely 
assures the greatest eye comfort for viewers by 
virtually eliminating reflected glare. 


these advanced features mean superior TV entertainment 


BUILT-IN UHF RECEPTION—Factory 
installed at extra cost in any 1952 
model, or All-Channel Ultra High 
Frequency Adapter may easily be 
added to the set later. 


INSTANT “TARGET” TUNING—Just 
turn set on, select a station—that's 
all. One control automatically 
synchronizes both picture and 
“Golden Voice” sound. 


SUPER-POWER “FRINGE” PICKUP 

Sharp, clear pictures even in 
local or distant “difficult” signal 
areas where picture fade is notice- 
able on many other TV sets in 
“fringe” areas. 


RAZOR-SHARP PICTURES — Every 
detail is sharp and clear, edge-to- 
edge on the big rectangular full- 
view screen. No fade-out or dis- 
tortion of the picture. 


ELECTRO-LOCK FOCUS — The pic- 
ture stays sharp, undistorted and 
clear over the entire screen, no 
more caved-in or “‘bulging’” edges 


or fuzzy borders. 
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FILTERED-CLEAR PICTURES—Im- 
proved circuits produce steady, 
sharp, clear pictures without the 
annoyance of self-generated flecks, 
spots or flashes. 


YOU CAN COUNT ON CUSTOMER SATISFACTION EVERY WAY... 
IN DEPENDABLE PERFORMANCE...PICTURE QUALITY...AND PRICE! 
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MODEL 1474 
14 inch screen 


MODEL 17T5 
17 inch screen 


MODEL 17K10 
17 inch screen 


MODEL 20T2 ; MODEL 17K8 
20 inch screen 17 inch screen 


* Distinctively Different Cabinet Styling 


* Exclusive ‘‘Masterpiece Finish’ on Selected 
Imported Woods 


¢ Consoles and Table Models in Popular 
14, 17 and 20 inch Screen Sizes 


¢ Offers a Complete Range of Prices from 
Low-Cost to Luxurious Models 


MODEL 20K4 
20 inch screen 


¢ Engineer-Designed to be Adaptable to Fu- 
ture Expansion in Reception 


ALL THE NEW 1952 MODELS AT YOUR DISTRIBUTOR’'S NOW! 
Every model with exclusive anti-reflection GLARE-GUARD 


the feature that means sales leadership for you in 1952 
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Dealer Aid via TV 
— 
oe CONTINUED FROM PAGE 116 cme F, 


Each dealer has at least one set 
arranged in his store for extra viewers 
to see the presentation of their news. 


Three days a week the commercials 

highlight Sylvania television _ sets, 

Tuesday the commercial is a film about . 

Apex washers, and Thursday, Coolera- a “point plan to hel ; 
tor products are shown on short films. ; : : 


As 
gtde . 


Switch to TV Inexpensive 





The new form of continuous public- 
ity for the distributor’s dealers, has 
not been too expensive. Actual cost 
per program runs about $138.00, in- 
cluding airtime and talent 

The distributor ran a series of pro- 
motional ads announcing the new pro- 
gram five days a week for a period of 
two months. Local papers also ran ads 
and news stories promoting the pro- 
gram. The program has achieved a 
two-fold purpose: the towns in the 
Pittsburgh area not only are learning 
some features of the various appliances, 
but also what the local dealer offers 
and where he is located. 

“Our program has been a great thing 
for ourselves and the dealers”, says Mr. 
Lindberg “We have dealers on a 
waiting list for participation on the 
show. Before we had the program, we 
used one-minute commercials on the 
'V station, but we felt that a program 
would be more effective.” End 


Auctions on the Air vi ; to do ALL their gift-shopping right in your own 


7 Th ° ELECT, store. 
+ 1S RIC An attractive, handsomely -illustrated, 24 -page 
HOUSEWARES booklet, it lists a complete selection of Graybar-dis- 
tributed electric housewares — well-known, nation- 
While the radio auction is one of GIFT BOOKLET ally-advertised brands like Sunbeam, Universal, 
the most interesting methods of adver- Toastmaster, Telechron, and many others. The kind 
tising it is only one of the mediums of electrical gifts pe ow give i ‘is 
mae: shout the merits of Haynes for your customers! receive. ee ae eee eee ee ee 
products to Rutherf rd County’s buy- Use it as a mailing piece to build your Christmas 
ing power. The store uses about 400 traffic use it for Mother’s Day and similar 
column inches a month in the local promotions ...or simply as an everyday over-the- 
papers. It throws a new appliance Here’s Graybar’s gift booklet dressed up in a brand counter sales-builder. _ pote 
appeal on the movie screen every other new guise for year-round selling. You'll find that now Graybar dealers may order these helpful gift book- 
it’s just as helpful during the June wedding season lets from their Graybar Representatives The cost? 
as at Christmas time, for it makes it easy for people 3¢ each in lots of 500, including imprint. a 
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week t has an ever-increasing mail- 
ing list that hears from Haynes at least 
once a month with a printed circular 
carrying illustrations of timely mer- 
chandise Every newcomer who de- 
cides that Murfreesboro or Rutherford 
County is a good place to live gets a / i. 
personal letter from Haynes welcoming j 2. The hewest n 

him or her to the community and giv- ’ 

ing the addressee a cordial invitation ik DISPLAY FIXTURES! 
to come around and get acquainted , @ , . 


Haynes handles General Electric 





ippliances and every item offered on 
the radio auction is a nationally adver- 
tised product with which most buyers 
ire familiar. This makes it easy to 
identify each article offered for bid and 
increase interest in bidding 


“Ey 


The Haynes store has been in opera- 
tion for 30 years and for 27 years of As ial ; 
that time it has been in the same ‘ — Graybar arrangement brings you a variety of 
versatile display fixtures at prices so low that you'll find 


prominent location in which it is now - 
them hard to believe. 


situated on the square. The father 
and son are W. T. Haynes, Sr., and Easy to assemble from “knocked-down” kits, you can 
W. T. (Tillman) Haynes, Jr. They build units tailor-made for your own particular display 
both believe that “no matter how good areas. In back-to-back, end-to-end, vertical or horizontal 
a product you’ve got nobody is going e combinations, they make the most of every available inch 
to beat a path to your door unless you Bo of space... show off your electric housewares to the best 
let him know you've got it.” End possible advantage. 
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Here under one cover is your Graybar Elec- 
tric Housewares catalog combined with a 
thought-provoking appliance merchandiser 
— a complete handbook for profitable year- 
round selling. 


In addition to illustrations, descriptions, 
and prices of all Graybar distributed appli- 
ances, there’s a big 16-page section crammed 
with hard-hitting merchandising informa- 
tion — practical suggestions to help you cash 
in on all gift-giving occasions. 


How to tie-in 
with local and 
national promotions 


Button-hole your 
_) GRAYBAR REPRESENTATIVE 


for complete information the next time he calls. 
Or, better still, ask to have him stop in tomorrow 
with prices and samples. You’ll find it well worth 
your while to take advantage of these exciting, 
new Graybar merchandising aids — aids that tie 
in closely with the nation-wide NEMA campaign 
on electric housewares ...aids that will stamp 
your appliance department as headquarters for 
“Gifts for every occasion.” 192-69 
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to set up 
counter 
d window displays 


radio and 
per advertising 


They say YES 
when you 
feature appliances 





The Status of Color 


oe CONTINUED FROM PAGE 63 ee 


ably find it best to buy a new set 
designed for the purpose. 

The incompatible _ field-sequential 
system is the only one approved by 
the FCC for commercial use at this 
time. Only a very few stations are 
transmitting color, and then only for 
a very short time each week, the 
deterrent to more service being lack 
of sponsors and lack of audience in a 
situation somewhat like the old chicken 
and egg riddle. Color service is not 
apt to spread rapidly unless the Com- 
mission insists that presently licensed 
black-and-white stations devote more 
time to it, which is possible but un- 
likely. Just a handful of manufac- 
turers so far are offering adapters, 
converters and, particularly, color 
receivers, and all three items of mer- 
chandise are priced considerably high- 
er than predictions before the field 
sequential system was approved. 
Where color service is available a 
market for accessories and new sets 
should slowly develop. If and when 
this market becomes appreciable other 
manufacturers will undoubtedly build 
equipment to protect themselves com 
petitively, although at the present 
time the industry, with few exceptions, 
continues to stay away from the party 

There is a possibility that before too 
many people buy adapters, converters, 
or new receivers designed to function 
on the field-sequential system the FCC 
may relent and either permit a com 
patible system to be used commercially, 
too, or a substitute compromise stand 
ard for the present non-compatible 
standards. Should this occur there 
would be little further disruption of 
black-and-white television business 
The addition of color service, if the 
color service were compatible, would 
permit black and white to continue 
growing without even temporary hin- 
drance, while at the same time offering 
a super-service to the class market 
In any case, the vast unsaturated mar- 
ket for television sets of any kind 
makes it obvious that, barring politi- 
cal pressure, color is a long-term 
rather than a short-term merchandis- 
ing proposition. End 


“YOU'RE IN FOR A PLEASANT SURPRISE WHEN 
YOU GET IT HOME WHERE YOU CAN OPEN IT UP.” 
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STOCK AND PUSH THESE 
TK REPLACEMENT UNITS 


Recognize these three answers to your need for 
extra profits? They're TK* Water Heater Units. 
And—they’re money-makers you'll want to spot- 
light in the months to come! 

New appliance sales are faltering. Further cuts in 
civilian production are looming over the horizon. 
But—with an alert service department and products 
like these, you'll weather the storm! Here’s why: 


A GROWING MARKET—Today, there are over 
5,000,000 electric water heaters in use. That spells 
o-p-p-o-r-t-u-n-i-t-y! For thousands of the heating 
elements in those tanks need replacement—now. 
Thousands more will need replacing as time goes 
on. Cash in on this demand! Get prepared to make 
extra money now and to lay the foundation for a 
thriving service business—one that will be a profit- 
maker regardless of general conditions. 


A GUIDE TO FUTURE ORDERS—Like the replacement 
of old electric range surface cooking units, this is 
good business. It’s easy to handle—and it opens 
the door to other sales later on. 


TUTTLE & KIFT, IN 
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So, lay in a supply of TK Water Heater Units. 
They se//—turn over fast because, in most instances, 
they're the same units supplied by the original 
manufacturer. They're fast to install—easy to order. 
By using the handy TK Hot Water Heater Slide 
Rule, you can quickly determine the proper unit 
for various size tanks. TK manufactures a complete 
line of sturdy, dependable, long-lived, single, 
double and triple-loop units. Wattages range from 
600 to 5000. 

Tops in performance and packaging, you just 
can't beat TK Units for fast, economical heating 
of water. They make satisfied customers, make you 
extra money! 


LIKE MORE INFORMATION? The new TK Replace- 
ment Unit Manual No. 5 contains complete details 
on how to get and how to handle profitable re- 
placement business. Send for your free copy—now! 


*T. M. Reg. U. S, Pat. Off. 


1823 N. MONITOR AVE., CHICAGO 39, ILLINOIS 
A SUBSIDIARY OF FERRO ENAMEL CORPORATION 
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It’s Never Too Hot 
for Space Heater Sales 


es CONTINUED FROM PAGE 94 cemmmeme 


tomers to keep returning to the store. 

This unique store was founded four 
years ago by three partners, two of 
whom were Sears Roebuck graduates. 
It is located at 6204 Twenty-Second 
avenue, next to bakeries and groceries, 
out from the downtown Kenosha, Wis., 
business section. 


Yq Business on Big Ticket Stuff 


The store does about half its volume 
on big ticket merchandise, which E. M. 
Sturzenegger feels is the quick way 
to dollar volume. It 
unique items such as power tools, steel 
kitchens, appliances and space heaters, 
and power lawn mowers. Wiring sup 


specializes in 


plies are carried, and electrical work 
done. 

Men working in the store are given 
preferred stock after they have been 
with it a year. The idea is to work as 


many as possible up to partner level, 





Too many electrical dealers put 
a lot of irons in the fire—then 
forget to light the fire. 





with the ultimate thought of expanding 
the firm to three or more stores, run 
by Gene Weaver, Steve Rudan, Larry 
Weaver, and E. M. Sturzenegger. 
Kenosha is a city of many old 
homes, without central heating. The 
town has numbers of new, basementless 
market for 
heaters which P & G captures thus: 
1. Direct mail in summer to homes 
) 


dwellings, also a space 


Radio and newspaper advertisin: 


well in advance of season 
3. Demonstrator at the fair 
4. Demonstrating with 


water kettle 


operatin 
heater and whistling 
store 

5. Sum-up by service man who is t 
install 

6. Installation and service for a year 


I 
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Your Customer Saves 16.95 


ROYAL Model 153S revolving brush floor cleaner. Aluminum 
construction. Powerful, durable, efficient. 


"495 Sx. 9995° 
YOUR CUSTOMER SAVES 10.00 





ROYAL Cleaning Tools, Model No. 245 
egular hen bough * 
price 1625 itn Mode! 1535 1Q00 
YOUR CUSTOMER SAVES 6.95 


TOTAL SAVING 16.95 





<Soe a ree Ors 
a ’ Guaranteed by 
Good Housekeeping 


oy, SS 
C7 4S avvenristo WEE 


a 5 x . S. S 4 
- AOS 
Manufacturers suggested retail ~~” 


Your Customer Saves 10.00 
on this ROYAL “Cylinder” 


You can offer this special price for a short time. ROYAL Model 270 with complete 
set of tools. 


pice 5995 Limited Time 4995 


This great promotion starts September Ist. 
See your ROYAL Distributor now and place 
your order to insure prompt delivery. 


ROYAL Cleaners are sold only 
through dependable local retail dealers. 


ROYAL VACUUM CLEANER COMPANY 
Cleveland 8, Ohio 
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Shallow well 
reciprocating 
Series 420 


F 


Deep well 
reciprocating 
Series 600 
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ACROSS the length and breadth of the continent 
McDonald has the right water system for any job. 
Here is the tank mounted Hydro-Jet system, series 
2000. Complete interchangeability for either deep 
or shallow well operations make this a real busi- 
ness builder. Precision workmanship and McDon- 
ald’s 95 years of pump manufacturing spell water 
systems that will stand up for years to come. Other 
systems shown are the Shallow well reciprocating 
and Deep well reciprocating. Whatever your needs, 
McDonald offers water systems with efficiency and 
dependability built in. A. Y. McDonald Mfg. Co., 
Dubuque, Iowa. 


Free... write for our Catalog 
P-50P showing the complete 
McDonald line. 


PUMPS e BRASS GOODS e OiL EQUIPMENT 


een"? 


Catch Cleaner Prospects While They’re Hot 





of ad, either for men or women seems 
to be the ‘limited time ad’ such as, 
‘only two more days left’ or ‘for a lim- 
ited time only’, because they have a 
higher response than plain institutional 
or product advertising 

Prices should be included in the 
ads, according to Fussnecker. “Years 
ago people were interested if you 
withheld the price in ads, as well as in 
demonstrations. But now, the public 
wants the ‘price’ and ‘how much down’ 
as soon as they see the ad or the 
demonstration 

“Coupons that announce a free 
booklet (How to Clean Your Rug) 
in an advertisement get both a good 
and quick response. In fact, we use 
their address and phone number to 
follow up on home demonstrations. 
Along with these and phone inquiries, 
I make about 15 calls a day.” 

For home demonstrations the hours 
of 8:30 to 9:30 in the morning and 
between 6 and 7 in the evening are the 
best. “When you strike out early, 
people get the impression that you are 
busy and take a greater interest in 
your product and the salesman,” says 
Fussnecker. 

“Naturally, dinner or television in- 
terferes with the sales pitch, but TV 
has not made as big a headache as 
might seem, because people like honest 
flattery,” says Fussnecker. “We al- 
ways comment on the choice of their 
program or the merit of it. That gives 
us a good opener. After about 10 to 
15 minutes of watching the program 
vith them, it helps us to point out the 
fact that a new cleaner aids the wife 
} 
u 


1 getting home work finished so she 


we activities with the 
be made, calls often 
her prospects 


Sometimes people will refer us to 


10 is interested in a vacuum 
yurse, they do not want 
names mentioned but 

glad to pass along the pros- 
For this type of aid 

likes to give gifts. But he 


it e git r giveaways at 


store When a ty rr Suggestior 


he gives them a 
rr some other object that they 


1! 1 


vill get long use from 1 which will 
remind them ussnecker and 
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“Many people telephone to inquire 
about a new cleaner either because they 
saw our ad in the newspaper or the 
name on one of our two trucks,” says 
Fussnecker. “If we have a sales call 
and a service call, we try to answer the 
service call first, because it was one of 
our old customers.” 

When giving a home demonstration, 
if the sale can’t be closed, Fussnecker 
or Clemans leave a cleaner to try for 
a day or two. “But,” he says, “don’t 
leave it very long..” The longer you 
leave it, the farther you will get from 
a sale. The only time that it really 
is suitable to leave a cleaner is when 
you are darn sure you can get the sale 
or it will leave a good opener to come 
back, so you can close the sale with 
the husband. 

“If a cleaner is left as long as seven 
days people begin to get used to it. 
and it fits in the home just like a piece 
of furniture,” he says. “The novelty 
will be worn off and you are sure to 
lose the sale.” 

High pressure won't make a sale, 
but good appeal, both personal and 
sales appeal of the merchandise will. 
In a phone inquiry the prospect should 
not be given too much information 
The two main things are: See it to 
appreciate it and the low price 
“Never should sales be talked up until 
you are in a position to give a good 
sales pitch,” Fussnecker advises. 


Must Feel Like Selling 


“A salesman should be in there click- 
ing and clicking all the way,” Ken 
neth Clemans says. “When you are 
not in a selling mood, you won't make 
a sale. You have to take for granted 
that you are going to make a sale.” 

This philosophy seems to work. 
Clemans is Fussnecker’s chief sales- 
man and works on a straight commis 
sion of 25 percent. That commission 
averages about $175 per week 

Che greatest resistance to making a 
sale, Fussnecker finds is: letting a 
prospect lie dormant for too long. To 
sell cleaners or any other appliance 

have to hit prospects while they 
warn However prospects are 

to go and shop around. Fuss- 
necker wants people to compare their 
merchandise as well as the price, be- 
back to us later with 
a sale.” End 


cause “they come 














Bicoest SUN LAM? 
VALUE IN ALL 
CALIFORNIA 























“CHAMBER OF COMMERCE IS HERE IN A BODY, SIR.” 
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MET TOS oe oo add to your profits. 
Fits all Speed-Top models. 


' 
, 
' 
i 
} 


| @ MET-L-TO 
Sleeve Board.. 
proof ...a popu 


-Metal Ventilated 
_- . ioaentl, warp- 
jar companion item. 


GEUDER, PAESCHKE & FREY CO. 


Milwaukee 1, Wisconsin 
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hie is no Bel 
r Top Than Mel 
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IRONING TABLES 


The most important feature of an 
ironing table is the top...and 
that’s where you find the most out- 
standing differences between 
MET-L-TOP and other ironing 
tables . . . differences you can show 
to your customers...that will make 
more MET-L-TOP sales for you. 


Only MET-L-TOP has the 
exclusive double top ... made of two 
sheets of steel, firmly pressed and 
eyeleted together and reinforced 
with hollow channeling. This top 
never sags or buckles. It is the 
original ventilated top and its sys- 


Model C-680 
Established Retail Price, $14.95 


Convenient finger-tip control 
gives instant adjustment to 
desired height for either sit- 
down or stand-up ironing. Re- 
lieves back, arm and foot 
strain. Women are amazed to 
find out how much more rest- 
ful it is to iron sitting down... 
opening up a vast new market. 
Table has smooth, sturdy, 
tubular legs that won’t snag 
stockings. Rests firmly on 
floor...no wobble, no creep, 
no tipping. Automatic safety 
lock prevents accidental closing. 


ADJUSTABLE 


tem of perforations is specifically 
designed to carry away excess 
steam and moisture. Makes ironing 
easier and faster. This is especially 
important for steam ironing. In 
size and shape, the top is designed 
to avoid excess shifting of the 
clothes. 


The gleaming, smooth-as-glass, 
baked white-enameled top of the 
MET-L-TOP has eye-appeal for 
your customers, and there are num- 
erous other advantages that have 
made MET-L-TOP the Big Name 
in ironing tables. 


NON-ADJUSTABLE 





Model P-600 


Model A-606 
Established Retail Price, $10.95 Established Retail Price, $9.95 


The adjustable-height model easily and quickly adjusts to sev- 
en different positions for stand-up ironing. Both models have 
the famous MET-L-TOP exclusive double top . . . all welded 
and riveted construction . . . no screws or bolts, no annoying 
squeaks or wobble...and other MET-L-TOP features. 


NATIONALLY ADVERTISED! 


MET-L-TOP Ironing Tables are advertised month after 
month in leading national consumer magazines, with a 
total readership for each ad of nearly 83,000,000 people. 


Makes it easier for you to sell MET-L-TOP—America’s 


1951 


No. 1 All-Metal Ironing Table. 


ter Than its Top 
Ton! 


3 _freeD-Jor STYLES—Each a leader in its class 
sit-0r-STAND 
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co ALL OUT 


NATIONAL ADVERTISING 


Millions will see the First Anniversary 
Sale offer ina full-color center spread in the 
September 29 issue of Saturday Evening 


Post. and in other full-color ads in Octo 


BIG PROMOTION PACKAGE 
Everything you need to get the atten 
tion of prospects right in your own neigh 


borhood 


Promotion package includes 


giant, colorful rotogravure broadside, big 





GETS THE STORY OVER 


ber issues of Woman’s Home Companion, 
Good Housekeeping. Better Homes & 


Gardens. Coronet, Sunset. Progressive 


Farmer, and Successful Farming. 


IDENTIFIES YOUR STORE! 


window poster, handsome display ecard, 
beautiful national ad blow-up for dis- 


play, plus hard-selling 4-column and 
2-column newspaper ad mats. 
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IT’S THE 


‘JET-TOWER DISHWASHER 


R&T ANNIVERSARY SALE / 


WE TESTED AND PROVED 
THIS DEAL 
SELLS DISHWASHERS! 


' 
' 
4 
3 
: 
| 
i 
: 
i 


During September and October, Youngs- |= We made sure this sale would be a success. 
town Kitchen dealers have the opportunity We tested it, and proved beyond question 
to get in on the best Dishwasher deal of — that this is an offer that draws prospects 
all time! into the store... and sells Dishwashers! 
It’s the First Anniversary Sale, celebrating Don't miss it... it’s too good to pass by. 
the universal consumer acceptance of Jet- = Get full details from your Youngstown 
Tower Dishwashing the Youngstown Kitchens distributor. 

Kitchens way. 


ASK YOUR DISTRIBUTOR 
FOR FULL PROMOTION DETAILS! 


LLINS MANUFACTURING CORPORATION ® WARREN, OHIO 


Youngstown Kitchens are sold throughout the World 
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Here’s How 


SESSIONS SWITCH TIM 


can help 


you sell 


more Clock Radios 


SESSIONS SWITCH TIMER, 
as used in 


JEWEL CLOCK RADIOS 


1. Lower retail prices 
2. Greater eye appeal 


as a “lullaby” feature to automat- 


These new Sessions-equipped clock 
radios—already on display in many 
progressive stores—put the odds in 
fast, 


Reason? They're low priced! 


your favor for easy sales. 


Sessions Switch Timers offer many 
advantages—style, low price, qual- 
ity, split-second accuracy, kitten- 
quiet operation, fewer moving parts. 
One exclusive feature is the Sessions 
automatic switch shut-off, available 
in all models. In the lowest priced 


timer this feature can also be used 


ically shut off your radio after you 
have gone to sleep. 
And of 


feature 


course, the automatic 


turn-on can be used for 
awakening at the desired time. 


clock 


mean more sales for you at better 


Sessions-equipped radios 
sales prices. Ask your distributor's 
salesman for details, or write The 
Clock 
Dept. 


Sessions Company, ‘Timer 


Division, 119, Forestville, 


Connecticut. 


Community Antenna Systems—Pottsville 





larkey 


color, 


\lso, our setup will 


when it becomes available, and 


“arry 


no matter whose color system is used 
Our engineers are applying for patents 
on the Trans-Video rigging.” 
Channels 6 and 3 at Mt. Sharp are 
about 1000-500 uv/m, while channel 10 
is about 400-500 uv/m. Private sig 
nals are captured in Pottsville, but the 
expense, up to $500 and averaging $200 
and 


for antennas, boosters, 


so forth, and the poor quality of the 


rotators, 


picture received, make the wire service 
very feasible. 
“Trans-Video was born of the de- 
create a good, going 
while increasing the sale of TV 
said Malarkey “If a dealer 
set, we install service to the baseboard, 
When a war- 
ranty expires, it’s up to the customer to 


still 


Sire to system 
sets.” 


sells a 
but he maintains the set 


get maintenance on his set, but we 


service up to the 
Up until two 


were so eager to get 


baseboard <a 

months ago, people 
on the wire that 
no advertising or any 
kind Ma- 
larkey began a series of ads designed 
to keep enthusiasm at this peak. First 
an ad told what Trans-Video 
was and how it works: then the outline 


promotion of 


was necessary. Recently 


exactly 


of streets already wired or serviced was 
given. Tl 
installation was explained, and the 
ad as this is written told of the “bonus 
channel,” channel 
sidered an engineering feat 


urd, the financing of each 


last 


10, which was con 


No Fear for the Future 


The future? Malarkey doesn’t figure 
Pottsville will ever get good signals 
from Philadelphia, nor will it ever sup- 
At least not 
more than one, which will have to be 
uhf. Reading, about 25 miles away, 
may build one or two stations, but uhi 
only. 


port a private TV station 


“But trouble-free wire service won't 
have to worry about competition,” pre- 
dicts Malarkey. “Also, the architec 


ONTINUED FROM PAGE 7 
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tural trend is removal of un- 
sightly roof-top antennas in favor of 
wired-in signal reception. 

“Our rates should lower, too, with 
system expansion,” he says. “And as 


toward 


far as any government regulation goes, 
that too should be beneficial, as far as 
we can see, defining our service limits.” 

Malarkey’s Trans-Video headquar- 
ters is a side-street 60 x 110-ft. former 
garage with small offices tu store equip- 
ment and supplies, garage trucks and 
employees cars, and from which to 
conduct Trans-Video operations. Two 
girls handle office routine, with a three 
card filing system keeping every bit of 
business at their fingertips. 

First, a customer’s schedule, material 
and file card gives con 
ventional data per name, address, date 
of contract, set name and model, dealer, 
various materials necessary to install, 


information 


and so forth. Then, a consumer’s street 
and equipment card, filed according to 
address, is invaluable when it comes to 
checking 
particular area 

Lastly, a consumer ledger card keeps 
monthly rental data. Malarkey 
has a master map of the city, with red 
lines showing location of pure trans- 
lines 


mm reception and outlets in a 


also 


mission cable, green showing 
feeder lines to houses. 

Trans-Video is field managed by 
Frank Waters. Adequate insurance 
coverage is carried wherever practical 
Malarkey claims it to be the world’s 
largest community television 
with about 25 miles of messengered co- 


system, 


axial cable in the air. 

“Only once have we been down over 
an hour in service,” states Malarkey 
“Lightning struck our antenna in the 
area’s record storm recently, knocked 
mut a voltage regulator. Now we have 
a standby telephone operator that takes 
calls after 5 p.m., when Trans-Video 
workers go home. We're sending cards 
to all telling about this 
service.” End 


subscribers 























WHAT DO YOU CARE HOW HE DOES IT—HE’S DOING IT 





ISN‘T HE?” 
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The J. L. Hudson Company, 
Detroit, Michigan. 


THE THREE GREATNEWEUREKAS ft 
| 
A Complete 
Cleaner Department 


Three New Eureka Cleaners, that's all you need... 
and you're in business! Low cost inventory—hot 
merchandise —quick sales—big profits. 


NEW MODEL 
"*600” 
TANK 


Popular Priced, 
powerful, all- steel, 
and excellent set 
of cleaning tools 


NEW MODEL "700” 
AIROMATIC TANK 


Super-powered, 
all-stee!, no bog 
te empty, and 
complete set of 
cleaning tools 


WRITE OR WIRE 

for full information on Eureka 
Distributorships now being assigned in 
leading trading areas 
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Produce 


Record Sales 


The J. L. Hudson Company, Detroit, Michigan, reports 


excellent Eureka Sales—Promotion Offers get Results 


In Detroit the big name in Department 
Stores is J. L. Hudson Company—the big 
name in vacuum Cleaners is Eureka. For 
over 30 years these two great names have 
been building sales together — with 
Eureka providing action-getting, sales- 
building, profit-getting promotions — 
and J. L. Hudson Company tieing-in with 
special advertising and store wide effort. 

A recent success story was the J. L. 
Hudson Company tie-in with the Eureka 


summer promotion in June. Special news- 


paper advertising was used and there 
was special sales effort at their five 
cleaner display and demonstrating stands, 
most of which are located on the famous 
10th floor. Results—an excellent sales 
record was rolled up—And continued oa 
throughout July into August. 

The advertising featured all three 
Eureka models. Yet a majority of the 
sales were obtained on the sensational 
3-in-l_ Wonder Cleaner. Effective store 
demonstration was the answer here. 


AND HERE’S MORE GOOD EVIDENCE.... 





LITTLE ROCK, ARK. 


More than 40 "wrap-up" store sales resulted from two 
insertions of a 24” promotion ad by the Eureka Dealer. 





BROCKTON, MASS. 


2 dealers with small promotion ads in a small newspaper, 
on the same day, “wrapped up" 22 sales between them in 
the first four days. 





COLDWATER, MICH. 








Here in a small Michigan town of 9,000 population, the 
Eureka Dealer got 9 fast sales from a small Eureka pro- 
motional ad costing $20.00. 








EUREKA WILLIAMS CORPORATION + BLOOMINGTON, ILLINOIS 
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MODEL $-250 
“3-IN-1" WONDER CLEANER 
with Power-Driven 
Floor Polisher 


| 


W OF | 





Automatic Clothes Washers 


Hotpoint Plus 


Features 


The WOND-R-DIAL Control 
lets your customers wash 
their way—avtomatically. 


The Hotpoint THRIFTIVATOR, 
with its exclusive design, 
creates amazing Counterflo 
water action to loosen every 
bit of dirt. 


The famous Hotpoint SWIRL- 
AWAY triple rinsing with two 
spray rinses and the deep 
overflow rinse leaves clothes 
sweet-smelling, fresh and 
clean. Hotpoint’s smooth 
operating FLUID DRIVE 
brings quiet operation be- 
cause of fewer moving parts 
and minimum vibration. 


Hotpoint’s convenient top 
loading—operating signal 
lights — beautiful styling with 
enamel finish, plus a host of 
other features, all add up to 
a matchless automatic 
washer you can offer with 
pride and confidence to your 
trade. 





Sientels te Wespossit! 





PAGE 


RANGES - REFRIGERATORS - DISHWASHERS - DISPOSALLS®- WATER HEATERS - FOOD FREEZERS - CABINETS 
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are Breaking All Sales Records 


Aitomatic (Vashens 


ARE SETTING THE PACE! 


With the trend definitely toward complete 
automatic home laundries, latest industry sales 
figures show unit sales of automatic clothes washers 
75.6% ahead of the previous year. Dollar volume 
is ahead 77%—placing automatic washers ahead 
of all other types. Cash in on this market... take 
advantage of this great profit opportunity and 
identify your store with the progress being made 
toward Modern Electrical Living. 

The performance record of Hotpoint’s Automatic 


Washer has played an important part in bringing 
about this great demand for fully automatic home 
laundries. The plus features found in the Hotpoint 
Automatic Washer are making home laundry work 
a joy instead of a job. That’s why more and more 
homemakers are demanding and getting Hotpoint 
Automatic Washers—sales that can be yours. Talk 
to your Hotpoint distributor about Hotpoint’s Full- 
Line Franchise and get on the right track, now, to 
greater Automatic Home Laundry sales and profits. 


A Custom-Matched 
Home Laundry 


With these sensational 
appliances—the new Hot- 
point Automatic Washer 
and Dryer—you can offer 
your customers the 
world’s finest Home Laun- 
dry Center. Perfectly 
matched, they’re the time 
and labor-saving stars of 
the industry. 


for FULL-LINE LEADERSHIP! 





(A General Electric Affiliate) 


AUTOMATIC WASHERS - CLOTHES DRYERS - ROTARY IRONERS 5600 W. Taylor St., Chicago 44, Ill. 
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Would These Questions 
“Stump” You? 











So many customers ask so many questions about produc ts 


they see that it helps boost your sales when you know the 
inswers 

lake Armeo ALuminizep Steel. for example. It’s used 
in the baffle plates and combustion chambers of space 
heaters. and for oven reflectors in electric ranges 


Customers ask questions like these: 


@.1s Armco ALUMinizen an aluminum alloy? 


A. No. ALUMINIZED is a specialty Armeo product with aluminum coat- 
ing bonded to the steel base by a hot-dip process. 
What advantage does ALUMIinizep Steel offer-_in space heater parts, 
for ¢ vam ple 
The steel base gives strength: the steel and aluminum coating to- 
gether resist combinations of heat and corrosion—assure longer 


service life for the heater. 


What about heat reflection? 


That's another important reason for the aluminum coating. Its high 
reflectivity increases heating eflicieney. Furthermore, the aluminum 


surface resists heat damage at temperatures ranging up to 1250 F. 


Make a note of these selling points of Armeo 
Anuminizeo. They will help you move appliances 
that have parts made of this Armco Special-Purpose 
Steel. Customers like to be told about plus values in 


products they buy. 


ARMCO (——) 
STEEL CORPORATION NW 74 


W 


1251 Curtis St. Middletown, Ohio ¢ Plants and sales offices from 


coust to coast © Export: The Armco International Corporation 
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Dates, Settings of Fairs 
Listed By Trade Group 


Over 70 fairs planned 
for next three months 


A GROWING tendency on the part NEW HAMPSHIRE: 
d i appliance inufacturet lis Rochest ir, Sept. 16-22—Rochester 


t the NEW JERSEY: 


country’s larger fairs indicates that 


yutors and dealers to exhibit 
New Jersey State Fair, Sept 
appliances will be displayed at manv of ( nee 4 Coy Agricultural Fair, 
the 1951 events listed by the Interna 

tional Asst : NEW MEXICO: 


» State Fair, Sept 


f Fairs and Expositions 


ALABAMA: 


tate Fair, Oct. 1-6—Birmis 
a State Fair, Sept. 17 
ty Fair & Tennessee 
+-29—Huntsville 
ARIZONA: 
tate Fair, Nov. 2-11—Phoer 
ARKANSAS 
st Arkansas District Fair, Sept 
s-Oklahow 


Fort Smith 
Livestock Show, Oct. 1-6—Little Rock 


CALIFORNIA: 
y Fair, Sept. 12-16—Merced 
Younty Fair, Sept. 14-3 


Livestock Exposition, Sey 


NEW YORK: 
, Sept. 3-18—Bath 
eskill Fair, Sept. 9-15——Cobleskill 
Chautauqua County Fair, Sept 8 
Mineola Fair, Sept. 11-16—Mineola 
New York State Fair, Sept. 1-8-——Syra 


NORTH CAROLINA: 


lina State Fair, Oct. 1¢ 


OHIO: 


County Fair, Oct. 1 


OKLAHOMA: 
Oklahoma Free State Fair, Sey 
Muskogee 
Oklahoma State Fair & Ex 
Oklahoma City 


lulsa State Fair, Sept 


OREGON: 
Pacific International Liy 
13—Portlanc 


COLORADO: 


Fair, Sept. 4-( 


FLORIDA: 


tate Fair, Oct 


PENNSYLVANIA: 
Bloomsburg Fair, Sept. 24-29— Blooms} 
York Interstate Fair, Sept. 11-15—York 


SOUTH CAROLINA: 
t Interstate Fair, Oct. 8-13—Spartar 
SOUTH DAKOTA: 


ith Dakota State Fair, Sept. 3-8—Hu 


TENNESSEE: 


nilton County Fair, 5 


Oct. 30-Nov 
GEORGIA: 
y Exposit 


IDAHO 


I Sept 


ILLINOIS: 
tock Exposit 


t. 10-15—K 
Memphis 

e State Fair, Sept. 17-2 N 

TEXAS: 

f Texas, Oct. ¢ 

uth Plains F 

IOWA: 

Sept. 1 -1 Spen ‘ UTAH: 


ir, Sept. 1 


VERMONT: 
Sept. 16-21—Hutchinsor Rutland Fair, Sept. 3-8—Rut 
Sept. 8-14—Topeka 


KENTUCKY: 
LOUISIANA: 


f Louisiana, Oct. ‘ 
MARYLAND: 
e Fair, Aug. 29-Sept. 8 


MASSACHUSETTS: 
Brockton 
2-8—Northampt 
1, Sept. 16-22—Sy 


KANSAS: 


VIRGINIA: 


Expositior S 


k 


Fair, Sept 


WASHINGTON: 
gt Fair, Sept 


WISCONSIN: 


r-Michigan | 
Saginaw 


MINNESOTA: 
State Fair, Aug. 25-Sept 
County Fair, Sept. 12-15 


MISSISSIPPI: 
pi-Alabama Fair & D 





MISSOURI: 


n 


NEBRASKA: 
ate Fair, Sept. 2-7—Lincol 
vestock & Horse Show “WHAT KIND OF BULB DID YOU SAY YOU 
" PUT IN MY LAMP, DEAR?” 


SEPTEMBER, 1951—ELECTRICAL MERCHANDISING 








1/ Beautifully Styled 
Westinghouse TELEVISION 


Built to out-perform, outlast and ovt- your Westinghoffse Distributor now 
sell any previous make or model of about floor-planning and deliveries 


television available for home use! See __on this top-quality line. 






























































" ° - 

17" PICTURE . . . the Lin- San chee 17" PICTURE... the Brent- | ff 17" PICTURE . . . the 
field . . . full-size mahogany of e@eaed “hater wsnesd a as wood... rich-looking mahog- a French Provincial tee 
finish console with every new hossav Saich. Mode! 65 IK17 any-finish console pe parses most beautiful cabinet 
Westinghouse feature. Model yt auaiieite be Wood aia hardwoods. Outstanding et design you've seen. In 
664K17. Model 657K17 ’ value. Model 641K17. —————— satin-smooth fruitwood, 

. ; Model 655K17. In ma- 
hogany, Mode! 656K17. 











7 
Pe 











:| 


20" PICTURE . . . the Stratton 
20" PICTURE .. . the Wel- 20" PICTURE . . . the Wads- . +. Superior in design and 
lington. Luxurious fine-furni- : worth. True decorator piece in performance. This luxury big- 
ture mahogany console with ; ; frosted blond oak console cab- screen console of fine mahog- 
beautiful matched-grain doors. - . inet. Model 662K20. se any with full doors gives mag- 
Model 652K20. —— nificent 20" pictures. Model 
642K20. 


“sme Wart te 























SPOTLIGHT SINGLE 
DIAL TUNING ... sin 


the simplest, easiest, most reli- 
able tuning you've seen ... now 
SPOTLIGHTS the number of the 
channel tuned in! 


17" PICTURE... the Andover 20" PICTURE... the Kingsley 
. ++ premium quality and per- . . - huge pictures from this 
formance in a distinctive ma- table model of choice mahog- 
hogany table model. Model any veneers. Model 648T20. 
640T17. 


16" PICTURE... the Weston 
. . . handsome black plastic 
table model with every impor- 
tant Westinghouse feature. 
Model 665T 16. 


17" PICTURE... the Medford 
... quality table model of se- 
lected mahogany veneers. 
Model 649T17. Also in blond, 
Model 650T17. 




















17" PICTURE... the 























Shelton . . . distinctive 
mahogany-finish hard- 
woods. Big value! Model 
646K17. Also in blond 
oak, Model 647K17. 


24" PICTURE .. . the 
Carlisle. Superb console 
of finest mahogany, with 
the sharpest, clearest 24" 
picture yet produced! 
Model 653K24. 


17" PICTURE . . . the East- 
chester . . . with powerful AM- 
FM radio . . . top-quality 3-speed 
record changer ... 12" concert 
speaker . . . big record storage 
space. Handsome mahogany con- 
sole combination with matched- 
grain doors. Model 660C17. 


17" PICTURE . . . the Standish 
.. modern blond combination 
console. Powerful AM-FM radio. 
Fast, silent 3-speed changer. 
Automatic shut-off. 12" concert 
speaker. Model 661C17. 
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you CAN BE SURE...1F ITS 


Westinghouse 


wy 


om NEW WESTINGHOUSE 





RISE AND SHINE CLOCK- 
RADIO. Turns itself on or off. 
Extra alarm-signal. Starts per- 
colator, toaster, other appli- 
ances. 4 tubes plus selenium 
rectifier. Model 355T5 in ma- 
roon, Model 356T5 in ivory. 
AC only 


LONG-DISTANCE OPERATOR 
..» Model 327T6. Pulls in dis- 
tant stations clearly. 3-gang 
condenser, bass compensation, 
heavy speaker. 5 tubes plus rec- 
tifier. AC-DC. 


“EXTRA” SET, SUITS ANY 
ROOM... Model 345TS5. 
4 tubes plus selenium rectifier. 
Amazing power and tone. Ma- 
roon with ivory. AC-DC. 


AM-FM DELUXE TABLE Model 
350T7. 7 tubes plus selenium 
rectifier. Excellent speaker. 
Double built-in antennas. Super 
performer. Maroon with ivory 
trim. Model 351717, ivory with 
gold trim. 


ALL-PURPOSE PORTABLE, 
Model348P5.Amazing“reach,” 
power, tone. Handle lies flat to 
make handsome table model. 
5 tubes plus selenium rectifier. 
Ferrocore antenna. 3-gang con- 
denser. Bass compensation. In- 
stant play on AC-DC batteries. 
Two-tone maroon and gray. 
Model 349P5, green and tan. 


SPACE-SAVING CONSOLE .. . Model 
354C7. Radio-Phonograph with huge rec- 
ord storage and extra compartment for 7" 
45 rpm discs. Big, powerful AM-FM Radio 
. easy-to-operate high-speed changer. 
Single tone arm plays all three speeds. Se- 
lected hardwoods and mahogany veneers. 





a’ 


wes 
Tee 


gryrrrtt 


MUSIC LOVERS PRIDE, 
Model 328C7. Deluxe con- 
sole combination. Powerful 
AM-FM radio with flawless 
range and tone. Unusually 
—| sensitive and selective. 
Heavy-duty concert speaker. 
. Double antennas. Fast, silent, 
automatic 3-speed changer. Single Tone 
Arm. Plays intermixed 10" and 12" records. 
Reject button. Automatic shut-off. 7 tubes 
plus 2 selenium rectifiers. Hand-rubbed 
crotch mahogany, matched-grain doors. 





YOU CAN BE SURE...IF ITS 


Westinghouse 


WESTINGHOUSE ELECTRIC CORP . 


TELEVISION-RADIO DIVISION . SUNBURY, PENNSYLVANIA 
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UTPUT of household appli- 
ances, radio and TV may slip 

to half the 1950 rate by next spring. 
Short of major war, however, it 
won't go any lower—at least, not 
because of materials shortages. 

rhat’s the considered opinion of 
government experts who control the 
flow of raw materials needed for 
both defense purposes and for civil- 
lan-type production. They're hope- 
ful that the materials situation won't 
get bad enough to force consumer 
production much below the level 
planned for the last quarter of this 
year—about 65 percent of the pre- 
Korea rate 

The pinch on materials will get 
progressively tighter from now until 
mid-1952, or shortly thereafter, be- 
cause that’s when defense demand 
will hit a peak. It will ease off some 
what thereafter because new steel 
aluminum and other basic materials 
production will be getting into ope 
ition. But meanwhile, it takes a lot 
of critical materials to build and 
equip these plants—in effect, they'r 
contributing now to the st 

lich they'll help to cur 
they're finished. 

CMP Extended. Defense Pr ( 
tion Administrator Manly Fleisc] 

inn last month made official what 
had been predicted for some time 
Beginning with the fourth quarter, 
producers of consumer durable 
goods will get their basic metals 
through the Controlled Materials 
Plan. And the share of those metals 
which appliance makers get in the 
fourth quarter will be cut again 


, ] 


Opposes Increased Excise Taxes 


But, unless there’s a major war, 
it won't go lower; CMP extended 
to cover consumer durable goods 


\ctually, the controllers have 
given up their technique of cutting 
back materials for consumer goods 
production from the _ pre-Korea 
levels. They had to because of vary 
ing supplies of various materials 
For instance, it will be no trick to 
produce during the fourth quarter 
65 percent of the steel appliance 

lanufacturers used in early 1950 
Chere’s no chance, on the other 
hand, that there'll be anywhere near 
is much copper or aluminum for ap 
pliances as they used before Korea 

So the CMP won't guarantee ap- 
pliance makers any fixed level of 
production. It will provide them al 
locations for as much steel, copper 
ind aluminum as can be spared after 
urgent defense demands are met. 
The controllers hope the manufac 
turers will be able to make 65 per 
cent of the appliances they produced 
in 1950 with these allocations. Cop- 
per and aluminum are the chief 
barriers to this hope 


MORT FARR, president of the National Appliance and Radio Dealers Assn. 
urges members of the Senate finance committee not to “‘undo the good” of 
loosened Regulation W terms by increasing excise taxes on appliances and 
television beyond the present ten percent. Senators shown here are Harry 


Byrd (D-Va.), Eugene Millikin (R-Colo 


and Edward Martin (R-Pa.). 
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More Flexibility. Even more im- 
portant to the manufacturers is the 
flexibility of allotments they are al- 
most sure to get under CMP. The 
NPA set the stage last month when 
it amended its M-47A order to per- 
mit manufacturers to use steel they 
were permitted to buy for produc 
tion of one line in making an en 
tirely different product. For ex- 
ample, during the third quarter, a 
manufacturer can shift some of the 
steel he is authorized to buy for re- 
frigerators to production of ranges 
or freezers. 

The change in M-47, of course, is 
effective only until CMP goes into 
operation, That will extend through 


Appliance Output To Hit Low in Spring; 
May Fall to 50 Percent of 1950 Level 


October, because NPA cannot get 
consumer goods allotments proc- 
essed and back into the hands of 
manufacturers in time to catch steel 
mill schedules before November 1. 

So, during October, appliance 
makers will continue to purchase 
“free” metal. The mills will honor 
orders for steel, copper and alum- 
inum up to 65 percent of the quanti- 
ties used by appliance makers in 
1950. After November 1, however, 
there'll be no more “free’’—unallo- 
cated—metal. 

That’s why NPA still is urging 
appliance makers who haven't filed 
CMP application forms to do so 
even though the filing deadline of 
August 15 has passed. The late ap- 
plicants can't get allocations by 
November 1, but they’d better get 
them late than never. By January 
1, it will be virtually impossible to 
get any steel, copper or aluminum 
without a CMP allocation. 


Price Tangle; New Controls Bill 
Creates Temporary Confusion 


Eventually, however, new regulations 
will help manufacturers and dealers 


ECENT moves by Congress and 
R ihe Office of Price Stabilization 
have left appliance makers and deal- 
ers with one foot in the air. They 
don’t know which—if any—of the 
tailored orders put out by OPS are 
still valid. Neither do they know 
when they can apply the looser ceil- 
ings prescribed by the Capehart 
amendment to the new controls law. 

Official statements don’t help 
much. But, despite all the confusion, 
here’s what the appliance industry 
must do: 

Manufacturers. For the time be- 
ing, appliance makers must price 
under one’ of two regulations: the 
General Ceiling Price Regulation 
(last January’s freeze) or Ceiling 
Price Regulation 22. The deadline 
date for filing price data with OPS 
under CPR-22 has been revoked en- 
tirely. 

Now all a business need do is fig- 
ure out which of the two regulations 


will give it the best deal. If GCPR 
dees, the firm need do nothing but 
continue to use the December 19- 
January 25 price. If CPR-22 dees, 
then an OPS form 8 must be filed; 
and if there's no objection from the 
agency within 15 days, the increases 
prescribed by the regulation can be 
put into effect. 

This option doesn’t hold for a 
manufacturer who has aiready begun 
to price under CPR-22. Once a new 
price is adopted—even a roll-back— 
he must stick to it. Note this, how- 
ever; merely filing a form 8 doesn’t 
constitute pricing. Unless the man- 
ufacturer has actually offered or sold 
goods at the new price, he’s still free 
to return to the General Ceiling 
Price Regulation level. 

Pricing under these two existing 
regulations is only temporary. The 
Capehart amendment provides for 
relief to business “upon application 

(Continued on page 258) 


PAGE 137 





\ 





| vd oe oer csc Ht Rony 8 6 


Florence Pot Heaters 
11 Models 


e Embassy Gas Ranges 


4 forty inch models 








Florence Electric Ranges 
4 forty inch models, 


3 Space-Saver models 


Florence Bungalow Ranges 
6 models 


Florence Dual-Oven 
Combination Ranges 
7 models 


Florence Regency Gas Ranges 
4 thirty-six inch models 
and 2 Space-Saver models 





Florence Oil Ranges 
6 models 
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Florence Portable Room Heaters Florence Sleeve Heaters Florence Cabinet Heaters Florence Gas Heaters 
2 Models 5 Models 5 Models 10 Models 


This complete line of oil heaters includes Circulator, Radiant and Driven-Aire models. The complete line of gas heaters includes 
Radiant-Circulator models, both vented and unvented—and a vented Circulator model. 


4 


EVERY DEALER NEEDS 


Yes, everything from a full line of top-quality store. Look at the list below and you'll find that 
merchandise to advertising and promotion pro- _‘ Florence offers everything you need for a sound 
grams that build traffic and speed sales in your —_ business now—a prosperous future, too! 


Full line of cooking and heating appliances... Warehousing facilities for faster delivery 
for every fuel... for every budget Big-company resources — 3 modern plants 
Continuous research and product improvement 


Over three-quarters of a century of experience — 
Sparkling, eye-catching design a tradition of value. 


Work-saving features that close sales Co-op advertising plan 


Top-quality competitively priced 
A good margin of profit for you 


Consumer acceptance that builds demand Full color point of sale displays 


Complete selection of dealer sales helps 


Sparkling Full Color Ads Pre-Sell 
Florence to Your Customers! 


Big, coloful ads are running this year in 
these national magazines—Saturday Evening 
Post, Better Homes & Gardens, Good House- O° 


keeping, McCall’s, Household, Country 
kw yo fete Flvence-se the ile Ranges and Heaters 
GAS RANGES - LP-GAS RANGES + ELECTRIC RANGES + OIL RANGES 
COMBINATION RANGES + OIL HEATERS + GAS HEATERS 


FLORENCE STOVE COMPANY... .General Sales Offices and Plant: Gardner, Mass. Mid-Western Plant: Kankakee, Illinois. Southern Plant: Lewisburg, Tennessee. Other Sales Offices: 
1 Park Avenue, New York; 1452A Merchandise Mart, Chicago; 471 Western Merchandise Mart, San Francisco; 53 Alabama St., $.W., Atlanta; 301 North Market St., Dallas. 
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Wee 


RIVAL: Sales manager J. K. Munger and A. I. 
Sparkman watch an attendant sew a name on a dish 
towel. The personalized towels were handed out to 
in the Rival booth 


CORY: President J. W. Alsdorf, left, and vice-presi- DULANE: Vice-president Thomas Wall, right, watches 
dent N. H. Schlegel, right, look on as D. H. Gold as L. Gail Shannon of Morley Bros., Detroit, looks 
stein of Lyons-Alpha Products C Inc., New York over literature. At left is John Rogers. Second from 
writes on order. left is C. A. Simms of Detroit visitors 


As Advertised: Housewares Show 


But, because everyone expected it to be a “slow” market, no one 


CHICAGO ELECTRIC: President S. M. Ford and FINDERS: President Morris A. Feinstein, left, shows a CASCO: Ad man Sandy Hirschberg, U. Sykes Moznek, 
center, listen to Fred Greene of Green Jeep fat fryer to Vincent Balleres, vice-president Ralph sales manager J. J. Reidy and assistant sales manager 


Henry S. Biren 
A. Feinstein and Weldon Jacot H. B. Davis compare opinions on flyer. 


few York, explain a point 


o> 


Pa 4 


= : 


SON-CHIEF ELECTRICS: Salgs manager B. S. Mitchell KNAPP-MONARCH: General sales manager Birch DORMEYER: Vice-president Marvin Allesee explains 
right, lets Mark Seiden examine one of the firm Vermillion plays host to Mr. and Mrs. Charles Hear! the operation of one of the company’s deep-fat 


toaster eiden is with A. Cohen & r Corr f D & H Distributors, Harrisburg, Pa fryers to Jack Firenstein of Buenos Aires 
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STERN-BROWN: Rube Rose, Irving Edelman and PREVORE: President S. M. Prevore, right, holds up WESTINGHOUSE: J. E. Crum, left, merchandise man- 
B. L. Van Gelder, all of Stern-Brown show a Superstar one of the firm’s broilers for examination by buyer ager of the electric bed coverings division, shows 
Broil-o-Grill’’ to O. C. Rhoades of Ballou-Johnson & Oscar J. Radin of O'Shaughnessy, Dewes & Klein, WESCO’s Harry LaGue one of the controls on the 
Nichols, Providence New York City firm’s new line of electric sheets 


S 8 y XPECT the worst and you can’t very well 
be disappointed. 

That about sums up the feelings with which 
many exhibitors entered the Atlantic City House 
wares Show in July. And because they had 

| ~ h | k f b 1 expected very little business, many manufacturers 
was over y disturbed by t e ac ° usiness left the humid Auditorium at the end of the five- 
day show moderately pleased with the business thar 
had been done. No one denied that it was the 
slowest market in years, but many were surprised 
that it was as good as it proved to be. 

As usual, many electric housewares manufac- 
tureres were on hand to talk rather than write 
orders. When asked their opinion of the show, 
spokesmen for these firms were quick to point out 
that the volume of business was no indication of 
the success of the week at the beach. But even 
though their object was only conversation, many 
exhibitors found the week slower than usual. For 
one thing, attendance was lower than previous 
years. And by late afternoon many of those regis- 
tered had deserted the Auditorium for the beaches. 

Anyone who wanted to explain away the lack 
of activity at the show didn’t have to work very 
hard. The presence of heavy, and sometimes unbal- 
anced, inventories on store shelves back home was 
alibi enough. Surprisingly though, there wasn’t 
much alibiing. Folks hadn’t expected lots of ac- 
tivity and they didn’t need further explanations. 

CAMFPIELD: Eastern and western sales managers R. H SETH THOMAS: E. D. Challis explains the sales 
Sutcliffe, left, and M. V. Sands flank Leo Friedman feature of a new Seth Thomas clock to Ralph Paul, 
f Bio Boy Distributing Co., Sunbury, Pa. buyer for Richards 5 & 10, Marcus Hook, Pa. 


FRESH’ND-Alke: E. W. Gutsell, J. W. Wallace, and HOBART: C. J. Townsend, sales manager of the elec- HOOVER: O. M. Mansager watches as W. H. Bond, 
Hugo Hartmann examine literature describing three tric housewares division of the Kitchen Aid division, left, demonstrates an iron for M. E. Luethjohann of 
deals’’ which are “‘hotter than a depot stove.’’ demonstrates a mixer for Harold W. Bennett Morley Bros., Saginaw, Mich 


(CONTINUED ON PAGE 144) 
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ONLY RCA VICTOR HAS 
THE “GOLDEN THROAT” 
yee 


RCA VICTOR— 
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mio wer ful national 
meiespaper backing to kick off 


Peli) Hrnouncement 


If you haven’t attended the MORE POWER TO 
YOU meetings—DON’T MISS OUT—contact your 
RCA Victor distributor right away for all details. 


RCA VICTOR @#b 


DIVISION OF RADIO CORPORATION OF AMERICA 


Horld leader in radio... first in recorded music... first in television. 
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HOUSEWARES SHOW (Continued) 


NATIONAL PRESSURE COOKER: Vice-president T.G 
Haney, left, and Sam Fein, right, talk business with 
J. F. Galloway of GESCO, New York, and Charles 
Subbiondo of Bloomingdale’s, New York. 


SWING-A-WAY: General sales manager George 
O'Connell shows a new self-service kitchen appliance 
dispenser to Julie Polshek of House Beautiful. 


JOHN OSTER: John Oster, Jr left, and George 
Cc f F. & R. Laza 


umbus, Ohi a sales pitch on the Osterett 


Douma, right, give W. C. Simmon 
rus ¢ 


xer 


DOMINION: President Benjamin Shaffer, left, gets 
a helping hand from sales manager M. V. Ruther 
ford in setting up a corn popper display at the 
Dominion booth in Convention Hall 
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LECTRICOVERS: Sales manager H. F. MacGrath, 
left, compares notes with manufacturer's representa- 
tive Ted Swartzbaugh, of Ted Swartzbaugh & Asso- 
ciates, Chicago. 


NESCO: President William Howlett, director of sales 
Paul Hill, right, and electric division manager Eugene 
Blumenschein, left, are stopped by the Nesco ‘‘devil.’’ 


METAL WARE: C. Ray and buyer 


Frank Katz of Frank Katz, Inc., New York, give 


Pierson, left 


their full attention to the grill being held by Karl F 
Landgraf, also of Metal Ware. 


FARBER: President Isidore Farber, right, and secre 
tary H. Shanok, standing, watch vice-president Har 
vey Harrison show a percolator to Hustead Boyd of 
Uniontown, Pa 
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TROPIC-AIRE: Sales manager Richard Fowler, left, 
listens to J. D. Elgin, sales promotion manager for 
Toastmaster Products Div., McGraw Electric Co. 
Tropic-Aire is now a McGraw subsidiary. 


WESTCLOX: W. R. Mee and F. A. Swindell slip a 
new background ring under the face of a Westclox 
kitchen clock during a lull in activity at the market. 


GEUDER, PAESCHKE & FREY: Henry J. Stephany, 
sales manager of the consumer products division 
watches buyer Leroy R. Stevens of Stratton & Ter- 
stegge, Louisville, leaf through a catalog 


PROCTOR: Joseph Tiers and Mary Reidel explain 
to B. A. Seibert of J. L. Hudson’s, Detroit, how this 


Proctor display unit can cut selling time and effort 
“in half.” 
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Every man his own Jack Frost! 


Jack Frost isn’t on the payroll... but he is a 
valuable worker in the big industry of farming, he 
browns and dries plants, makes seeds and soybeans 
easy to harvest. 

Now every farmer can be his own Jack Frost 
with chemical defoliants ...dinitro compounds, 
and pentachlorophenol...which when sprayed on 
the fields do the same job as a heavy frost. 

Using the new methods, H. I, Cohn, Carrollton, 
Ill., harvested 11,000 bu of soybeans three weeks 
earlier, got yields of 20 to 30 bu per acre...and 
increased production and profits! 


Farming is manufacturing ...steadily raising 
production per year, getting higher output per man 
hour and per machine, increasing 
efficiency and the yields... with 
research, chemical fertilizer, 
insecticides, antibiotics, electricity, 

mechanization, new varieties, better techniques. 
The manufacturer’s wife keeps pace, matches 
better farm business with better farm homes... 


chooses furniture and furnishings, with an eye on 


1951 


style, design, and color as well as utility... the family 
lives better, has more leisure, spends more. 


Best U.S. market today...is best reached by 
SUCCESSFUL FARMING...with more than a million 
circulation concentrated in the fifteen agricultural 
Heart states among the nation’s best farmers with 
the best land, largest investment in crops, livestock, 
buildings, and machinery, highest yields, largest 
incomes. The average SF subscriber’s earnings are 
easily 50°%, greater than the US farm average. 

The general media mostly miss this top market 
...the national advertiser ene 
needs SUCCESSFUL FARMING 
for intensive coverage, high 
penetration and readership 
based on nearly a half 
century of service, larger 
sales and lower costs. The 
current all-out production 
program increases your selling opportunities! 

Ask any SF office for all the facts... 

MEREDITH PUBLISHING Company, Des Moines, 
Iowa... New York, Chicago, Cleveland, Detroit, 
Atlanta, San Francisco, Los Angeles. 





“Waa Week” at Conaty’s-an 


immediate and lasting success 


John F. Conaty Company of Brighton, Mass. (a 
suburb of Boston) staged a “LIFE Week” during May 
d the promotion hasn't stopped bringing in cus- 


tomers et 
tom \ 


lo capitalize on LIFE’s local impact on Brighton, 
Conaty’s used a bagful of merchandising tie-in tricks 
during their “LIFE Week.” 

lhrough newspaper ads, newspaper publicity, and 
spot radio commercials, Conaty’s launched and con 
tinuously promoted “LIFE Week.” At the same time, 


free prizes, including a customer drawing for grand 





prizes, helped boost the store’s traffic. 

Conaty’s Advertising Manager, Joseph Donovan 
describes the results: “We are still feeling the results 
from our “LIFE Week.’ During the promotion—nor- 
mally an ‘off period’—our sales increased substan- 
tially. We contemplate another LIFE promotion in 
the future.” 

Conaty’s capitalized, as have over 5000 other ap- 
pliance dealers, on LIFE’s ability to move merchan- 
dise. You’ll get the same results by tieing in with 


LIFE in your store. 


Among 21 LIFE-advertised products featured during Conaty’s “LIFE Week” was the Mary 
Proctor Ironing Set, demonstrated above to customer by salesman W. R. Burns. 
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News of famous products, LIFE point-of-sale pieces, signaled to Conaty’s custom 


brand-name products featured during the week-long successful promotion. 


ers the national 


For immediate and lasting results, tie in with these LIFE-advertised products 


MAJOR APPLIANCES 


Sept. 3 Lewyt Vacuum Cleaner—page, c. 
Sept. 10 Frigidaire Automatic Washer— 
page, color 
G-E Refrigerator—page 
International Harvester Refriger- 
ator—page, color : 


color 


Westinghouse Refrigerator 
page, color ; 
Duo Therm Space Heater—page 
Minneapolis-Honeywell Automa- 
tic Controls —page 
G-E Vacuum Cleaner—spread, c. 
Hoover Vacuum Cleaner—sp., c. 
Norge Automatic Washer—pg., c. 
Singer Sewing Machine—page, c. 
Westinghouse Laundromat and 
Drier—page, color 
G-E Dishwasher—page 
Thor Spinner Washer—page 
Regina Polisher 
Singer Vacuum Cleaner—} pg., c. 
Sept. 24 Bendix Economat Washer—sp., c. 
Hotpoint Electric Range—sp., c. 
Borg-Warner Institutional—spread 
G-E Third National Baking 
Contest—page, color 


SMALLER APPLIANCES 
AND HOUSEWARES 
Sept. 3 G-E Sandwich Grill-Waffle Iron 
Vy page 
Burgess Battery—14 lines 
Sept. 10 Schick Electric Shaver—page c, 
O’Cedar Dri Glo Furniture Polish 


—page 


-Y4y page, color 


Luminall Paint—¥4 page, color 
Mary Proctor Ironing Set— 
4 page, color : 
Farberware Heavy Aluminum & 
Stainless Steel cookware—l p. 
Camfield Toasters—Y4 page 
Clorox—¥4 page 


Sept. 24 G-E Lamps—page, color 
Glass Wax—page, color 
Schick Electric Shaver—page, c. 
Westinghouse Lamps—page, c. 
Dixie Cups—page 
Mary Proctor Ironing Set—'4 p.,c 
G-E Toasters—'4 page 
Camfield Toasters—l4 page 


GLASSWARE AND 


SILVERWARE 
Sept. 3 Community Silverplate—page, 
color, plus 4% page 
Sept. 10 1847 Rogers Bros. Silverplate— 

page, color 

Holmes & Edwards Silverplate— 
page, color 

Libbey Glassware—!y page 


Sept. 17 1881 (R) Rogers (R) Silverplate— 


4 page 
Sept. 24 Holmes & Edwards Silverplate— 
V4 page 


HOME FURNISHINGS 
Sept. 3 Cannon Sheets—page, color 
Restonic Mattress—!/4 page, c 
Serta Mattress—!4 page, color 
Welsh Juvenile Furniture—'% pg 
Sept. 10 Alexander Smith Floor Covering 
—spread, color 
Beautyrest Mattress—page, color 
Cone Towels—page, color 
Playtex Pillows—page 
Sept. 17 Englander Mattress—spread, 
Firestone Foamax Mattress— 
spread, color 
Airfoam Cushioning—page, ¢ 
Ostermoor Mattress—1!12 lines 
Perm-A-Lators—56 lines 
. 24 Mengel Bedroom Furniture— 
spread, color 


Alexander Smith Floor Coverings 
—page, color 

Allen Rubber Loc—page, color 

Cannon Towels—page, color 

Flexalum Venetian Blinds— 
page, color 

Kentile Floor Covering—page, ¢ 

Kroehler Furniture—page, color 

Simmons Hide-A-Bed—page, c. 


RADIOS, TV, RECORDS, 
AND INSTRUMENTS 
Sept. 3 RCA Victor Records— page, c. 
Sylvania Radios—'y page 
Sept. 10 G-E TV—page, color 
Stromberg-Carlson **Chinese 
Classic” Radio-Phonograph-TV- 
page, color 
RCA Victor Radio & TV—page 
Arvin TV—l4 page, color 
Sept. 17 Magnavox TV-Radio-Phono- 
graph Combination—page, ¢ 
Philco TV—page, color 
G-E TV Tubes—page 
Sept. 24 G-E Dial Beam Radio & Clock 
Radio—page, color 
Motorola TV—page, color 
Philco TV—page, color 
RCA Victor Radio & TV 


JEWELRY, CLOCKS 
AND WATCHES 
Sept. 3 Telechron Clocks—page, color 
Artcarved Diamond & Wedding 
Rings—)4 page, plus 4 page 
Liberty Watches—S6 lines 
Marvella Pearls—14 lines 
Sept. 10 Swiss Federation of Watch Manu- 
facturers—page, color 
Keepsake Diamond Rings—pg., ¢ 


-page 


G-E Clocks—4 page 
Westclox Clocks—¥ page 
Sept. 17 Elgin Watches—page, color 
Telechron Clocks—page, color 
Movado Watches—'4 page 
Sept. 24 De Beers Diamonds—page, color 
Le Coultre Clocks & Watches— 
page 
G-E Clocks—¥ page, color 
Girard-Perregaux Watches— 
VY page 
Marvella Pearls—'4 page 
Artcarved Diamond Rings— 
Vy page, plus 4 page 
Westclox Clocks—Y% page 


STATIONERY REQUISITES 
AND CAMERA SUPPLIES 


Sept. 3 Esterbrook Pocket Pens 
spread, color 
Kodak Cameras—page, color 
Parker Pens—page, color 
Eversharp Reporter Pens— 
4 page, color 
Burroughs Adding Machine 
Vy page 
Sept. 10 IBM Electric Typewriter—pg., c. 
“Scotch” Brand Cellophane Tape 
—page, color 
Waterman Pens—'4 page 
B. B. Pens—¥@ page 
Sept. 17 Gibson Greeting Cards—page 
Royal Typewriters—page 
Wearever Pens—page 
Ansco Film—'4 page 
Sept. 24 “Scotch” Brand Cellophane Tape 
—page, color 
L. C. Smith & Corona Type- 
writer—page, color 
Texcel Cellophane Tape—4 pg 


First in circulation 


Tackanail—14 lines 

Sept. 17 Sunbeam Mixmaster&Toaster—p.c, 
Super Kem Tone—page, color 
Sutherland Serviset—l4 page, c. 
Westinghouse Mixer—l4 page 
American Thermos Bottle—'4 pg. 
Oster Airjet Dryer & Massage In- 

struments—l4 page 


First in readership 


First in advertising revenue 


First with retailers 
9 Rockefeller Plaza, New York 20, N. Y. 
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Talk, Not Orders, Marks 
MUSIC MERCHANTS SHOW 


in Chicago 


AT THE ADMIRAL display, assistant advertising 
director Joe Ptacin was willing to demonstrate the 
tele-bar combination. (See story on page 159) 


TAPE MAKER M. J. Gavin, left, of Minnesota Mining FREE RECORDS were the lure at RCA’s space. Morti- THIS SCOTT set carries a price tag of $2000. Assis- 
& Mfg. Co., and Hale Darnold of Webster Electric mer Henoch of Triangle Appliances, Kenosha, Wis tant sales manager Ray O. Huey measures the 24-inch 
pause for the camera mails one as Georgia Schuler watches. tube on the big set. 


KIDDY TV with rabbits on the cabinet gets Irving CALIFORNIA VISITOR cat V-M Corp.'s space was MODEL JIMMY BURTON helps show off the Jewel 
Leon of Cleveland down on his hands and knees at Curtis H. Applebaum of Audar, Inc., Pasadena. At bed radio. Holding back the curtain is Leonard Lieber- 


Tele King display 5 V-M's R. L mann of Jewel 


REVERE’s Ted Briskin poses with singers Rosemary MAGNAVOX plays host to G. H. Fezeth, second from COMIC POSES for the cameraman occupy Max Lipin 
Clooney and Frankie Laine, both of whom are per- left, of Jos. Horne Co., Pittsburgh. With him are of Allied Sales, Detroit, and W. S. Hartford, general 
fectly at home in a recording booth. Frank Snyder, O. A. Fiebig and Lauren K. Hagaman. sales manager of Webster-Chicago 
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AIRST IN 
MASSACHUSETTS 


FIRST with Consumers! 


Mrs. Paul Sullivan, Watertown, Mass., says: 
the work could be taken out of washday 
No more lifting and lugging heavy wet 


was No mo n n bendin I'm throu h with clothes! 
h! No ore reachi ga d £ £ ine 
sunny washday—from now on. 


“J never dreamed that all of 


—until I got my Hamilton. 


calisthenics. Every day is a happy, 


In our territory» drye 
stom Ss ve fc 
cust¢ mer ha 


hard to beat 

as ca 
and as fast 45 
g list of 


in 
grow! roren “e 


that is the 





Lal 
AMILTON MANUFACTURING COMPANY 


TWO RIVERS, Wisconsin 
ELECTR 
ICAL MERCHANDISING—SEpTEMpe, 19 
’ 51 


[00/ 


HIRST with Ocalers! 


Sam Lipsky of Banly’s, Brookline, Mass., says: 
“Our Hamilton Franchise is one of our most valuable assets. With 
the brand acceptance the Hamilton Dryer has in this territory, con- 
sumers are demanding that line. Our satisfied Hamilton owners are 
our best salesmen, but in addition, the manufacturer-distributor- 


dealer relationship makes for a topflight operation right down the 
line on this superior product.” 


GAS AND ELECTRIC MODELS 








None burns brighter, none lasts 
longer than Westinghouse fluo- 
rescent lamps. For factories, 
stores, offices, schools or public 
buildings, their lifetime record 


tops 





SAVE 





PERFORMANCE.. 


Since the introduction of Wes- 
tinghouse fluorescent lamps, light 
output has reen steadily increased, 
life lengthened, and price reduced 
Today's new discounts are new 
added proof of Westinghouse 
progress in lamp leadership 








lamp | 
for the 





VALUE... 


Measured by any yardstick, 
whether quatity of light output or 


fe, there's no better value 


money 








For detoils, call or write 
the Westinghouse sales 
office nearest you. See list 
at right. Westinghouse 
Lamp Division, Bloom- 
field, New Jersey. 


150 


ciry 


ADDRESS 
Albany 454 N. Peart St 


Allentown 739 Harmiton St 


Amariito 
Atlanta 


Baltimore 
Birmingham P.O 


cry 
Chicago 
Cincinnati 
Cleveland 
Cotumbus 
Dallas 
Davenport 
a 


Box 1814 Homewood 2-7892 Dayton 
Boston (Belmont, Mass, 30 Brighton St.) BE 5-6020 
Buffalo 814 Ellicott Sq. Bidg. Washington 3966 
Chariotte 1908 Liberty Life Bidg 46624 


Denver 
Des Moines 
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can now 


Effective immediately, Westinghouse 
fluorescent lamps will be sold at new, 
greater discounts to quantity buyers. 
All types and sizes of fluorescent lamps 
come under this money-saving order: 
standard fluorescent tubes, slimlines, 
and circlines—you save on all! 

In quality, these lamps remain un- 
surpassed! Their end-to-end bright~ 
ness, their uniformity of color, and, 
above all, their dependable perform- 
ance for thousands of hours add up to 
value that is not topped. 

So, whether you buy a few tubes or 
a few thousand, whether you are a 
regular Westinghouse customer, or a 
prospect, take advantage of these im- 


portant savings. 


ADDRESS PHONE ADDRESS PHONE 
Mdse. Mart Plaza Whitehall 4-3860 Trinity 2-7010 
207 W. Third St Garfield 2250 1 Anthony 3421 
1370 Ontario St ft Fortune 4086 

d 5-0851 

Randolph 4161 | Houston Charter 469) 

3-2761 | Huntington, W. Va 7146 

Adams 9153 Indianapolis 137 S. Pennsytvania St. Market 330! 

Keystone 8121 | Kansas City 101 W. 11th St. Harrison 7122 

20244 5-2471 


1400 Walnut St. Little Rock Woodrow & Roosevelt Ra 
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MONEY! 


buy high - quality 
Westinghouse 
fluorescent lamps at 


NEW LOW 


NET PRICES 


on quantity purchase 
you CAN BE SURE...IF ITS 


Westinghouse 


ciry ADDRESS PRONE | CITY 


Los Angeles 600 St. Paul Ave. 
Loursville 332 W. Broadway 
130 Madison Ave 

N. Broadway Daly 8-1800 

727 2nd Ave., N Main 1471 


PHONE CITY ADDRESS PHONE CITY 

Madison 6-3881 Newark 528 Ferry St Mitchell 2-3450 1110 E. Main St San Francisco 410 Bush St. 

Clay 8993 Oklahoma City 120 N. Robinson St 7-1 ke Kirk Ave. & ist St 6263 Seattle 1200 Westiake Ave., 6 

8546 Omaha 117 N. 13th St nw Monroe 1635 Spokane 1023 W. Riverside Ave 
eoria 114 Callendar St. 8-533 | 4 Springfield 26 Vernon St 

Philadelphia 3001 Wainut St gr -1200 | Sa 124 St Syracuse 700 W. Genesee St 

2908 jawn Pittsburgh 337 Bivd. of Allies St. Louis al 405 Wallace S$. Bidg 

42 Church St 5-3191 Pittsburgh McKee & Leonard Sts. Federal 1-9962 | Salt Lake City 235 W. South Temple St. 3413 TT 
So. Saratoga St Tulane 889] Portland, Ore. 3039S. W. 6th Ave Atwater 9464 | San Antonio 115 W. Travis St. Garfiel 
40 Wall St Whitehall 3-4321 Providence 51 Empire St Gaspee 1-0818 San Diego 861 Gth Ave. Main 815) 


PHONE 
Exbrook 2-5353 
Garfield 2133 


Wic! 
Wilkes-Barre 267 N. Pennsylvania Ave. 


ELECTRICAL MERCHANDISING—SEPTEMBER, 1951 151 





Better Reception 
—on every Set! 


_ Hi-Lo at the 
BALL GAME 


Score a “hit” every time with the 


Hilow Spiral 


ANTENNA = 





You'll bat “‘1000" when you feature 
Hi-Lo, the indoor TV Spiral antenna which 





has everything . . . high fidelity, low 
cost, peak reception, gleaming gold 
appearance, revolutionary design. 


° Hi-Lo TV Spiral An- 
@ tennas ore sold through 
e recognized jobbers. 
7 

Your profits will place you in the . 


major leagues when you SELL HI-LO. 


ORDER TODAY! 


Don't forget ... the HI-LO OUTDOOR 
TV SPIRAL ANTENNA! 


*U. S. Patent No. 2,495,579 
Canadian patents 1951 


[\ 


ONLY Hi-Lo 
provides com- 
plete powerful, 
localized ad- 
vertising sup- 
port. Write for 
full particulars. 


/\ (\ : 
TV ANTENNA CORP. 


3540 N. Ravenswood ¢ Chicago 13, Illinois 





Six-month Production 
Holds Close to ‘50 Pace 


June output, however, continues 


to stay well behind last year; 
six-month totals beat estimates 


UNE production figures became 

available last month—and they 
weren't much more encouraging 
than the generally gloomy April 
and May statistics. But with the 
June figures came the six 
month totals. And most observers 
had to admit that the industry had 
done better in the first six months 
of 1951 than had been generally pre- 
dicted when the year began. 

Refrigerator production was a 
good example. June output was 
just under 310,000 units—the lowest 
monthly figure in 19 months, the 
lowest June total since 1947 and al- 
most 44 percent behind June last 
year. But the six month total was 
2,606,000 units, better than six 
month figures in 1947, 1948 or 1949, 
and only 15 percent behind last 
year. 

Same Story. Much the same was 
true of the range industry. Produc- 
tion in June edged downward to 
107,861 units, the lowest figure in 
18 months and 32 percent behind 
June of last year. But the six month 
total of 759,000 units was better 
than 1947-8-9 and was only five per- 
cent behind last year. The six 
month figure was already almost 
as good as the ten-month total in 
1949, 

Washer output in June was just 
over 253,000 units, a 19-month low 
and 22 percent behind the same 
month last year. But once again, six 
month totals were more encourag- 
ing. In that period the industry has 
turned out 1,830,000 units, only 8.73 
percent behind the 
period last year. 

Ironer output in June rose 
slightly to 24,500 units, 300 better 
than in May and only 9.59 percent 
behind June last year. Six month 
totals of 164,100 units were 4.48 
percent behind 1950 but were con- 
siderably better than 1949. 

Bright Spots. There were even 
brighter spots in the appliance pic 
ture, however. Freezer production 
in June was over 63,000 units, al- 
most 20 percent ahead of June last 
year and a tremendous 35,000 ahead 
of June, 1949. Six month produc- 
tion was almost 398,000 units— 
better than 55 per cent ahead of 
last year. This six month total 
was higher than nine month figures 
in 1948, 12-month output in 1949 
and seven-month totals in 1950 

The booming dryer industry kept 
booming along in despite 
trends on other appliances. June 
output of almost 40,000 units was 
almost 8,000 better than May and 
almost 20,000 better than June last 
vear. Six month totals were 70 
percent ahead of 1950 

Radio Sags. Home 
which in the first five 
months of the year had run ahead 
f 1950 } 


took a 


also 


comparable 


June, 


radio pro- 


duction, 


sudden 
244,000 


June output 


figures, 
June, 
units from May 
f 360.000 home 


tumble in dropping 
The 
radio sets was 50 


vercent behind last year and cumu- 
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lative totals, which at the end of 
May were 26 percent ahead of 1950, 
dropped to only 11 percent ahead 
at the end of the six month period. 

The home radio drop was offset 
partially by an increase in portable 
set production. June output was 
228,000 units, 64,000 better than 
May but still 12 percent behind 
June last year. Six month output 
was 21.7 percent behind 1950. 

Auto radio production, which 
like home set output had been run- 
ning ahead of 1950, dropped behind 
that pace in June. Production oi 
494,000 units was 1.45 percent be- 
hind June last year but six month 
totals of 2,969,632 were 19.6 percent 
ahead of last year. 

The television industry continued 
to lag. Once again monthly pro- 
duction dropped behind the previ- 
ous month’s total. June output of 
326,500 sets was 35 percent behind 
June last year. Thanks to a boon 
ing first quarter, however, six month 
totals of 3,334,505 were still six per- 
cent ahead of 1950. 

It was almost two years 
vacuum cleaner monthly output had 
dropped as low as it did in June 
Production of 194,500 units was 
7,000 behind May and 22 percent 
behind June last year. Six month 
output also lagged, a total of 1,457,- 


866 units being 14 percent behind 
last vear’s figure 


since 


D. A. Rizor, Vice-president 
Of Dexter, To Resign Oct. 1 


1D. A. Rizor, vice-president and as- 
sistant to the president of the Dexter 
Co., has announced his resignation 
that firm effective October 1. 
He has been with Dexter since 1915. 
He has not announced his future plans 


I 
is yet 


from 


Alice in Lampland 


KATHY BEAUMONT, whose voice is 
that of Alice in the Walt Disney pro- 
duction, ‘Alice in Wonderland,’’ here 
poses with a G-E 100-200-300-watt 
bulb. G-= is tying in its fa'l lamp sales 
program with the motion picture, 
using Disney characters to il ustrcte 
display mate-ial for retailers. 
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The New Teletalk sells faster 
because it offers leadership 
in performance... quality 


appea rance 


Intercommunication 
Leadership. ..with 


the new. 


Be lctalk 


REG US PAT OFFICE 


The above yeoman shows how the New Teletalk 


fits in with the finest office furnishings. 
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All these good features 


rolled into one...mean 





trade acceptance 


The New Teletalk is sharp, smart appearing merchan- 
dise that has customer appeal . . . a quality leader 
that is also a style leader. Here is the kind of 
intercommunication that is in keeping with the times. 
It is smaller than the previous model (about )) 

and the easiest unit to service on the market today; 
front panel as well as back panel can be removed 
without removing the unit from the cabinet and 
stations can easily be changed as desired. The cabinet 
is of handsomely finished walnut and outstanding 
quality has been still further improved. 


This is the intercommunication system you will be 
proud to sell. 

Made by Webster Electric Company, Racine, 
Wisconsin. Established 1909. 


weester <4 ELecrric 


RACINE @ WISCONSIN 


“Where Quality is a Responsibility and Fair Dealing an Obligation” 











«~— Accurate Middle Tones 
«—Truer Highlights 
«— Photo-Exact Detail 


«— Unsurpassed Vertical 
& Horizontal Stability 

«— Razor-Sharp Focus 
Over Entire Screen 





Actual side-by-side demonstrations prove 
“Syncro-Brain™ full depth picture quality 
Now! Your customers can actually SEE the amazing differences 
in picture quality made possible by “Syncro-Brain’— the exclu- 
sive circuit design that automati- 
cally synchronizes all elements of 
the TV picture signal to produce 
Full Depth Pictures! It's exclusive 
with Stewart-Warner and the 
greatest sales-clinching demon- 


stration in the history of TV! 


ADAPTABLE TO U.H.F. 


MIRACLE TURRET TUNER provides reception of 
U.H.F. Channels — by simple, quick adjustment! 
No converter is needed — it’s that easy, that 
quick! 

















nge-area market 


the hidden gold in your fringe areas. Demonstrate 
Ta power, extra performance of Stewart-Warner’s Dyna-Power 
chassis with 23 tubes plus 3 rectifiers...and build your volume in 


the fringe areas. 





MODEL 9126-A. 17” TV picture. 
Strikingly modern . . . with dark 
Mahogany cabinet. 23 tubes plus 
3 rectifiers. 


MODEL 9127-A. Giant 20 TV 

picture. Luxurious Mahogany in 

smart, modern design. 23 tubes 

plus 3 rectifiers. 
MODEL 9121-E. 17° TV-FM-AM 
Radio — 3 Speed Phono. Dark 
Mahogany. Record storage. 28 
tubes plus 3 rectifiers. 





MODEL 9124-A. 20° TV-FM-AM Radio, phono plug-in socket. 18th 
Century English design . . . lustrous Mahogany. 28 tubes plus 3 
rectifiers. 


POWERFUL ADVERTISING CAMPAIGN 


10 full-page, full-color bleed ads will appear in Saturday Evening 
Post and Colliers between Oct. 6th and Dec. 13th. Plus local bill- 
board advertising . . . spot radio and big, impressive newspaper 
promotion. It’s the most powerful campaign in STEWART-WARNER 
history. And you'll have everything you need to tie-in — a dynamic 
illuminated floor display .. . direct mail . . . newspaper mats... . 
window banners and complete plans for individual promotions. 


STEWART-WARNER ELECTRIC — 


Division of Stewart-Warner Cory 
ue 


306 North Kostner Avenue, Dept. A, Chicago 51, Illinois 
RUSH COMPLETE DETAILS ON THE AMAZING 
NEW STEWART-WARNER “SYNCRO-BRAIN” 
TV AND RADIO LINES. 
ee — 
EE 
ee 


City ee 
This inquiry to be handled by my 
STEWART-WARNER Distributor. 
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azards! 


SALES GETTING 
DISPLAY MAKES 
ELMENCO EASY 


TO SE... 
EASY TO SELL. ij 


“COMPLETE PROTECTION! 


The Elmenco Fused plug is like any standard 
plug, is light in weight, but easier to handle 
because of finger grips. However, it contains 2 
small fuses which provides complete protection 
against damage to the appliance and to the main 
line. The blown fuse is easy to remove and 
simple to replace. Fits any standard wall outlet. 


NEW MARKETS — GREATER VALUE! 


Approved by underwriters laboratories and used 
by many of the largest manufacturers of radio 
and electronic equipment, battery chargers, wash- 
ing machines, curling irons, lighting equipment, 
automatic relay equipment, motors of every des- 
cription, and practically every other type of 
product that consumes electricity. 

Every wired home, office and store is a prospect. 


Contact your jobber today. Write 
us for detailed information 
giving us your Jobber's name. 


Manufactured by 


ELMENCO PRODUCTS CO. 


103 LAFAYETTE ST., NEW YORK 13, N.Y. 


REPLACE 
\ INSTANTLY 


Transparent Tube May Yield Clearer Picture 


GENERAL ELECTRIC scientists demonstrate the transparency of a new TV 
picture tube now in the developmental stage. Currert tubes are opaque be- 
cause of the coating of powder which forms the picture. This coating, appear- 
ing white or gray, is the darkest that any shadows can be. Clearer pictures 
will be possible with the transparent tube because durk areas can appear as 
black as the dark interior of the tube when installed in a set. Examining 
the tube above are Dr. Lewis Koller, Donald A. Cusano and Dr. Frank Studer 


TV Freeze Begins to Thaw 
As FCC Speeds Hearings 


But color television remains 
a question; present stations 
allowed to boost their power 


The freeze was beginning to un 
freeze last month but the rainbow 
wasn't any clearer. 

The FCC did the unfreezing when 
it announced a plan to speed the end 
of its ban on new TV station con 
struction and issued an order allow 
ing existing stations to step up their 
power. For set makers and retail 
ers this meant somewhat expanded 
markets immediately (in fringe areas 
which will benefit from the stronger 
signals) and entirely new markets 
some time late next year or early 
in 1953 when new stations take to 
the air. 

But the color picture wasn’t clear- 
ing up nearly as fast as was the 
freeze. 3y late August it stood 
pretty well where it had in the mid 
dle of the summer after RCA con- 
cluded a successful demonstration 
f its compatible system. Most 
manufacturers continued to main- 
tain that they had little faith in the 
CBS system—but some of them, at 
least, were readying adapters and 
slave units to operate on the CBS 
system 

The Good News. FCC’s biggest 
move in speeding up the lifting of 
the station-construction ban was the 
announcement in late July that it 
was substituting written statements 
for oral hearings on its proposed 
channel allocation plan. By Novem- 
ber 26 the last of these written 
statements and the replies to them 
will be in the hands of the Commis- 
sion. A final decision on the plan 
then might be made within a matter 
of weeks New applications and 
city-by-city hearings to allocate the 
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vailable 
considerable additional time Few 
industry observers think that any of 
the new stations will get on the 
air before the final months of 1952. 

rhe increased-power order was 
good news to a substantial number 
of stations across the country and 
to dealers selling sets in the fringe 
areas served by those stations. Sev- 
eral New York channels, for in 
stance, which had put only a fair 
picture into parts of Connecticut 
suddenly began producing signals 
and pictures as strong as any ever 
produced in that area. 

The Color News. Even in mid- 
August, the big news in the color 
picture was RCA’s early-July public 
demonstrations of its electronic 
system. No one seemed to be will- 
ing to predict the next move in the 
color battle, but in early August a 
team of FCC observers got that 
agency's first official look at the 
improved compatible system in 
series of demonstrations staged by 
the National Television Systems 
Cominnittee 

CBS, meanwhile, wasn’t out 
the picture. It has already telecast 
horse racing and baseball in color 
and has announced plans to color 


channels will consume 


televise certain football games dur- 
ing the fall. As August wore on, new 
cities got their first looks at com- 
mercial color. And CBS-Columbia, 
Inc., moved ahead with plans to 
produce color sets in the fall months. 
The company’s aim: 25,000 color 
sets this fall, plus double that num- 
ber of black and white. 
(Continued on paye 160 


MERCHANDISING 








the one electric blanket 
that offers both 


bigger 


VALUE 


for your customers 


bigger 


PROFIT 


margin for you 


THE QUALITY There is no finer electric blanket! 
Lectricover has many great extras because it’s made by 
the world’s largest manufacturer of electric blankets! mere valve! 


THE RETAIL PRICE Lectricover sells for $5 to $10 
below any comparable full size electric blanket on the 
market! It’s America’s Greatest Electric Blanket Value! mere volume! 


THE MARGIN FOR YOU Lectricover is the real 
money maker in electric blankets because there’s a big- 
ger spread for you! Just compare the figures and see! MO@Ore profit! 


... get the facts about Lectricover. Ask your distributor — or write Lectricovers, Inc., 330 Fifth Ave., New York 1, WN. Y. 
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You haven't sold a complete MIXER if it doesn’t have a GRINDER! = LR 
DORMEYER OFFERS YOUR CUSTOMERS ALL THESE FEATURES! M SA —_ ~~ ms) 
V tlectric Food Grinder and Y 0 Recipe-Tested Speeds on dial Y Famous Magic-Mix Arm assures ~ 
juicer, all accessories and big selector — just a flick of the finger quick, thorough, even mixing from “)& 
recipe book at NO EXTRA for perfect results every time with side through center of bowl — cakes ry 
COST with the Dormeyer the quick, easy-to-use Dormeyer are higher, lighter, tastier with the ~< 
Food-F ixer! Food-Fixer! Dormeyer Food-Fixer! ff oat 
 ) = 
r\ ri 


YY Removable, Light-Weight Mixing Automatic Governor - Controlled 

oY Built-in Power Drive for Head and simple, automatic finger- Motor, beautiful modern design, 
grinder, juicer—no awkward, tip controlled beater release speed and sturdy, long-lasting quality 
costly adapters, needed with kitchen tasks with the Dormeyer means years cf service with the 
the Dormeyer Food-Fixer! Food-Fixer! Dormeyer Food-Fixer! 


PUSH DORMEVER-Give Your Customers More Value for Less Money! 


DORMEVER 
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* Got a Nose for 
BAN Deeo-Hryer Sales Features! 


COLOR TELEVISION was topic of plenty of discussion at the annual Music 
Merchant's show in Chicago in July. CBS-Columbia officials show off their 
color set to R. S. Jacobson of Deepfreeze Distributing Co., Cincinnati. From 
left to right are Anthony Dillon, national field sales manager, Jacobson, 
James F. White, Frank W. Guthrie, assistant to the president, ond Edwin 
Weisl, advertising manager. (For more convention pictures see page 148) 





TV Sales Will Pick Up, 
McDaniel Tells NAMM 


Plenty of looking and listening 
but little buying mark group's 
fiftieth anniversary trade show 


HE man who made the welkin 


ring at the 50th anniversary of 
the National Assn. of Music Mer- 
chants trade show in Chicago, July 
16-19, was Glen McDaniel, president 
of the Radio-Television Mfrs. Assn 
McDaniel blamed 
credit controls and the 


higher 


government 

impact of 
taxes and prices for the 
abrupt end of the TV buying spree 
He said that while the industry had 
adapted itself to limitations on raw 
materials it had not been able to 
overcome governiment-imposed re 
strictions on consumer buying. He 
called first 


quarter production a 


remarkable—if perhaps not a wis¢ 
feat of industrial ingenuity.” 

In predicting the outlook for fu 
ture business McDaniel pointed out 
that “we are at the bedrock now and 
there’s no place to go but up.” He 
that “dealer 


also said inventories 


are now gradually being reduced, 
and a return to normal dealer buy- 
ing can be expected by late summer 
or early fall sasing his conclusion 
on these factors, the RTMA head 
said that he felt business would im 
prove in the fall and winter months 

Future Factors. McDaniel then 
liscussed the four “broad” factors 
which he felt would affect future 
television production. They were 

Regulation W: “I am confident 
that when the deliberations of the 
Congress are finished we will have 
a law requiring the Board to reduce 
the down payment on television 
sets to 15 percent.” (He was right.) 

The impact of the defense pro- 
gram: “It now appears that, de- 
spite growing limitations on civilian 
uses of these materials, the indus 
try will be able to manufacture as 
many television and radio sets as 
the market will absorb before the 
end of the year unless more serious 
shortages develop.” 

—Lifting of the TV freeze: 
“While the lifting of the ‘freeze’ on 
VHF station construction and the 
opening of UHF channels to tele- 
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casting cannot boost set sales this 
year, the effect of such action by 
the FCC on the morale of the in 
dustry will in itself be tremendous.” 

Color “The long 
term outlook for color production 
depends not only on the two factors 
I have mentioned (color broadcasts 
with genuine entertainment value 
and the availability of an improved 
color viewing device) but upon the 
possibility of technical improvement 
in color television.” 

The Show. Newest feature shown 
was the halo TV screen unveiled by 
Sylvania Electric Products Co., 
Buffalo. Revere Camera Co. of- 
fered a five-inch reel which held two 
full hours of recorded voice music 
on its long play tape recorder. Gen- 
eral Electric Co. had on display a 
new translator unit which will en- 
able television sets to receive ultra 


television 


high frequency telecasts 

\s at most recent markets, deal 
ers were there largely to look and 
listen and not to buy. Most of them 
declared they were carrying a good 
inventory, bought last year after 
the outbreak of Korean hostilities 
during scare period 

New Officers. Ray Erlandson, 
San Antonio Music Company, was 
re-elected president; Harry E. Cal 
laway, Thearle Music Company, San 
Diego, was again named vice presi- 
dent. Other officers are Thomas J. 
Holland, Salt Lake City, secretary; 
Ben F. Duvall, Chicago, treasurer; 
William R. Card, Chicago, executive 
secretary 


Revised Directory Published 
By West Coast Association 


The third edition of the directory 
of the West Coast Electronic Mfrs. 
Assn., has been revised and en- 
larged. The book now has 24 pages 
and contains 30 illustrations as well 
as data on the organization and 
member firms 
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DORMEYER 
FRI-WELL 


The Automatic Electric Deep-Fryer 
with Safe “‘Drain-Away” Faucet 





With the new Dormeyer Fri-Well you can sell 
speed, ease and perfection in deep-frying never 
known before. You can promise the most deli- 
cious, tender, golden-brown deep-fried foods ever 
tasted. And look at these other big sure-sell fea- 
tures: the Fri-Well’s safe “Drain-Away” Faucet 
eliminates dangerous, messy hand-pouring— 
allows fast, easy cleaning; the Fri-Well deep- 
fries 6 big portions in a matter of minutes; its 
automatic thermostat control assures “just right” 
results every time; even, thorough cooking is 
assured by Monotube heating unit through three 
sides; no scorching or burning because food par- 
ticles settle into special “cold well”. America’s 
most famous deep-fryer sells quickly, easily — 
order right away. 


Sell Faster, Profit More with 
DORMEYER THE LEADER 


























DORMEYER MEAL-MAKER® To) DORMEYVER BLENDER © 1: hique- 
dollar value! The Meal-Maker is ties, shreds, blends, whips, chops, 
complete—grinds. juices, mixes purees-——ideal for baby foods, fix- 
has portable mixing head, dial ing left-overs, fruit drinks, sauces, 
operation. All attachments and big ig 32 02%. container. Includes 
recipe book included at ne extra cost. new recipe book 


DORMEVER TOASTMAKER « 
Packed with selling features in- 
eluding scientific toast timer for 
light, golden brown or dark toast; 
automatic pop-up; automatic re- 
warming 


DORMEYER 


Dormeyer Corporation + 4300 N. Kilpatrick Avenue + Chicago 41, Illinois 
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New free book, “How To Give Your Store The Look That Sells” 








hows how you can widen your trading area, hold 
your own with competition, turn shoppers into customers, increase 
your volume of business. Send the coupon, now, for your copy. 








| Store Fronts 
and Interiors 
by Pittsburgh 
\ 





> 








PITTSBURGH 
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Pittsburgh Plate Glass Company 


2259-1 Grant Building, Pittsburgh 19, Pa. 


@ This brand-new book on store mod- 
ernization is packed with ideas on 
how to give your store the eye-appeal 
that means buy-appeal. It is chock-full 
of photographs of actual Pittsburgh 
Store Fronts and Store Interiors .. . 
“before” and “after” photographs that 
tell at a glance the story of how other 
merchants have built better business 
with Pittsburgh Products. 

There are examples of sales-winning 
structures of all types . . . drugstores, 
bakeries, automobile showrooms, res- 
taurants, food stores, apparel shops 

. small buildings and large build- 
ings. Structures designed by some of 
the country’s foremost architects. 

The latest trend in store design— 
the open-vision front—is generously il- 
lustrated. There are examples of how 
store interiors were made brighter, 
more cheerful, larger-looking through 
the use of mirrors and other glass ap- 
plications. 

And of course, there is detailed in- 
formation about the various Pitts- 
burgh Store Front and Store Interior 
products and suggested ways to use 
them to give your store a distinctive 
look that will make it stand out from 
its neighbors . . . give you the edge 
over your competition. 

“How To Give Your Store The Look 
That Sells” is yours for the asking. 
Why not fill in and return the coupon 
below, now. for your copy? No obli- 
vation, of course. 


Without obligation on my part, please send me a FREE copy of your booklet on store modernization 


How To Give Your Store 


Name 


Address 


GLASS 


PLATE 


i oe i 


The Look That Sells.” 


BRUSHES - PLASTICS 


COMPANY 


END OF FREEZE NEAR 
mmm CONTINUED FROM PAGE 156 


More Color Makers. RTMA 
president Glen McDaniel told the 
National Assn. of Music Merchants 
in mid-July that intimations that 
manufacturers would refuse to make 
and sell color TV equipment were 
“nonsense.” He continued: “When- 
ever public demand arises for 
adapters, converters, or color sets 
at prices that make production feasi- 
ble, I am sure the manufacturing 
industry will meet that demand.” 

In August Westinghouse an- 
nounced that adapters (allowing re- 
ception of color telecasts in black 
and white) would be available 
shortly. Westinghouse’s unit will 
be priced at “under $20, well under, 
we hope” according to sales man- 
ager J. F. Walsh. In addition, West- 
inghouse showed distributors a 
slave unit which will be made avail- 
able “when the public demands 
it’. (Earlier, Crosley had an- 
nounced such a slave unit, with 
production also dependent upon de- 
mand.) 

In its annual report issued in mid- 
\ugust Raytheon Mfg. Co. said that 
its subsidiary, Belmont Radio Corp., 
“expects to produce and distribute 
during the fall a 10-inch picture 
‘slave’ unit for receiving CBS color 
broadcasts.” 

Meeting the Challenge. Pointing 
out that a “growing public expecta- 
tion of widespread color broadcasts 
in the near future” was holding back 
sales of black and white receivers, 
Benjamin Abrams, president of 
Emerson Radio & Phonograph 
Corp., last month began offering 
consumers a two year “guarantee” 
against color. Consumers who buy 
an Emerson black and white set 
receive a guarantee that, upon sur- 
render of the set, the total nurchase 
price will be returned as full or par- 
tial payment on any color receiver. 

Since the customer who turns in 
an Emerson black and white re- 
ceiver within the two year period 
need not buy an Emerson color 
receiver under the terms of the guar- 
antee, Emerson stands to lose a 
considerable sum if color broadcast- 
ing becomes popular within that 
time. Abrams pointed out, however, 
that “We are persuaded that the 
results will fully warrant the good 
will and business building invest- 


ment 


Tele King Official Sees 
Record TV Sales in ‘52 


The television industry will enjoy 
record-breaking sales in 1952, Louis 
I. Pokrass, chairman of the board 
of Tele King Corp., said recently 
Pokrass said he expected even the 
late months of this year would be 
“healthy” for television sales. 

Among the factors he cited as 
contributing to the improved pic- 
ture were the relaxation of credit 
curbs, opening of new channels and 
the opening of foreign markets. 

Pokrass pointed out that his firm 
was so impressed with the possi- 
bilities of the Latin American 
market that it had already begun 
operations in Brazil and Mexico 
and was contracting for wide dis- 
tribution in Argentina. He also 
predicted that some European 
countries will provide good mar- 
kets for sets within a few years. 
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Abana MODEL 18 
UPRIGHT FOOD FREEZER 


Years ahead in features and 
design. 18 cu. ff. capacity. 
“Fits Any Kitchen” 


Amana MODEL 12 
UPRIGHT FOOD FREEZER 
Holds appreximately 420 Ibs. 
of food. 12 cu. ft. capacity 
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FOOD FREEZERS 


In order to develop the correct perspective for 
the years ahead, it’s a sound practice to pause occa- 
sionally for a review of the past. Perhaps this ex- 
plains why right now, the makers of Amana Food 
Freezers face the future so optimistically. For, at 
Amana, where Amana freezers are built, the past is 
represented by a century-old tradition of fine crafts- 
manship. Skills, handed down from generation to 


generation are inherent in every Amana freezer. 


The years ahead hold tremendous promise, too, 
for the dealer who sells Amana Food Freezers; prof- 
itable years . . . pleasant years. Profitable because the 
Amana line, offering the dealer the highest dollar 
profit per sale in the industry is made to highest 
quality standards in a wide range of sizes and models 
satisfying the needs of every prospect. Pleasant years, 
due to Amana’s complete and thorough cooperation 
with every dealer . . . cooperation that goes all the 
way down the line, including a liberal service policy, 
generous advertising allowances, plus outstanding 
promotional and merchandising aids that assure 
steady sales, every week ... every season... for 


the years ahead. 


— 
: BACKED BY A J 


CENTURY-OLD TRADITION OF 
FINE CRAFTSMANSHIP 
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22nd Annual Cas 
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Make Up To 307 MORE PROFIT 
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Ze 

\ Automatic Gas Ranges give 
4 you up to 30% more profit than any 
other major appliances you 
handle. You get higher mark-up — 
faster turnover —lower service 
costs —lower inventory — lower 
advertising and sales expense 
— more prospects — easier sales 
and lower sales resistance 
when you push Gas Ranges... 
and you make more profit 
every day—every way. 


=! 


ft 
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Rage 


; Here's another big nation-wide gas industry profit package for you — timed right to 
Ire 3 hafural he!p you push up sales and profits. It's a sure-fire, tried and tested promotion that 
has always made money for every dealer who has ever tied in. It's backed by 50 gas 

range manufacturers and 600 gas utilities from coast to coast. 


J Here's your chance to cash in on the cowboy craze that is sweeping the country and 
Ire a natural move more high grade gas ranges off your floor in volume. Big national advertising 
schedules, strong local utility and manufacturer support and a glamorous Hollywood 

tie-in will pull prospects into your store. 


, Ire / Thousands of dealers tied in and cashed in on the Old Stove Round Up last fall. Make 
f S G if] 19 your plans now to get your share in this big profit building promotion. 
? 


sae EVERYBODY WANTS AUTOMATIC CONVENIENCE AND ECONOMY 


oO 
7 For a complete promotion package, ask your 
with gas utility or your gas range manufacturer. 


Gas Appuiance Manuracturers Association, INC. 
60 East 42nd Street, New York, N. Y. 
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Has everything the housewife could want in a deep 
fryer! Automatic temperature control simplifies the 
process. Its four-quart capacity readily holds 3 
pounds of shortening or cooking oil. Round, seamless 
cooking chamber — no corners in which grease can 
congeal. Easily drained through faucet at rear — 
— cleaned for next time. Lustrous, chromium 
inish! 


There’s an eager, willing market for this handsome, 
useful appliance. Get samples now and plan your 
fall and winter sales promotion. 


A full line of table appliances--distributed through 
reputable distributors across the nation 





Model 


A. C. KIECKHAFER, left, president of 
West Bend Aluminum Co., watches as 
Arnold Finch, director of manufactur- 
ing, inspects the millionth automatic 
coffee maker to be shipped by the 
firm At right is E. A. Kraemer, 
vice-president in charge of sales 


Norge Guarantees Prices 
On 1951 Refrigerator Line 


To provide stability in distributor 
planning and to “eliminate any 
guessing games between the fac 
tory and distributor organizations 
on possible quick changes in our 
merchandising policy,’ Norge divi- 
sion of Borg-Warner Corp. has an- 
nounced a price protection plan on 
its 1951 refrigerators through Octo 
ber 31. The guarantee covers only 
price reductions and does not ex 
tend to possible price increases 

In announcing the plan, H. | 
Clary, Norge vice-president in 
charge of sales, told distributors 
that he did not anticipate a “serious 
inventory condition either in Norge 
factory hands or at the Norge dis 
tributor level”. He pointed out 
that Norge had formulated its price 


I 
guarantee aiter receiving reports of 

brands of refrigerators be- 
ing offered as distress merc handise. 
He told distributors that factory 
schedules have been reduced to 


certain 


“coincide with a sensible estimate 


of sales based on current cond 


IT & T Buys Coolerator; 
RCA May Add Appliances 


One large electronics firm—Inter- 
national Telephone and Telegraph 
Corp.—moved into the appliance field 
last month and there were rumors that 
another—Radio Corp. of America— 
would do the same thing once the 
squeeze on materials was eased. 

I. T. & T. added white goods by 
purchasing the Coolerator Co. from 
the Gibson Refrigerator Co. Pur- 
chase price was not disclosed but it 
involved both cash and stock. I 
T. & T. announced that Coolerator’s 
present organization, name, manufac 
turing operation and distributor-dealer 
rganization would be “maintained and 
strengthened” by association with the 
firm’s other manufacturing and re 
search activities. The I. T. & T. fam 
ily also includes Capehart-Farnswort 
Corp 

Rumors that R. C. A. would ente 
the white goods field brought no 
outright denial from the company. An 
official pointed out that the company 
was continually studying new lines and 
new products but added that the pres- 
ent materials situation would preclude 
any entry into the appliance field now. 
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ALLIANCE TENNA-ROTOR is in a class by itself! No other TV 
accessory sold to the consumer can equal Tenna-Rotor in 
volume of sales, public acceptance or in proved performance 
in the field! More than 600,000 are in use! The new deluxe 
Model HIR (illustrated above) is fully automatic. 





ALLIANCE TENNA-SCOPE is a Booster with one simple 
control. Gives maximum, uniform high gain on all chan- 
nels—is instantly installed and makes an ideal companion 
item toTenna-Rotor. Incidentally, Tenna-Scope, like Tenna- 
Rotor, is a favorite everywhere! 


NATIONAL TELEVISION AND NEWSPAPER ADVERTISING PRE-SELLS! For more than two years, Tenna-Rotor 
has been backed by a powerful, continuous TV campaign in every major TV area. Hundreds of thousands of 
future customers see the eye-compelling Alliance TV spots right in their own homes. That's why Tenna-Rotor 
and Tenna-Scope offer an unbeatable team of profit makers. Preference for them is already established. 
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The Post presells the entire 
e family in the home 


Post promotions sell goods 
e in the store. | See opposite page | 








HAROLD KELLEY APPLIANCE CENTER, Portland, Oregon, uses a Post window HOCHSCHILD-KOHN, Baltimore, puts a Post display to work attracting 
to stop passers-by on the street and bring them into the store. customers’ eyes to their line of RCA television sets. 
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8 
TRAGE BROTHERS, Forest Park, Illinois, used the Post to help them over- CULLUM AND BOREN, Dallas, find Post displays most effective as point-of- 


come the seasonal slump in coffeemaker sales. sale merchandising aids. 


shin the 
hs Nog 
yon 
GC STEAM IRON 


DORM FOODFK 


HECHT, Baltimore, recently started to stock Roper ranges, is cashing in STRAWBRIDGE AND CLOTHIER, Philadelphia, have united a group of small 


on Post advertising to spark customers’ interest. appliances under one selling banner: The Saturday Evening Post. 
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set... NOSIIOS7 
electric blankets 


Available in 
Antique Rose, 
Forest Green, 
Sunset Red, 
Sapphire Blue. 


No More 
Inventory Problem! 


@ You can enjoy more sales, greater profits this year than ever 
before by selling Northern electric blankets. Ready availability 
and prompt shipment of all models eliminate the familiar “out 
of stock” complaint that cuts down sales and promotes unbal- 
anced inventories. 


This year, before you buy, investigate Northern. . . the oldest, 
most reliable basic manufacturer in the electric blanket business. 
And remember, Northern is the full profit line! 


Why Northern for 1951? 
Long profit margins to capitalize on . . 
you make more money. 

Competitive prices . . . from $41.95. 


Finest record of trouble-free service . 
sound service policy. 


Sensational display packaging. 
Fully guaranteed for 1 year. 


UL Approved . . . proved in practice by 
300,000 users. 


Lis au. 5 


i j 7, , t* " ’ ’ ‘, , , 
Norsher) LLeclric COMpaiyv 
Manufacturers of Electric Blankets and Electric Heating Pads for 42 Years 
5224 North Kedzie Avenue, Chicago 25, Illinois 


MAIL 
COUPON 


Northern Electric Company, Dept. A, 

5224 N. Kedzie Avenue, Chicago 25, Ill. 

Gentlemen 

Please send me catalog sheets and price schedule on Northern 
Electric Products. 

Your Name_____ 


News 


Resume Output. Television produc- 
tion lines of Stromberg-Carlson Co 
were shut down for almost the en 
tire second quarter because of 
heavy inventories, president R. ¢ 

lait told stockholders recently r\ 
production was resumed in the mid 
dle of July. Earnings of other cd 

partments of the company “offset 
to a considerable extent” the tel 

vision shutdown 


Unworried by Inventories. James 
S. Knowlson, board chairman and 
president of Stewart-Warner Corp., 
told stockholders recently that the 
firm’s inventories had _ increased 
during the second quarter but that 
“television sets and components in 
ventories do not give us undue con 
cern at the moment.” Sales in the 
first six months were up 53 percent 
over last year 


* 
OPS Approves Prices. Cciling 


prices on scott rV sets and radio 
phonographs have been approve 
by the Office of Price Stabilizatio1 
I discount structur 
same as thos scott 


The prices and 


ca 


° 
To Use Trade Mark. “\Vebco 


trade mark used by Webster-Chi 
cago Corp. on its magnetic tape re 
corder, soon will be extended to al 
consumer products made by the 
firm. Secondary uses of the firm’s 
other trade marks 

memory”, “fonograf’, and “disk 


(“electronic 


changer”) will be continued 


Use Operator 25. Knapp-Monarcl 
Co. will tie in its fall advertising 
program with Western Union’s 
“Operator 25” service whereby con- 
sumers call Operator 25 to find the 
name of their nearest dealer. The 
program 1s concentrated on the 
company’s corn popper, liquidizer 
and deep fryer. Television spots 
and magazine advertising will be 
used in the campaign 


Cuban White Sox Honored 


Briefs 


Record Ad Drive. Regina Corp. has 
scheduled the iargest consumer ad 
vertising program in its history 
for this fall. Nine publications will 
be used in the campaign, which co- 
incides with the introduction of a 
new floor polisher 


Home Ec Help. Deeptre: ivision 
of Motor Products Corp. is assist 
ng distributors 1n hiring and train 
ing home economics specialists by 
roviding leads on competent hom« 
economists who are available and 
by offering  tuition-free 
courses at the Deepireeze factory 
1 North Chicago 


training 


Roaster Campaign. Sev« mundres 
electric roasters were sold in the 
territory served by Il’ 
Electric Co., during a six week 
“Reddy’s Roaster Rally” wil 

ended June 30 


insylvania 


New Warranty Plan. Du Mout 1 \ 
‘icture tubes sold as replacements 
Ww % warranted for six month 

stallation, rather 

of shipment 

previous! 

7 gistra 


set 


Record Season. The lawn mowe 
| m of Reo Motors, Inc., closed 
51 sales season with the high 
sales record in the history of 
industry, both in dollar volume 
units produced, according to 
Joseph S. Sherer, Jr., president of 
firm. In May mower production 
reached the 1,000-a-day mark, he 
said 


Extend Guarantee. A price guaran 
tee on television sets produced by 
John Meck Industries has been ex 
tended to November 15 It was 
originally scheduled to expire Sep 
tember 15 


(¢ nttnued n page 172 





ORESTES MINOSO, right, and Louis Aloma, Cuban members of this year’s 
surprising Chicago White Sox baseball team, receive Zenith short wave and 
standard broadcast portables from Maj. Ignacio de Algarra, ceneral consul 
of Cuba in Chicago, who made the presentation on behalf of Cuban fans 


Street Address 
City : Zone 


for complete 
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PENNSYLVANIA 
Report No. 3688 ECONOMY ) 
RUN 


"Delivery expense is low because 


My Ford Panel runs 
for under 2),¢ a mile!” 


—~ san sevice 
TELEVISION 


,— says HARRY W. OVERHOLTZER 
io Pottstown, Pennsylvania 


“Ford Trucks cost little to buy, little to 
run, little to keep running,’ says Harry 
Overholtzer. ‘“‘My thrifty Fords keep 


delivery expenses down!” 


Along with 5,500 other owners, Harry 
Overholtzer entered his Ford Panel, 
equipped with Power PiLor, in the 
nationwide Ford Economy Run. He says: 
“During the Economy Run, my Ford 
traveled 8,080 miles in stop-and-go 
service. I spent only $196.02 for gas, oil 
and maintenance, with no repairs—a 
running cost of only 2.43¢ a mile!” For smart customer service this new 
Like others who rely on Ford for low Ford F-1 5-Srar Extra Panel for 
running costs, Mr. Overholtzer is sold "5! is also a favorite with appliance 
on money-saving Ford Dealer truck ™&"- It’s the only insulated factory- 
service. For more facts on the trucks built ponel tram ~ te peek sae 
field! It features, at slight additional 

that last longer and save you money 
every mile—mail the coupon below. 


POWER PILOT HELPS APPLIANCE MEN HOLD DOWN HAULING COSTS 


The Ford Truck Power Pilot is a simpler, fully-proven 
way of getting the most power from the least gas. It 
is designed to synchronize firing twice as accurately. 


You can use regular gas... you get no-knock 
performance. Only Ford in the low-price field gives 
you Power Pilot Economy. 


FORD TRUCKING COSTS LESS 


because FORD TRUCKS LAST LONGER! 


Using latest registration dato on 7,318,000 trucks, life insurance experts prove Ford Trucks last longer! 
SEE “FORD FESTIVAL” STARRING JAMES MELTON ON NBC.-TV 
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cost over standard F-1 panel, a 
heavily insulated headlining, mason- 
ite side lining, twin-tone horns, locks 
on all doors, foam rubber seat pad- 
ding and many other extra values. 
Choice of V-8 or 6-cylinder engine. 


Availability of equipment, accessories’and trim as illustrated is dependent on material supply conditions, 


MAIL THIS COUPON TODAY! 
FORD Division of FORD MOTOR COMPANY 
3275 Schaefer Rd., Dearborn, Mich. 

Send me without charge or obligation, de- 
tail specifications on Ford Trucks for 1951. 

Full Line Heavy Duty Models 
Light Models Extra Heavy Duty Models 


Nome 
(Please print plainly) 


Address 


Zone State 


Check here if student 
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Now! Get the 


u inci 
It’s the convincing reason why DuMont 
television performance is the finest ever 
achieved ... why, dollar for dollar, a 


It’s a powerful story. It’s a fresh story. 


Du Mont is the market’s best buy. 


STORY 


on faster television 
selling 


Today in television retailing, the greatest 
sales story is an inside story. It’s the story 
of the Du Mont chassis —the electronic tri- 
umph inside every DuMont Teleset* that 


makes Du Monts Do More. 
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together to help you sell your Du Mont “INSIDE STORY”! 
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LOOK INSIDE...then compare...see why DuMonts DO MORE 
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Here, then, to help you tell it, is the dramatic sales pro- * Radio Scripts — ; ; 
motion package of your “Inside Story.” For locally placed spot commercials to tie your store name 


to the national advertising program. 
Die-Cut Display — 


‘ sl : & TV Spots— 
Green frame, gold stars, white banner. This is your main Citi et iaeieeiele® ens Uy duilie Unie, Guat 
display —novel, eye-catching, something really different. I P ‘ ; : 


and station breaks. 
Window Streamer — 


: P » Newspaper Mats — 
Green and black on white. Here is the keynote of your pro- ied 


ge i % sd to use the “Insid 
motion. Look “Inside” to see why DuMonts Do More. For your signature. Expertly prepared to use the “Inside 


Story” to build your store traffic. 
Wire Hangers — 


Striking, attractive pennants, black and green on gold, to 
triking ‘and gi g 

give your DuMont department a lively air and carry out 
your keynote. 


Tell your inside story! 
.-And Sell! 


Consumer Folder — 

A full line folder. Tells your “Inside Story” with words 
and pictures for mailing or pickup. 

Novelty Folders — 

Action folder with revolving wheel to illustrate your “In- 
side Story” graphically, memorably. 

National Advertising — 


Your “Inside Story” is supported with insertions in top 
nationally-circulating magazines. *Trade Mork 


Finst with the finest in Television 


Copyright, 1951, Allen B. DuMont Laboratories, Inc., Television Receiver Division, East Paterson, N. J., and the Du Mont Television Network, 515 Madison Avenue, New York 22, New York 
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NEWS BRIEFS 


oes CONTINUED FROM PAGE 168 exe 
Trade-in Data. The average age of 
etrigerators replaced during 1950 
is 13.7 years, according to a sur 
é conducted recently by Hot- 
woint, In About three percent o 
interviewed replaced units 


ne to four years old while less than 
ne percent replaced five to seven 


ar old model Over 70 percent 


wine Now G-E Lamp Division and Monowatt bring 
5 at you two new developments for table lamps. 


Record Sales 
Electric Product 
ix months of 1951 
head of the « 
1950 Net ear 
onth period were 
first half of 195¢ 


Set New Record. \ 

Westinghouse Electric { 

rst half of 1950 totaled $590,562, 

000, a new record. The previous six 
mth high was set in the final six 
onths of 1950. Net income for the 
t half was $31,564,000 


Launch National Campaign. Given 
Mfg. Co., manufacturers of Waste 
King garbage disposers has 
launched a nation-wide advertising 
npaign in consumer magazine 


he ads will highlight Waste King 


clusive” feature 
* 


Controls Guaranteed. Lectr vers 
Inc., has announced a new five-year NEW ‘ 
irantee on the complete control 
t on its deluxe automatic bla 
T} seat fo talle automnl G-E R-40 3-LITE BULB 
ne con $ ly , 
d need be set only once during a ... provides far better 
n. The standard lustry lar - light in table lamps 
eason standard in guar 
tee of one year on mothproofing $1.15 plus tax 


overall blanket performance 


cluded 
* 


Slow Market 
Los Angel 
irket was off 


1950 marke 


MONOWATT 
IMPROV-A-LITE 


+». converts table lamps 


Guarantee Prices. 1 rg t for 3-way light 
Co. has guaranteed its distrib THE f EATURES approximately $1.69 


one bulb for table lamps: 


G. E. brings together three sales features in ONOWATT 


A DEPARTMENT OF GENERAL ELECTRIC COMPANY 


1. New shape directs light both upward 
and downward ... gives indirect over-all 
light, makes seeing tasks easier. Easy To Install—Improy-A-Lite makes it 

§ & ' 

aa eee = easy and fun to rewire lamps for 3-way, 
2. New inside white finish—the “Q” coat indirect light. 
—diffuses light evenly, reduces glare. os . 
m m g ) & Kit includes an already wired socket, and 

3. Three brightness levels—150, 100 or Monowatt’s new Quick Clamp Plug (just 

Grid recipe Ge —_ $0 watts. clamps on the end of the wire). No elec- 
9 eiver division 1as 


; Poe ' trical connections to make. 
nsor - of S Featured in the newest portable lamps, N 
f tball round ‘ . : . . ; “us > . av j P 
ber 20. Each this indirect 3-lite can also be enjoyed in soa YOUF customers can have just the 
2 ; tight amount of light from their present 
table lamps for reading, entertaining, TV 
++. any occasion. 


old lamps by converting them with the 
Monowatt adapter. 
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ADVERTISING SOPPORT Commences with 


2 Big ads in the 


POST 


Sept. 29, 1951 


Plus 


TV—Fred Waring 
Show, coast-to-coast, 
October 7th... 


\ 
\ Plos 


NEWSPAPERS— 
Sunday comic 
supplements in 

28 big-city news- 
papers, Oct. 14th 


YOUR MERCHANDISING HELPS 


TWO POINT-OF-SALE DISPLAYS 


3 PANEL DISPLAY UNIT — 28” x 20”. 
Flashing light, behind lamp shade. Bulb and 
Improv-A-lite are mounted in position from 
stock by retailer. 


DEMONSTRATOR—11” x 14”. Comes with 
Improv-A-lite. Add bulb from stock. Available 
at cost of improv-A-lite. 


For table lamps, the indirect 
3-lite is the bulb of the 
future. So outstanding are 
the advantages that you 

can look forward to years 
of steady sales of the bulb 
and Improv-A-Lite. Here’s 
how to begin:— 


Your 
Promotion 


Plan 


1. Set up a display with 
adequate stocks of bulbs 
and Improv-A-Lites— 
together. Keep them there. 
Test promotions indicate 
that people consider them 


2 “HOW TO WIRE 

* LAMPS” 16 page 
booklet tells your customers 
how to convert their present 
lamps and make new ones. 
Shipped in reasonable 
quantities, no charge, with 
orders for Improv-A-lites, 


ADVERTISING 

* SUGGESTIONS 
Mats: 2-3 col. x 10”; 2-2 
col. x 6”; 1-2 col. x 8” 
Radio Spots: 1 minute 
announcements; 35 word 
chain breaks 
TV — 50-second commer- 
cial available on film at all 
Lamp Division _ District 
Sales Offices 


ENVELOPE 

© STUFFERS 
Describe the advantages 
of bulb and improv-A-tite. 
Available in quantity at 
cost of $.45 per hundred. 


a few days; come back 
later to buy. 


2. Use the promotional 
aids available and see that 
every interested prospect 
gets a copy of the “How to 
wire lamps” booklet. 


3. Check with your local 
utility. They may be pro- 
moting these products. 

A broad utility program will 
help bring customers into 
your store—perhaps you 
Can tie tn. 


You can put your confidence in— 


Fuowre Won 


WIRE 
LAMPS 


ADVERTISING 
GESTIONS 


se wenas @ ricerare 


Be Ready 


Sept. 26th to Oct. 10th 
From POST date through 
Fred Waring TV Show 
For full information 

See your G-E Lamp District 
Office or write Lamp 
Division, General Electric, 


Nela Park, Cleveland 12, O. 


See your Monowatt District 
Office or write Monowatt, 
Providence 7, R. I. 





NEWS BRIEFS 


meee CONTINUED FROM PAGE 172mm 


New Plant. Ampex Electric Corp 
manufacturers of magnetic tape re 
corders, has announced plans to 
build a new factory at Redwood 
City, Calif. The new building will 
expand the present plant’s capacity 
by five times and will be one of the 
largest of its kind in America 


Use New Plant. South River Metal 
Products Co. Inc., has begun pro 
ducing its line of antenna mounting 
brackets in its new plant in Sout! 
River, N. J 

* 


Change Name. The Operadio Mig 
Co., producers of a variety of elec 
tronic equipment, including mag 
netic tape recorders, has changed its 
name to the Dukane Corp. Owner 
ship, management, personnel and 
policies are unchanged 


Bigger Ad Budget. >ylvania Elec 
tric Products, Inc., in late July be 
gan dealer showings of its new 
television line and announced that 
it had doubled its original advertis 
ing appropriation. The firm also an 
nounced that it is planning to en 
ter from 10 to 20 new television 
markets. 


Reduce Prices. Shura-Tone Prod 
ucts, Inc., cabinet and phonograph 
manufacturers, in mid-July an 
nounced that it was issuing a new 
distributor price list covering lower 
prices on its line. The company said 
reductions were possible because of 
the recent purchase of a wood- 
working and leatherette factory 


Tube Guarantee. Thomas Electron 
ics, Inc., is now guaranteeing its 
cathode tube picture tubes against 
defects in materials and workman 
ship for six months from the date 
on which the tube is installed. If a 
tube is replaced within the war- 
ranty period, the replacement is also 
guaranteed for a six month period 


Swing To Big Tubes. Anticipating 
a heavy demand for large screen 
sets in the fall, the Magnavox Co. is 
aiming at doing at least 50 percent 
of its sales volume on 20-inch sets, 
president Frank Freimann said ré 
cently 


Report Profit. Scott Radio Labora- 
tories reported its first profit in four 
years during the 12 months ending 
May 31. Sales for the period wert 
more than 450 percent above those 
of the previous year 


Reduce Lamp Prices. Price cuts av- 
eraging four percent have been an 
nounced for quantity purchasers of 
Westinghouse fluorescent lamps 
The firm estimates consumers will 
save a million dollars annually be 


they pass along 


cause of the cuts. Compensation to 
wholesalers and retailers has been 
| raised to offset the higher discounts 


(Continued on page 174) 
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NEWS BRIEFS 


GOOD SELLING MAKES GOOD CUSTOMERS 


ee CONTINUED FROM 173 =e 


Record Order. One of the iargest 
orders ever placed for TV _ color 
converter wheels has been received 
by Celomat Corp. from CBS- 
Columbia, Inc. Celomat officials re- 
port a heavy volume of orders for 
their color wheels from manufac- 
turers and distributors 


Sales Meeting. W. H. Phelps, presi 
| dent of Sensation Mower, Inc., was 
presented with orders totaling more 
than one million dollars by sales 
representatives during the firm's 
second annual sales meeting. 


Defense Work. Approximately one- 
fifth of the total production of Hot- 
point, Inc., will be devoted to de- 
fense work in 1952, president James 











| 








J. Nance said recently. Two new 
Chicago tactories now nearing 
completion will be devoted to de- 
fense production as will an addi 
tional plant in Milwaukee 


Ad Winners. C. Bancroft of Sher- 
man Clay & Co., San Francisco, 
was the top winner in the June “ad- 
of-the-month” contest sponsored 
by Magnavox. A. J. Hiersman of H 
C, Prange Co., Sheboygan, Wis., 
and Julius Bronstein of the Radio 
Centre, Derby, Conn., were run- 
ners-up. 


Issue Rules, Official rules and entry 
applications for the $2500 merit 
award competition sponsored by the 
Fourth International Lighting Ex- 
position and Conference are now 
available. They may be obtained by 
writing the award committee at 
Room 818, 326 W. Madison St., 
Chicago 6, Il. 


A SALE in time builds nine > 


Appreciation Awards. Over $4,000 
in savings bonds will be awarded by 
Packard-Bell this fall to winners in 
Treat your customer right when she’s thinking its silver anniversary “appreciation 

: ¢ : bec : awards” contest. Winners will be 
of refrigerators, and you're on the track to a chosen among Packard-Bell TV 
series of future sales. Competition for her dol- owners in 11 western states who 
lar is plenty stiff in this “guns and butter” give their comments about Pack- 

’ . 2 . ° aT ; d-RB sets m se > na 2s 
economy. And the customer’s satisfaction with A ea p ard-t wx ; egg furnish = — 
m o * c - ot trriends who are prospects 
the things you sell is your best way to keep her f ae : 
coming back. oer < & 

That's why, when you’re selling a home ap- *; ise Promotion Item. Cory Corp. has 
pliance, it’s important that you stress the OWENS-CORNING : made available a promotionally 
advantages of Fiberglas* Insulation ... that ; FIBERG ~ priced age brewer to retail at 

s . * . LA ; $2.95. n announcing the unit 
you do a quality selling job on quality products. : 5 . 
; I : lling j juality } s saree Cory said that retailers could offer 
the brewer “as a legitimate $4.50 





Owens-Corning Fiberglas Corporation, Dept. 
104-I, Toledo 1, Ohio. 


consumer value.” 


* 
Large Ad Campaign. The largest 
single advertising campaign in the 
% history of Lightolier, Inc., will get 
ee ; ORR underway this fall with ads in lead- 
pee, * ing consumer magazines. Dealer 
FI BE << e& LAS A SWELL FEATURE TO HAVE... iids will also be provided. 


A SWELL FEATURE TO SELL! be 


APPLIANCE INSULATION *FIBERGLAS is the trode-mark (Reg. U. $. Pat. Of.) of Research Space. Belmont Radio 


Owens-Corning Fibergias Corporation for products Corp., manufacturers of Raytheon 
made of or with fibers of glass 


OWRNS 


television, will devote more than 
40,000 square feet of floor space in 
a newly acquired building in Chi- 


FIBERGLAS IS IN YOUR LIFE...FOR GOOD! cago to research, engineering and 


pilot production 
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THE QUALITY OF REA TUBES 1S UNQUESTIONED 
wR 


4500,00 


ere 


ae 


am. 1} eo 


— — 1952 


—— 


WY cynielanty.. fulus/ 


RCA kinescopes incorporate 
the experience of the 


oldest mass-producer of 





picture tubes in the industry 


—_— 


It is a well-established fact that more RCA kinescopes 
are now in active service than any other brand... 
over 414 million since the advent of commercial tele- 
vision, when RCA pioneered the first large-scale 
production of kinescopes. 


Significantly, many RCA kinescopes installed four and five 
years ago are still giving good performance today, providing con- 
tinuous reliable service year after year. Yes, RCA picture tubes 
of all types have consistently given outstanding performance. 


RCA’s kinescope quality means substantial savings to dealers 
and servicemen, in fewer call-backs and “out-of-pocket” replace- 
ments. In the long run, it amounts simply to this . . . stocking 
RCA picture tubes is good business . . . as any long-term user 
of RCA kinescopes will tell you. 


Your local RCA Tube Distributor carries a complete line of 
RCA picture tubes. See him the next time you buy kinescopes 
for replacement. 


Keep informed ... keep in touch with your RCA Tube Distributor 


(t AN RADIO CORPORATION of AMERICA 


/ MLECTROM TUBES HARRISON, Hd 
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Now Evans: Offers x 
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Order Your units NOW to get 
Set for peak Profits—be Sure 


to ask your Evans distrib. 
Utor for the complete free 


Promotion Package on the 


Golden Contro} Tower— it's 
90F loca] ads, banners pub. 
licity, radio SPOts, product 
'995—everything YOu need 
: to pull in the Prospects. 
« 
. 
° 








re 
’ uae’ \ mi 


\ 


Automatic Heat... 


UCLA 4 
olden Control Tower 





THAT MODULATES HEAT OUTPUT AUTOMATICALLY WITHOUT ELECTRICITY 


© Automatic heat ... for years one of the high-cost optional 
features available for use on home heaters... 
on the Evans home heater line at no extra cost to the buyer. This 
revolutionary advance gives you EXTRA SALES POWER that will 
put EXTRA PROFIT in your pocket this fall. Present stocks of heaters 
are low—there is no big carry over from 1950— 1951 production 
is less than the market will absorb—that adds up to one of the 


is now available 


biggest selling and profit opportunities in years Evans home 
heaters give you styling, performance and features that are un- 
matched in the industry —Evans gives you competitive prices that 
spell value to the buyer—and now ... Evans gives you the out- 
standing sales features of the year... gas or oil... every Evans 
Home Heater can be equipped with the revolutionary Golden 
Control Tower that provides automatic heat at no extra cost 


NO DEALER COULD ASK FOR A MORE POWERFUL SALES ADVANTAGE 


now... ONE TURN OF THE KNOB 


ON AN EVANS nome Heater ENABLES THE CUSTOMER 


yt 


~_. Wake up in a warm house without work, 


as Save up to 50% on fuel in mild weather— 
save fuel every day of the heating season. 


= _ Modulate fluctuating temperatures that 
often cause the common cold. 


N 
lo salesman could have Stronger sales points to sell with 
No dealer could have a Stronger combination to make 
money on 











TO 


aa 
Sf: 


Eliminate the inconvenience caused by 


the attention and adj 
; jUstments i 
by ordinary heating units. ae 


Pl F 
7. Enjoy all the benefits of automatic heat 
- + + without electricity . . h 
Evans heater is used. an 
Paha 
a Get all the convenience and comfort ad- 


vantages provided b 
Portis Y a $33.00 wall 


to the leader... EVANS 
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Hitch your wagon fo a star 
with these 2 lines! 


1. THE WASHLINE 


is your market... 50,000,000 
women strong (or, rather, weak) 


rhe sky’s the limit if you get set now to tap the 
automatic dryer market! Fifty million women 


still are using washlines and not liking it. 


The automatic dryer ends the most backbreak- 
ing washday job, gives sweeter, more sanitary 
wash than sun drying. So move in with one of 
the best-known names in the home laundry 


field Lovell 


Lovell introduced a dryer more than 11 years 
ago, and today makes tumble-type drying units 
for APEX, BARTON, CONLON, DEXTER, HAAG, 


HORTON, THOR, and others. 


With the washline, and Lovell’s sales line (see 


right), you’re on the way up! 


*Y-p, 
+ "Pas, 
Y tr:  Preve 
rap, "Selo, 
‘4'4 


5é1ng if User 
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ELECTRIC AND GAS 


DRYING UNITS 


LOVELL MANUFACTURING CO. » ERIE, PA. unis wee ania 
SINGLE DIAL CONTROL 






Also makers of famous Lovell Pressure Cleansing Wringers 








FRIGIDAIRE Range 


Frigidaire Div., General Motors Corp., 
Dayton, 1, O. 


Model: New 40-in. range for smaller 
budgets No. RO-20 

Selling Features: Designed for smaller 
family budgets; Raymond Loewy sty- 
ling ; slanted front: 1-piece flowing top 
with cooking top lamp: porcelain finish 
inside and out; new twin-unit even-heat 
oven 16 in. wide, 19 in deep, 20 in 
high; two 6-in. and one 8-in. radian- 
tube cooking units; Thermizer cooker ; 
Cook-Master and Simpli-Matic oven 
controls allow automatic cooking, 
baking and roasting in oven; large 
full-width and single-width storage 
drawers. 

Electrical Merchandising, Sept. 1951 





FRIGIDAIRE Refrigerators 


Frigidaire Div., General Motors Corp., 
Dayton, 


Models: 2 new Frigidaire refrigera- 
tors: Master model MO-81P, and 
Standard model SO-110. 

Selling Features: Master model fea- 
tures porcelain-on-steel exterior with 





acid-resisting porcelain interior; has 
8.1 cu. ft. capacity; stores up to 41 lbs. 
frozen food in full-width super-freezer 
chest; 8 Ibs. ice can be frozen in 
Quickube trays; other features in- 
clude Frigidaire Meter-Miser, full- 
width plastic Chill Drawer ; adjustable 
shelves and 2 “stack-up” Hydrators 
for keeping fruits and vegetables fresh. 
11 cu. ft. Standard model has ap 
proximately 21 sq. ft. shelf space; 
features Meter-Miser, full-length door 
with vertical latch; large Super 
Freezer with 29 lb. frozen food capac- 
ity; acid-resisting porcelain interior ; 
4 full-width shelves including 2 half 
shelves and a swing-down utility shelf ; 
2 Hydrators of 23.4 qt. total capacity 
that can be stacked; cold storage tray. 
Electrical Merchandising, Sept. 1951 





Oe: 


DEEPFREEZE Freezer 


Deepfreeze Appliance Div., 
Motor Products Corp., 

2301 Davis St., North Chicago, Ill. 
Device: 
freezer. 
Selling Features: Capacity has been 
increased from 12 cu. ft. to approxi- 
mately 13 cu. ft.; improved finger-tip 
release handle unlatches cover at 
slight pressure; a larger utility basket 
has been incorporated as well a 1-side 
latch basket with removable rack for 
double deck freezing and storing—the 
side opening permits removal from 


Improved Deepfreeze home 


lower deck without removing foods 
above; removable double deck rack 
can also be used as a cake cooler when 
not in use in the freezer; “Menu- 
Maker”—a set of 4 colored pint size 
aluminum containers on a rack for 
freezing and reheating “planned-over” 
or left-over foods; dual signal lights 
one on each side of temperature setting 
dial—one light shows when motor is 
in operation, the other, a red signal 
light shows when temperature rises 
above 18 degs. F.; new front has white 
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enameled face with the Deepfreeze 
insignia at upper right, streamlined 
chromium strip across front. 
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K-M CHEFSTER Deep Fryer 


Knapp-Monarch Co., 
Bent & Potomac Sts., St. Louis, 16, Mo. 


Device: K-M Chefster deep fryer and 
7-in-1 multi-purpose coher, No. 55- 
500. 

Selling Features: Deep fries, cooks, 
bakes, steams, warms, pops corn, 
blanches and serves as an electric chaf- 
ing dish at the table; consists of deep 
easy-to clean, 3} qt. Thermo-pan; 
highly polished aluminum base with 
1000-watt Dura-Life embedded ele- 
ment; wire utility rack for steaming, 
warming and baking; generous capac- 
ity contoured basket with convenient 
handle and easy drain, no-drip basket 
support; heat resistant glass lid with 
plastic knob; black plastic carrying 
handles and insulated feet allow use 
on dining tables; special pop-corn 
measuring cup accurate temperature 
control regulates temperatures from 
100 to 400 degs F ; bezel indicator light 
shows when proper deg. heat has been 
reached; 115 volts, a.c. 

Price: $31.50. 
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WESTINGHOUSE Electric Sheets 


Westinghouse Electric Mfg. Co., 
Mansfield, O. 


Device: New electric sheet available 
in choice of decorator colors and with 


single (No. ES-511) or dual (No. 
ES-512) controls. 

Selling Features: Colors include maise, 
blue and pink as well as white; new 
sheet is made of mercerized broadcloth 
with high callander finish; 70 in. wide, 
84 in. long; has a warmed area 54x70 
in. sufficient for standard double bed; 
can also be used on twin beds; an 11-in 
non-heated area is provided at foot end 
for tuck-in; newly designed “auto 
matic watchman” control in orna 
mental powder box of molded plasti 
finished in gold; neon signal glows 
when switch is turned on; control dial 
is index marked for wide range of 
warmth selections; control can be 
placed on night stand or in a metal 
hanger that clips to side rail or head- 
board of bed; copper alloy wires 
helically wound on rayon core for 
flexibility; all electric parts insulated 
and sealed with waterproof plastic 
coating for easy washing; bi-metal 
strip type thermostats built into cir- 
cuit; 115 volt a.c. 

Offered in new merchandising pack- 
age designed for window and counter 
display; controls are packaged sep- 
arately to allow retailers maximum 
flexibility in display and sale. 
Electrical Merchandising, Sept. 1951 


REGINA Polisher 
Regina Corp., Rahway, N. J. 


Device: Regina model S. polisher. 


Selling Features: Twin-brush pol- 
isher and scrubber; features new 
center handle construction; 1-piece 
housing; 1-piece base; new power 
unit assembly; 4 h.p. a.c.-d.c. motor; 
power transmitted to brushes by 
worm gear and bronze wheels; brush 
speed 600 rpm; brush diam. 6 in., 
12 in. spread; Tampico and Palmetto 
fibres; baked enamel finish; zinc 
alloy castings; heavy duty, non- 
marring bumper; molded rubber 
handle grip; weighs 174 lbs.; stand- 
ard equipment includes a pair of 
combination brushes for waxing and 
scrubbing; 1 pr. Tampico polishing 
brushes and 1 pr. reversible felt 
buffing pads; brushes are change- 
able without tools; kit available as 
extra equipment includes equipment for 
sanding floors, tables, desks, edging 
floors, steel- wool cleaning linoleums, 
tile, wood, etc. 

Price: $64.50 
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Its the Shape that 
makes the diffentuce | 
The General Mills 
[treat [ron df= 
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RITZ Rotisserie 


Marlun Mfg. Co., 
22-28 W. 21st St., New York, 10,N.Y 


Device: Ritz “Black Angus” infra-red 
itisserie No. 747 
yelling Features: Combination rotis 
erie and broiler ; roasting and broiling 
urea 12x74x10 in glazed ceramic 
eating unit 2-heats 145 
gh and 450 low; heavy gauge metal 
onstruction triple plated, 
vall insulation to retain heat lon 
t pit with adjustable skewers 


1 
ling 


also remov 
Bakelite handle on n and toy 


Bakelite | t uninum wel 


G-E Cleaner 
General Electric Co., Bridgeport, Conn 


Device: New G-E upright tank type 
cleaner, No. AVC-815 
Selling Features: New swivel-top fea 
ture makes it possible to clean entire 
average-size room from one central 
point—extension tubes and hose fit into 
rotating cap of cleaner which gives a 
reach of over 8 ft. in every direction 
without moving cleaner ; motor 
mounted in base, makes it tip-proof; 
can be pulled along while in operation ; 
glides easily over rugs and sills; has 
dirt storage capacity double that of 
conventional tank-type cleaners; dis 
posable dirt bag; diffused exhaust sys 
tem; complete set of attachments with 
holder; dirt bag is gathered at neck 
so user need not touch dust or dirt 
cleaner can also be operated without 
bag; no air blast to stir up dust while 
cleaner is in operation, since exhaust 
system is designed to diffuse air uni- 
formly through narrow slot around 
circumference of cleaner; quiet in op 
eration rubber mounted motor 
equipped with noise suppressor ; attach 
ments include 2 extension tubes; up 
holstery nozzle; dusting brush, floor 
1 wall brush crevice tool, utility 
demothing bag, liquid sprayer 
wide rug nozzle with adjustable 
; each attachment is aluminum 
plastic, and fastens securely to 


se or extension tubes and locks o 
is released by press of button; basket 
type “caddy” attachment holds tools 
loosely in basket section while a fitted 
section holds hose and wands; cleaner 

11 in. diam.; 134 in. high; weighs 
17} Ibs.; 2-tone gray finish, chrome 


and polished aluminum trim; step-on 


ontrol at base 
Price: $99.95 complete with attach 
ments, caddy and 3 extra throw-away 


Mags 
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K-M Vapomatic 


Knapp-Monarch Co., 
Bent & Potomac Sts., St. Louis, 16, Mo 


tee K-M_ 8-hr 
ermostat control 
) features 
wrizing time and greater safety 
onstant refilling or clock-watchir 


t, aluminum, rust-resistant ; 


mipa 
tachable, patented, extra large me 
icant cup; steam passes through sat 
irated cotton, giving off clean med 
icated vapors; cool Bakelite feet and 
andles; has 44 pt. capacity with def 
markings indicating 2, 4, 6 and 
vaporizing periods; directional 
spout delivers constant, concentrated 
flow of vapor; K-M Dur-A-Life em 
bedded element; thermostat automat 
ically switches current off should va 
porizer boil dry; 250 watts, 115 volts 
a.c. only 


Electrical Merchandising, Sept. 1951 


HOLLIWOOD Deepfry 


Finders Mfg. Co., 
3669 S. Michigan Ave., Chicago 5, Ill. 


Holliwood automatic Deepfry 


Selling Features: “Extra-large” fam 
ily size deep fat fryers; capacity 134 
cu. in. or 9 pts. cooking compound; 
also operates efficiently on 3 pts 
enough to fill well to measuring line; 
1320 watt ac. G-E Calrod heating 
unit; has free-flo spigot; cover and 
cord set; Bakelite plastic parts, ¢ hrome 
finish; precision thermostat maintains 
proper temperature automatically, pilot 
light goes out when cooking compound 
is ready. 5-year guarantee. 
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NUTONE Heat-A-Lite | 


Nutone Inc., Madison and Red Bank Rds., 
Cincinnati, 27 O. 


e: NuTone Heat-A-Lite 

Selling Features: Combination ceiling 
fan-forced heater and overhead light; 
suitable for use in bathrooms, tourist 
camps, motels, cottages, trailers, and 
farm uses; does not take up scarce 
wall space; provides greater safety for 
installation in confined areas; provides 
uniform warmth through entire room; 
iates forced heated air downward; 

ns over 100-watt bulb casts 

hting over entire room 


radi 


radiates “deep-down” heat from 1325 


Chromalox element: 115-120 
only; delivers 4600 
ivailable in two models 
No. 900 has white grill finish; N 
()1 is rome grill Magic D 
hern tic control is available 
1 compact, easy to 
mitlet box with 3 
> 


ile 60 cvele 
s vi i 


to 5000 btus 


units: heatet 
ght lens in one t 
" itlet box in other 
900, $49.95; 901, $54.95 
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FARBERWARE Percolators 


S. W. Farber Inc., 
415 Bruckner Blvd., New York, 54, N. Y. 


Models: Farberware Robot automatic 
percolators Nos, A-18, A-10 and A-12. 
Selling leatures: All models equipped 
with valve type pump; Flavor-Guard 
Robot thermostat automatically con- 
trols percolating until coffee is brewed 
based on temperature and time; then 
shuts off; automatically maintains cor- 
rect drinking temperature for hours; 


nothing to set or forget; 550 watts, 
a.c.; A-18 has 8 cup capacity, A-10 
and A-12 have 10 and 12 cup capacity 
respectively; all models chromeplated 
inside and out; A-18 has modern de- 
sign; A-10 and A-12 have classic de 
sign; Bakelite, burn-proof handles. 
Prices: A-18, $22.95; A-10, $25,95; 
A-12, $26.95 ($1. higher west of Mis 
SISSIpp1. ) 
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The makers of 
>) 


<9] 
)' 


. HELPS YOU SALVAGE SALES! 

fou have a real selling tool in No-Rinse Surf—to 
a wringer-type machine to those pros- 
want an automatic but are afraid of the 
price! New Surf’s “no-rinse” feature takes the work 
( f conventional washing. The wringer does the 
“rinsing”’—dirt rolls out! Yet Surf is a natural for 
automatics, too! 


put acre 


pects who 


No-Rinse Surf is the one and only non-soap detergent that 


all these manufacturers recommend for their machines! 


2. HELPS KEEP CUSTOMERS HAPPY! 

You've made a solid sale, when you suggest Surf 
for use in your machines. For No-Rinse Surf 
leaves clothes free of any trace of scum. Even 
leaves the machine dazzling clean! No matter 
how hard the water, No-Rinse Surf floats the 
dirt away. Down the drain it goes—and the tub 
stays bright and clean! 


Free Years Supply of q 


NO-RINSE SURF 
with every washing machine 


© 


-— 4 


3. AND—HERE'S A PROVED SURF DEAL 
THAT PULLS CUSTOMERS IN! 

Dealers all over the nation are capitalizing on the 
enormous success of No-Rinse Surf by offering a 
free case with every purchase of a machine! It’s a 
promotion with proved pulling power! For full de- 
tails of the plan, write Lever Brothers Company, 
Dept. 379, 80 Varick Street, New York 13, N. Y. 


P.S. 11'S THE ONLY WASHDAY PRODUCT APPROVED BY THE U.S. TESTING CO. FOR “NO RINSING,” TOO! 
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Meet G.E's newest salesman... 


Starting September 17th 
on the GARRY MOORE show 


...@ lively variety program that reaches 
your best customers! 





Here he is... GARRY MOORE .. . the new super-sales- 
man for G-E Small Appliances . . . star of the show that 
was voted ‘“‘tops” in daytime TV entertainment by the 
ladies (your best customers). It’s a great show to a great 
audience from coast-to-coast . . . covering 52 important 
markets, including yours, every Monday, Wednesday and 
Friday afternoon. Check your newspaper for local time 
and station. WATCH for the show—and let your custom- 
ers know you have the G-E Appliances it features! 








/ 
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E SMALL APPLIANCES 


G-E VACUUM CLEANERS, TOASTERS, MIXERS, CLOCKS AND 
AUTOMATIC BLANKETS STAR IN THE GARRY MOORE SHOW! 


You'll get plenty of selling support this fall— because Garry will be 
demonstrating and selling all G-E Small Appliances on his show. 
Your customers will see these appliances in actual use right in their 
own homes! It will pay off for you to tie in with the show and display 
these same G-E products in your store where the customer will see 
them. See your G-E distributor for product display materials! General 
Electric Company, Bridgeport 2, Connecticut. 


Lovely ILENE WOODS. Featured feminine vocalist 

AS j : on the Garry Moore show .. . another star salesman 

to help y sale ES iance 

WARD KIRBY. Announcer: o help you boost sales of G-E Small Appliances 
DUR . & salesman K this Fall 

comedian and G-E sales eg EN Cars oe 

extraordinary --- voted one ? ia Singer, ; 

; yular announcers audien,.,. 22 torag, 

the 10 most por Nes al] adio 

f H. P. Davis An- ~ OVer ¢} 


4rist 
“ and Ty 
winner 0 © Country 


nouncers Award 


Watch GARRY MOORE and his G-E sales force | A BI 
sell more G-E SMALL APPLIANCES than ever... G PLUS FOR You: 


right in your customers’ own living rooms! General E 


lectric jg 
the bigg =e a 


als acki 

om bac king al] G-E proc 

. mars Magazine advert 
ads in full ¢ 


ducts with 
ising eve 
‘olor and r 
vy Eve and black-; 
ational m; ening Post, Look and a 
a Nagazines, is au Many 
ac vantage of ins “ & great Oppor- 
! bring 


Tell your customers about the GARRY MOORE White in Life ~ 

TV Show ...ask them to tune in every Monday, other leading - eae 
Wednesday and Friday afternoon . . . starting tunity to take 
September 17... on CBS-TV.. . check your ee that wil : 
local newspaper for time and station. Then “member, this progr, more appli lling 
TIE IN with promotion materials . .. CASH IN mam 18 building 


on the program’s tremendous popularity. 














SMALL APPLIANCE DIVISION 
GENERAL @@ ELECTRIC 
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Preferred power on portable paint-sprayers — one of many 
hundreds of applications on machines, tools, appliances 
ndustry, construction, railroads, oil-fields, and on 
ind appliance or farm and home 


= sure way to get the best in air-cooled power 


insist on Briggs & Stratton, the recognized 
leader. No other single-cylinder, 4-cycle, 
air-cooled engines are so universally preferred 
by manufacturers, dealers and users alike 
griggs & Stratton Corporation, 
Milwaukee 1, Wis., U.S. A. 


In the automotive field Briggs & Stratton is the recognized leader 
and world’s largest producer of locks, keys and related equipment. 
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has 8 cu, ft 
has 13 cu. ft 
signed to go 
equipped wit 
orator, sealed 
cum 


and 
rage baskets 
as Of 
model has 
$209.95: No. 852, 
51, $339.95 
' 1951 
SETH THOMAS Clock 
Seth Thomas Clocks Div., General Time 
Corp., Thomaston, Conn. 
Vodel: B 


elwyn electric alarm 


Yelling Features: Hardwood case suit 
bl contemporary or period set 
: mapl 

ond lish = self-stz y movement 
equippe 1 witl alarm; Belwyt 
1as pl iin dial in green tint with 


} | 
merals an ands darker 
7 2 4 


ume rals and 
Z anny 
lisl ii d 
DOMINION Corn Popper 
Dominion Electric Corp., Mansfield, O 
VU erchandising, Sept. 1951 adel a oe a ee 


nh popper 


1 
eiwyn 


lling Features: Has 4-qt. capacit 
no stirring or shaking necessary; sep 
arate popping bowl has ol plastic 

indle; polished aluminum, cool hi 
dles and feet; ttachable cord; 600 
watts, < ( 25 volts; can 
4 also ve used 10 ‘ Ss, Vegeta bles 
stews, make frostings, candies, pud 

eal «a li | x and | 


W 

gs, ‘ ting baby bottles 
- A “G Nineties” hostess set of 
$15 oz. glasses and 4 glass bowls is 
also included with each corn popper 
Electrical Merchandising, Sept. 1951 


DOMINION Automatic Iron 
Dominion Electric Corp., Mansfield, O 
Vodel: No. 1011 Dominion “Adjusto 

* automatic iron. 

Features: “Adjusto-Cord” re 

ri or left handed iron 

ol, maroon plastic handle de 

s to give natural grip; 20% 

larger soleplate saves time and work; 

1000 watt element embedded in pol 

ished s - ial alloy aluminum soleplate 
weighs 3 Ibs. 7 oz.; a.c. only. 
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Fan-Glo HEETAIRES 
Markel Electric Products Inc., and 
La Salle Products, Inc., 
143 Seneca St., Buffalo 3, N. Y. 
lodels w Automati Fan-Glo 
etalr , and V1 


kinds of 





t ted infra-r rays and fan 
for he ; equipped with Neo 
—_— lo eler ; dial automatically cor 
rols the heater to prodt and main 
KING Freezers neces 


King Refrigerator Corp., ao ee Sarees 8 2008 CF Weer 

7602 Woodhaven Blvd., “gar we aig cg date 
Glendale, L. 1., N. Y md Counter-clockwise for “cooler ) ; 

a 1320 watt unit; No 
type home and far has a 1650 watt unit; both models 

freezer ( , 852 and 1351. induction type motor for 
Selling Features: No has 4 cu 50-6 a.c.; high gloss baked 


it. capacity ilds approximately 150 


\s. frozen food; measures 27x25x36 Electrical Merchandising, Sept. 1951 
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Another Raytheon Another proof of Raytheon dependability ! 


LIFETIME 


h 


HERE'S ANOTHER PROOF of the dependability of Raytheon it hays to pu sh 


TV! Fornow... Raytheon offers a lifetime guarantee 
on all parts except the tubes in its famous ‘‘Ray-Dial” 
Continuous Tuner! 


THERE'S GOOD REASON for this offer. Because Raytheon 
engineered and builds its own “‘Ray-Dial” Tuner. It’s 
a unique mechanism, designed for trouble-free per- 
formance ...a minimum of moving parts, less things 
to get out of whack. And it’s a continuous tuner... 
you tune TV just like you’d dial a radio... simply, in diidtidiidaenes 
easily, accurately. —Model C-2006— big 20” 
THE HEART OF THE TV SET, the tuner is mighty important Soe’ eal yates 
to any TV buyer. And this lifetime guarantee on the ashe — 
“‘Ray-Dial’’ Tuner can be mighty important to you! 
So tell the story . . . and sell more Raytheon TV. For 
further information, contact your Raytheon distrib- 


utor or write us. 


BELMONT RADIO CORP. 
5921 W. Dickens Ave., Chicago 39, iil. 


idi RAYTHEON MANUF le 
Subsidiary of EO ANUFACTURING CO Raytheon TV Presents 


Guarantee applies only to original registered JOHN CAMERON SWAYZE 
* owner. Covers replacement only on ail parts Sundays on NBC. See local 
except tubes. paper for time and station 
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The Great New “330-SERIES” 


® 


GAS HEATER 


Offers Value That Beats 
Any and All Competition! 
= 








A 
“Natural” 
for 
Appliance 
Dealers! 


Model 330-8 
with Manval Pilot 


de) hl 


RETAIL 
*Zone 1 f 


Priced Amazingly Low! 


Never before has so much honest-to-goodness quality and perform- 
ance been built into a vented gas heater at such a low price as 
the new “330-Series’ WARM MORNING! 30,000 BTU input... and 
retails for only $59.95 with manual pilot or $69.95 with Baso 
100% Safety Pilot. Also available with Unitrol at slightly higher 
price. Combines all the important features of the larger WARM 
MORNING models into a compact heat producer. Specially 


designed burners with unusually deep ports insure top performance 
with all L-P Gases. 


Here are a Few of the Many Big Selling Features 
Handsomely designed cabinet fine PB Heavy cast iron, precision-drilled 
ished all over in genuine life-time, center-entry burner . . . specially 
two-tone Porcelain Enamel. engineered for high efficiency. 
Large radiant glass front. P Wide choice of controls . . . fully 
Exclusive “Inclined Convector Tube” t tic, se t ti I 
in bustion chamber insures top 
ccs and big heat output. 
Burns all types of gases. 








P Sturdily built of heavy gauge steel. 
Has built-in draft diverter. 


WARM MORNING has a Complete Line of GAS HEATERS 


AGA Approved — equipped to burn all types of 
Gases — Natural, Manufactured, Liquid Petro- 
leum, and LP gas-air mixtures. 


Unercelled 


e REPUTATION 

@ QUALITY 

e PERFORMANCE 

e APPEARANCE 

e VALUE 340 SERIES 
40,000 BTU Input 


Send for 


Catalogs 


Get the full facts! See your distributor or 
write for Free catalog on the complete Warm 
Morning line. 


LOCKE STOVE COMPANY 


Dept. K 114 W. 11th St. Kansas City 6, Mo. 


(TG-518 


360 SERIES 
60,000 BTU Input 


MODEL 322 
85,000 BTU Input 
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STEAM-O-MATIC 
Steam and Dry Iron 


Rival Mfg. Co., 
22nd St. & McGee Trafticway, 
Kansas City, 8, Mo. 


Model: Steam-O-Matic steam and dry 

iron No. RSOOBK, carrying case com- 

bination 

Selling Features: New combination 

iron and carrying case for traveling 
handy storage; Steam-O-Matic 

veighs only 3 lbs.; uses ordinary tap 


water; features a Tilt-Top for visual 
10-sec. filling ; carrying case finished in 
blue alligator simulated grain and lined 
inside; case has a removable Fiber 
glas insert; also has own lock and 
key 
Price: we R500BK Combination, wit! 
carrying case, $22.95; separate Stean 
O-M atic, R500B, $19.95 

j fr 
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HANDYHOT Handyfryer 


Chicago Electric Mfg. Co., 6333 W. 
65th St., Chicago 38, Ill. 


Device: Handyfryer deep fat fryers 
Nos. 3102 and 3101 
Selling Features: Fries, bakes, warms, 
etc; temperature control keeps oils at 
accurate cooking temperatures auto 
matically; “Temp-O-Lite” tells whet 
temperature 1S 
reached; specially constructed lid fits 
snugly over basket handle for protec 
tion; range type Chromalox element 
1050 watts, 115 volts in No. 3102; 
1200 watts, "120 volts in No. 3101; a. 
\ 1-ples e plate aluminum mirror 


correct cooking 


SEPTEMBER, 


finish cooking well with rounded cor- 
ners; plastic handles and legs; self 
draining basket; special bracket holds 
basket over cooking well 

Price: $26.95 
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DORMAY Sleeping Pad 


Dormay Products Co., 
612 N. Michigan Ave., Chicago, Ill 


Jevice: Dormay electrically warmed 
mattress pad 

Selling Features: Maintains constant 
temperature 14 degs above body tem 
perature; is placed on bed under sheets, 
similar to conventional mattress pads; 
nothing more than a light cover is 
needed to keep sleeper warm; water- 
proof, can be washed in soap and 
vater; not foldable in use; can be left 
m bed all year round; available in 
full and twin bed sizes; carries 5-year 
1arantee. 

Price: $23.95 (slightly higher west.) 
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HOTRAY 


Salton Mfg. Co., Inc., 
74 Reade St., New York 7, N. Y 


lodel: Hotray Superb. 

Yelling Features: Ra-Grid radiant heat 
glass unit in redesigned tray 16x24 in. 
nirror finish; metal frame with 2 e asy- 
arry full end black ebonite handles; 
hard rubber legs; detachable cord; a.c. 
nly, automatic thermostatic control 
Price: $34.95 
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YOUNGSTOWN KITCHENS Cabinet 
Mullins Mfg. Corp., Warren, O. 


vice: New 48-in. cabinet sink model 
Selling Features: Features twin bowls 
and a hide-away cutlery shelf; 48 in. 
high, 36 in. high, 24 in. front to back; 
each bowl 7 in. deep and part of a 
1-piece porcelain on steel top with 4-in 
backsplash and impressed soap dish; 
chromeplated swinging mixing faucet ; 
both bowls have crumb cup strainers; 
a food waste disposer may be attached 
to either bowl; cutlery shelf has 3 
compartments and is attached to right 
hand door; sound-deadened doors; 
soap box rack on left door, recessed 
toe and knee space and a large under 
sink compartment of hi-bake ename! 
are other features 
Price: Suggested price $129.95, ($134 
5 Denver and west.) 
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lucroase Store Wattie 


with the colorful, new 


Two-TONE REGENT 


Here’s a new idea in washers that women will want to 
see — sunshine colors setting off in sparkling fashion one 
of America’s finest washers. 


The very newness of the colorful REGENT will bring women 
into your salesroom and increase store traffic — now, just 
when it's needed most. 


The REGENT has been styled by a nationally known de- 
signer in a carefully selected two-tone combination that will 
blend with the color scheme of any home. The color feature 
opens the door to many sales promotion possibilities and 
gives you a strong, new sales approach. 


The same beautiful styling and deluxe features are avail- 
able in the GIANT model in gleaming white and Dupont 
Dulux enamel with chrome trim. Two other sizes, including 
a fully skirted promotional model complete the line. 


Get the facts and you'll want the line! The liberal discount 
structure on Woman's Friend washer earns you up to 10% 
more profit! REGENT’S color adds up to new sales appeal, 
more store traffic and a colorful tune on your cash register. 





VEE 


CELE LLLE LMA LLL 


MODEL RPT* 





Tun 


[ 
4 


una” 














AUTOMATIC ELECTRIC TIMER 


This is not just “another” 
timer — it is exceptionally 
high quality. Simply set dial 
for number of minutes wash- 
ing action is required 


LONGER-LIFE PARTS 


An outstanding feature! 
Brass agitator post (exclusive 
feature)— cast iron  trans- 
mission housing — steel cut 
and cast iron gears—bronze 
bushings, etc.— but nary a 
pot metal part! 


Get the Facts on the Complete 


FAMOUS LOVELL WRINGER 
Dependable Lovell wringer 
equipped with fool-proof 
safety device and other 
proven Lovell features such 
as large 242” rolls with ad- 
justable pressure 


MODERN ~ EXCLUSIVE 
a 


Fully skirted treatment and 
blended pleasing design 
make this REGENT model 
tops in eye appeal and sales 
appeal. Looks well in any 
surroundings — city or farm 


Woman's Friend Line 


EXCLUSIVE 5-YEAR WARRANTY 


Reflects manufacturer's con- 
fidence in the washer 
backed by a half-century of 
“know-how.” Superior parts 
and workmanship make this 
possible 





@ 
AL 





MODEL EP* 
$134.95 


TROUBLE-FREE POWER UNIT 
World Famous GE. 1/3 HP. 
motor removes any doubt as 
to motor quality and ade- 
quacy. Higher powered than 
most washer motors — needs 
no oiling. Fully guaranteed 


Womans y Fadondl WASHERS 


eg CORPORATION 


MODEL &P* 
$114.95 


MODEL KPT" 
“All prices shown $154.95 


include pump 


If you like to pocket more profit and reduce 
service calls, this is the line for you! Four 
attractive models cover the price range and 
size requirements — all built to the same exact- 
ing standards of quality that have earned for 
our washers the name — Woman's Friend. 
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RuBBER “a0 st 


CENTRAL Findlay, ~ 


DEPENDABLE WASHERS FOR 5 0 YEARS 
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Hand Yourself a Medal 


Here’s a meritorious conduct medal you 


can show with pride if you have made it a policy 
to supply appliances equipped with heating ele- 
ments of Nichrome*—the world-famous alloy 
developed and perfected by Driver-Harris. 

For Nichrome is the hallmark of dependa- 
bility and trouble-free operation—the standard 
of quality in electrical heating alloys 

By making sure every electrically heated 
appliance in your line is heat-powered with 
Nichrome, you render distinguished service to 
each and all of your customers. 

In fact, when you specifically request your 


supply Nichrome 


manufacturing sources to 


Nichrome 


heating units, you not only benefit purchasers, 
but you, yourself, profit in a big way—through 
word-of-mouth recommendation, quicker turn- 
over, repeat business, prestige that keeps cus- 
tomers heading for your store. 

Such sound judgment on your part, and 
helpful service to others, deserve a medal—like 
the one shown above. Different from ordinary 
medals, which modesty forbids their recipients 
to publicize, here is one you can talk about to 
everybody; since dependability in electrically 
heated appliances is of vital concern to home- 
makers from coast to coast. And “D-H” signi- 
fies dependability plus: DEPENDABLE HEAT 
with NICHROME. 
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PERFECTION Oil Heaters 


Perfection Stove Co., 7609 Platt Ave., 
Cleveland 4, O. 


Device 
heater, No 
relling 

} 


vaporizing burner, 
trol and constant level valve; p: 


Perfection oil-burning 
At 3? 


Features 


Has efficient scl! 
combination oil cot 


TCE 


lain enameled removable top grille; 


convement 

clean-out 

regulator 

output 

large louver 
j omens 


sides , automat 


pact design, silver-spray brown 


enamel finis 
ivailable as 


) 


lighting 


distribut 


areas In 


tube ; 
automs 
u_s—per 


? Ff +] r ” 
draft regulator; co 
bak« 


a thermostatic contro 


an accessory. 
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B & L Paint Remover 


B & L Tool & Machine Co., 
East St., Plainville, Conn. 


L/evice 


Sellin 


) Features 


Paint, paper or putty remov 


Can also be used in 


laying linoleum and asphalt tile; op 


erates on 


flat, 


curved or irregula 


surfaces such as mouldings, boats, etc; 


weighs less tl 


a/2 X J% M.; 


du reac! 
F, in 3 min 
Price $12.95 
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Mak-A-Clok kits are 


es approximately 


an 2 Ibs > 


heated 
volts ax 
1000 dees 


110—120 


1951 


Sept 


BRIEFS 


now available 


x home craftsmen, hobbyists and 


those w 
rt 


artings Sé« 
S$ ar 
14 
yluepri 


B tlie y 


ho like 


ie kit includes parts and instruc 


ssions movement. Six dt 


furnished i 


home made thing 


” making a solid wood clo 
ast and for installation of a self 


, 

photograph 

form. Manufactured 
7 1K \\ 


Driver-Harris Company 
HARRISON, NEW JERSEY 


BRANCHES 


Rogers Corp, 19 W 


24th St., New York 10, N 


ome man 


, OF ooo Fd 
‘ Crea 
\ mam A Nesco 
“ay Co Chicago, Detroit, Cleveland, los Angeles, San Francisco WS — 


set 


Inc., 


4 glass jars 


msists oF 
Manufactured and sold in Canada by The B. GREENING WIRE COMPANY, LTD., Hamilton, Ontario, Canada lock w hich Rengy 
lace, price, $11.95 
! drawer, 


*T.M. Reg. U.S. Pat. Off. sh 
SEPTEMBER, 
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Stronger... safer...and money-saving, too! 


HEVROLET “sc: 


Strength to carry your loads... power to move your 
loads and keep moving them . . . extra features that 
add up to more service, safety, operating comfort 
and economy! These new Chevrolet trucks offer 
you more of the things that count on the job... 
more of the money-making, money-saving features 
you want and need on jobs that test a truck’s real 
value. Check what Chevrolet trucks offer and see 


CHEVROLET DIVISION OF GENERAL 


s \ 
aa 


[ons ¢ 
o m dem . 2 Fe 
Fist invalue 


First 





Rist if sales; 


“—~ 


AY \) 


for yourself. Valve-in-head engines that squeeze 
more power from every drop of gas. Self-energizing 
brakes for extra stopping power—greater safety. 
Wide-base wheels for increased tire mileage. These 
new Chevrolet trucks even offer extra driver com- 
fort—with new cab seats and Ventipanes. But learn 
all the facts now. See the new Chevrolet Advance- 


Design trucks at your dealer’s today. 


MOTORS, DETROIT 2, MICHIGAN 


TRUCKS 





ADVANCE-DESIGN TRUCK FEATURES 


TWO GREAT VALVE-IN-HEAD ENGINES—the 
105-h.p. Loadmaster or the 92-h.p. Thrift- 
master—to give you greater power per gallon, 
lower cost per load « POWER-JET CARBU- 
RETOR—for smooth, quick acceleration 
response ¢ DIAPHRAGM SPRING CLUTCH— 


shifting e HYPOID REAR AXLES—for depend dels « NEW CAB SEATS—for complete 





ability and long life e NEW TORQUE-ACTION 
BRAKES—for light-duty models « PROVED 
DEPENDABLE DOUBLE-ARTICULATED BRAKES 
—for dium-duty dels « NEW TWIN- 





riding comfort « NEW VENTIPANES—for 
improved cab ventilation ¢ WIDE-BASE 
WHEELS—for increased tire mileage « BALL- 
TYPE STEERING—for easier handling ¢ UNIT- 


MESH TRANSMISSIONS—for fast, smooth 





easy-action engagement « SYNCHRO- 


ACTION REAR BRAKES—for heavy-duty 
models e NEW DUAL-SHOE PARKING BRAKE 
—for greater holding ability on heavy-duty 


comfort and modern appearance. 


DESIGN BODIES—for greater load protection 
e ADVANCE-DESIGN STYLING—for increased 
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fa 


STAFFORD. Value-packed 

table model. 17” TV. 

Inclined safety glass. Phono 

jock. Compact cabinetry in 

mahogany veneers. Model 

317 TM, $289.95" PINEHURST. 17” console 
Inclined safety glass. Phono 
jock. 12” speaker. Model 
317 CM, mahogany veneers, 


IMPERIAL. 17” console. MANDARIN. 17” TV in 
Mahogany veneer cabinet Chinese design. Inclined 
Phono jack. 12” speaker — — —— - 
$349.95". Model 317 CO, Model 17 CM2, $389.95* speaker. Mode 


395*. Hand-d ted, 
; comb-grain ook, $369.95" pedel 317 C5Dec., $445° 


i 


\ New /95/-52 


Dual-koau 


DUAL-BEAUTY MEANS: 








2 BEAUTIFUL 
” CABINETRY 


Enduring designs, modern and perioc 


].| BEAUTIFUL 
PERFORMANCE 

Matchless pictures—new brightness 
Steadiest, sharpest pictures with new Fashioned from choicest hard wood: 

A.G.C Ten-step finish with complete hand 

Superb Stromberg-Carlson tone rubbing 

Electronic superiority a man 

appreciates. 


Decorative perfection every woman 
demands for her home. 


You can see the beauty—you can sell the beauty in every one of the twenty-one 
1951-52 Stromberg-Carlson models on these pages. Feature Stromberg-Carlson. 
Let Dual-Beauty sell for you. 

Now ... powerfully advertised in 10 great magazines to convince your best prospects, 
“There is nothing finer than a Stromberg-Carlson.” 





PEMBROKE. Beavtiful 
tombination 17” TV—AM 
radio—3-speed automatic 
record-player. Inclined safety 
glass. Mahogany. Model 

317 RPM, $439.95* 


CHIPPENDALE. Superb period 
combination. 17” TV—-AM 
radio—3-speed automatic 
record-player. Inclined safety 
glass. Authentic cabinet 
Model 317 RPM4, $495* 


NEW WORLD. Exquisite 
modern combination. 17” 
TV—AM radio—3-speed 
automatic record-player. 
Inclined sufety glass. 
Generous album space. Limed 
oak veneers. Model 

317 M20, $575* 


18th CENTURY. 20” or 19” TV 
with AM-FM, 3-speed 
automatic record-player 
Model 119 RPM, $750° 
Model 20 RPM, $785* 
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CAVALIER. 20” console. 
Inclined safety glass. 

12” speaker. Phono jack. 
Mahogany veneers. Model 
321 CM2, $419.95* 


ia 





FRENCH PROVINCIAL. New 
20” console in select cherry 
veneers. 12” speaker. 

Model 321 CF, $495* 


CHINESE CLASSIC. World- 
famed hand-decorated 
combination. 19” TV—AM-FM 
—3-speed automatic record- 
player. 119 M5Dec., $975* 
Mahogany, 119 M5M, $850* 
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FUTURA. 20” modern console, 
full-swing doors. Inclined 
safety glass. Mahogany 
veneers, Model 321 CD2M, 
$459.95". Oak veneers. 
Model 321 CD20, $479.95* 





EMPIRE. Beautiful 19” console 
in mahogany veneers. 12” 
speaker. Phono jack. Model 
119 CM, $499.95* 


CATHAY. 24” console in 
exclusive Chinese design. 
Inclined safety glass. 
Exclusive top tuning. Lovely 
hand-decorated door panels. 
Model 324 C5Dec., $795* 


See re EN 


pr OVOS “Thee is nothing finer ban a 


Stromberg Carson: < 





GEORGIAN. 19” console, 
full-length doors. Period 
cabinet in mahogany. 

Model 119 CDM, $599.95* 


STANCLIFFE. First receiver 
with huge 24” TV. AM-FM 
radio. 3-speed automatic 
record-player. Model 

24 RPM, $975* 


*Zone 1. Includes federal excise tax 


RADCLIFFE. Huge 24” TV in 
period cabinet. Phono jack. 


WOODSTOCK. Radio 
combination. AM—3-speed 
automatic record-player. 
Generous album space. 
Choice mahogany veneers. 
Model 1608 PFM, $289.95, 
Zone 1 


. Installation, warranty extra. 


1951 


NEWCASTLE. Exclusive top 
tuning ... huge 24” TV— 
newspaper-size pictures. 
Inclined safety glass. 
Exquisite period cabinet. 
Model 324 CDM, $725* 


MUSICLOCK. Smartest thing 
in clock-radios. Wakes you 
up...lulls you to sleep... 
times appliances. Beautiful 
cabinet. Ebony, red and 
silver-gray. $38.95, Zone 1 


DYNATOMIC. Smart table 
radio in modern plastic 
cabinet. Model 1500HB, 
brown, $34.95. With 
maroon (1500HR) or ivory 
(1500H1!), $37.50. 


Prices Zone 1 
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Here’s RED-HOT Proof HICTHICAL APPLIANCE NEWS 
that More Women Want 


mounted components for noiseless op 
eration; fully enclosed by attractive 
vestibule; blower compartment, which 


houses a 2-speed blower, is removable 


for easy transportation; may be in 

stalled on left- or right-hand side of 

. combustion chamber casing ; casing has 

; full bottom panel to seal against air 
- No. 4000 comfortably heats 


leakage ; 
a 6-to-8 room dwelling, finished in Sil 
vertone brown baked enamel; No. 4001 


than any other refrigerator feature! Nicntical with No. 4000 except it has 


single speed blower. 
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NESCO Roaster-Ovens 


Nesco Inc., 270 N. 12th St., 

Milwaukee 1, Wis. 
Models: Automatic roaster-oven No 

129, and Standard No. 135. 
Selling Features: No. 129 has 20 qt 
capacity ; built-in time clock that turns 
roaster on and off at times selected, 
and cooks meal exact number of min 
utes required; cover-lift knob opens 
over to 90 deg. angle at twist of dial 
No. 135 has 18 qt. capacity ; thermo- 
static control has settings from 150 to 
500 degs. white plastic thermostat knob 





DREMEL Razor Blade Sharpener 
Dremel Mfg. Co., 
2439-18th St., Racine, Wis. 


Device: Dremel electric razor blade 

sharpener 

Selling Features: 6 revolving rollers, 

2 of which are impregnated with fin 

abrasive; gives average blade a profes 

sional barber type honing-stropping 

treatment in 15 to 20 seconds; features 

include oil-less bearings;  a.c.-d 

motor ;. plastic housing ; handy hang« 

hook; replaceable sharpening rollers 

weighs 1 Ib 

urvey onows Price: $8.95 
wit low bulls-eye signal light lectrical Merc } S 95 
} Wo } gni g Electrical Merchandising, Sept. 1951 
“ 4 hd “push-t m” cover release ; slide-type ; 
0 Vetrosting as lop Vote Getter rowning vent 
, lels have 1320 watt element 

Asked by a leading woman’s magazine* what features they only ; handy-lift bake rack ; doubl. 
wanted most in a refrigerator, 10,000 readers voted for ‘“‘Auto- pa MING. COVES; ‘WIap aroma 
matic Defrosting”’ as most popular choice. Here's concrete proof ; 
that housewives are sold on automatic defrosting, and this cre ccessories for both models include 
ates a tremendous market for you no matter what make of 1 broiler-griddle No. 3012A with cast 
aluminum top for eggs, hot cakes, etc., 


ne safe and broiling unit below; 1500 watts 
worry-free defrosting for any refrigerator, new or old, with 112 y ‘ve cord Ml purpose cookie 


Paragon's performance-proved “‘de-frost-it’! sheet ; iece pan set and white baked 
N 


removable cooking-wel 


refrigerator you sell! For now you can offer simple, clean, 


*name on request enamel cabinets—No. 225 for auto 
matic roaster No, 129; and No. 224 


The Only Automatic P for standard model. Both color styled 


in gray, white, chromium plate and 


Defroster Sold Exclusivel : 4 simulated gold 
ti Electrical Merchandising, Sept. 1951 SHETLAND Floor Polisher 


through Established Retailers — Shetland Co., Lynn, Mass. 


FRaLemare OOH THEO 


Device: Shetland twin-brush floor 


95 Complete -- polisher. 
( at nothing else Selling Features: Waxes, polishes, 
to buy. : 
| 
| 


buffs, scrubs, dry cleans; performs 
equally well on all types floors, wood, 
linoleum, rubber or asphalt tile, ter- 
razzo, marble, tile or cement; comes 
with 2 sets of brushes: Tampico for 
polishing and Palmetto for waxing 
and scrubbing; lambs wool bonnets 
for buffing and steel wool pads for 

ilable at slight 


@ de-frost-it is the only complete unit... hung any- 
where...no installation...no extra cord to buy. 


1] @ de-frost-it is completely performance proved... 
| hundreds of thousands of satisfied users. 


“My Paragon de-frost-it @ de-frost-it is made and backed by the world’s heavy-duty cleaning tal : 
has done away with all the largest exclusive manufacturer of time controls. additional cost; designed by Michae 
muss, fuss and bother of Hallward, the Shetland dual 


— eS gee @ de-frost-it is backed by aggressive national ad- brush has specially-designed construc 

4 ) 8 Oo 1 a . - ~ 

labor, keeps food longer, vertising . . . reaching over 7,000,000 prospects PERFECTION Winter Air Conditioner tion that enables polishing unde: 
and besides, it cuts down . «+ month after month. ; extremely low places. into corners and 
on the cost of electricity Perfection Stove Co ° 7609 Platt Ave ° up to W alls ee bor ders counter 
and upkecp. Yes, I'm sold @ de-frost-it merchandising plans... sales policies... Cleveland 4, Ohio . ; 


_P ; —_ ~it!” : rotating brushes cover a full 12 in 
on the Paragonde-frost-it! dealer aids help you cash in on customer demand. ; 


S . swathe h n , she . 
Device: Winter air conditioner fur wathe with no unpolished center 
well-balanced unit 


naces No. 4000 and 4001 Superflex. pete Po mi 
> - pe > " provides effortiess operation. 
PARAGON ELECTRIC COMPANY _ ‘lity, eves: Rasea at Tiina rovide 


1638 TWELFTH STREET ° TWO RIVERS, WISCONSIN high pressure oil burner with rubber Electrical Merchandising, Sept. 1951 
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First and 
Foremost 


A. O. Smith continues to blanket 
your community with National 
Advertising . . . consistently, con- 
vincingly, completely . . . making 


it easier for A. O. Smith registered 


retailers to sell Permaglas . «the 


foremost water heater! 





1949 


B 
a 
ae 


Bar chart, based on figures of Publishers’ Information Bureau, 
as of May 31, 1951, shows A. O. Smith First and Foremost... 
the most consistent national advertiser of water heaters. 








For complete information on Permaglas ... the water 
heater with the glass-surfaced steel tank that can’t 
rust because glass can’t rust... 


MAIL THE HANDY COUPON 


A. O. SMITH CORPORATION 
Water Heater Division, Dept. EM-951 
Kankakee, Illinois 





AOSmith Please send me, without obligation, full inf tion on Permaglas Water 














AUTOMATIC WATER HEATERS 


SALES: Boston 16 * Chicago 4 * Dallas 2 * Denver 2 © Detroit 21 * Houston 2 
Los Angeles 12 * Midland 5, Texas * Milwaukee 2 * New York 17 + Philadelphia 3 « Pittsburgh 19 
Seattle 1 * Washington 6, D.C.; SERVICE: Chicago 17 + Dallas! + Los Angeles 12 + Union, N.J. 
International Division: Milwaukee 1 © Licensee in Canada: John Inglis Co., Lid. 
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Heaters and Registered Retailer Profitunities in my area. 
‘ 


Name 

















tn ae Or a AOE 


Starting Sept. 19th on NBC 


Bringing ‘em in and making 'em buy! That's Kate Smith — America’s greatest 
saleswoman. 

For years her name has been a buy word for millions of housewives from 
coast to coast. Singing songs, spinning tales—she has won the admiration of all. 

And now she comes to NORGE in her first evening TV show in every 
available TV market. 

Lucky for Norge dealers! For Kate is going al/ out to tell her loyal audience 
about the new Norge Automatic Washer and other Norge home appliances. 
She'll be talking to your prospects—telling ‘em to visit your store (and you 
can bet they will!). So get ready. The busiest and most profitable season is 
just ahead. Make it your best—ever! 


SKELTON 


in the REO SKELTON SHOW" 


Starting the Ist week in October 


| 
| 
| 


Packing ‘em in the aisles . . . packing ‘em in the stores—anyway you look 
at it, Red Skelton means business for Norge Dealers! 

Count on it! For Red's a natural—for laughs or sales! Millions follow 
him every day, every week—wherever he appears. And once he tells ‘em 
about the new Norge Automatic Washer, /ook out—because the stampede 
will be on—in your store. 

So, if your market is not coyered by the “Kate Smith Show” on TV, 
look for Red in the “Red Skelton Show” on radio. He'll be in there 
selling NORGE . . . winning prospects . . . and boosting your sales! 
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Automatic Washer 








AQVERTISING 
i" Gant HITS HOME! 





ARVIN TV Consoles 

Arvin Industries, Inc., Columbus, Ind 
Models: 9 new Arvin 1952 TV con 
soles: 5170 CM and CB; 5172 CM 
and CB; 5204 CM; 5206 CB; 5210 CM 
and CB and 5212 CFP 
5170 CM (mahog 
170 CB (blonde), and the 
have 17 in. “no glare” black 
picture tubes; 5204 CM 
} have 20 in. picture tubes ; 
ries and 5212 CFP have 21 


ture tubes; all models feature 


Selling eatures 


custom chassis with 26 
ng rectifiers and picture 
rmits viewer to “st 
‘st reception trom 

ten 9 


——— aa ee 


decorative panel-front control most 
tuning; all sets designed and engi- 
neered for easy conversion to UHF or 
color 
Newest styling notes is the 5212 CFP 
nsole of French Provencial designing 
s fruitwood (solid cherry and 


veneers ) 
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ARVIN Table Telesets 
Arvin Industries, Inc., Columbus, Ind. 
\ \ 10S? ¢ ] 


rB 

ill models 

mm chassis 

tifiers and 

viewer to 

“step down” power for best reception 
irom nearb ansmitters or to “step 
up” power for clari nd detail in 
fringe areas; gated automatic gain 
control minimizes flutter ‘Perma- 
locked in; built- 
in antennas and phono jacks are 


Focus” pictures stay 
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OZ 





TELEVISION AND RADIO 








standard equipment; simplified tuning 
—2 accessible knobs on decorative 
panel-front control most tuning; all 
sets designed and engineered for easy 
conversion to UHF or color. 
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ZENITH TV Consoles 


Zenith Radio Corp., 
6001 W. Dickens Ave., Chicago, 39, Ill. 


Models: Zenith Royalty Collection of 
I rafted TV _ receivers include 
Brittany, Golden Harvest, 

Conquistador and Valencia 
Selling Features: Deauville has carved 
l walnut cabinet, hand wrought 
hardware; French provincial 

a 12 in. Jensen speaker 

ttany console combination, also 

1 provincial in design. 


, modern design cab- 
ahogany with golden 
into black ebony plastic 


yw and Valencia, twins in 


brass hinges; 


dor, natural solid walnut cabinet; 
Valencia, bleached solid walnut. 

All five models have large 19 in. TV 
screen with a picture shape that can be 
changed from round to rectangular at 
will; black tube is combined with 
reflection-proof screen; Lazy Bones 
remote control station selector can be 
used 15 ft. away from receiver. Built- 
in provision for UHF reception—a 
UHF tuning strip is easily slipped into 
Zenith turret tuner. Console combina- 
tions have a 15 in. Jenson speaker; FM 
and AM radio; Radiorgan tone con- 
trol; Cobra-Matic all-speed record 
changer. 

Prices: From $1100 up. 
Electrical Merchandising, Sept. 1951 


SCOTT TV-Radio-Phono 


Scott Radio Laboratories, Inc., 
4541 Ravenswood Ave., Chicago, /II 


Model: “Limited Edition” TV-radio 
phono combination. 

Selling Features: Has 24-in. screen; 
new Scott Silver Anniversary chassis 
with highlight control; AM-FM 
radio; all-speed and all-size automatic 
record player and high fidelity sound 
system with separate amplifier unit and 
specially modified 15 in. coaxial speak- 
er; matched-grain mahogany break- 
front credenza in 18th Century styling 
Price: $2,000, and with each unit goes 
guarantee that only one set like it 
will be sold in each city. 
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SYLVANIA TV Consoles 


Sylvania Electric Products Inc., 
Radio & Television Div., 
254 Rano St., Buffalo, N. Y. 


4 Sylvania Go 
s equipped with 
the Madison in mahogany or blonde, 
the Jefferson, and the Washington. 
All models have 20 
in. rectangul screens surrounded by 
“Halolight’—a frame of soft light 
surrounding the picture image, which 
is accomplished by encircling the 
screen with a translucent panel which 
is lighted from behind by a cold 
cathode-ray tube ; intensity of illumina- 
tion is adjustable by exterior control 
knob to any of 5 degs. to complement 
brilliance of picture 


Madison provides “Movie-Clear” TV 


plus “Studio Clear” sound in a modern 


SEPTEMBER, 


4 


open face cabinet by Sundberg-Ferar 
available in mahogany or blonde; pro- 
vision for phono attachment. 
Jefferson model has a Hepplewhite 
mahogany cabinet; decorated doors; 
designed by Cedric E. Millspaugh. 


Washington, a console combination, 
modern design by Cedric Millspaugh 
has FM-AM radio, an automatic pull- 
out record player adjustable to 334, 45 
or 78 rpm speeds and with 10- or 12- 
in. intermix; spacious album compart- 
ment; righthand door automatically 
closes off radio, TV or record player 
Prices: Madison 

ne 


$519.95 in blonde; 


$499.95 in mahogany, 
Jefferson, $529.95; 
and Washington, $659.95 
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SYLVANIA Standard TV 
Sylvania Electric Products Inc., 
Radio & Television Div., 

254 Rano St., Buffalo, N. Y 
Models: Ten Golden Jubilee sets with 
standard image-framing include nine 
7-in. consoles and table models and 

table model 
Features: 17-in. consoles in- 
clude the McKinley, Adams, and Lin- 
coln console-combination in mahogany 
or blonde; and table models Grant in 
mahogany or blonde, No. 7111M, and 
Coolidge 20-in. mahogany table model 
All models offer such Sylvania fea- 
ires as wide-angle viewing; black 
steady picture interlock; provi- 
wx UHF adaption 
“rom $249.95 to $569.95 
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ty 


MAJESTIC Table TV 


Majestic Radio & Television 
Div. The Wilcox-Gay Corp. 

70 Washington St., Brooklyn, N. Y. 
Model: Majestic table teleset No. 20X. 
Selling Features: 20-in. rectangular 
tube; features “Coloramic” filtering 
which adds color to present black and 
white broadcasts; described by manu- 
facturer as having “stereo” qualities, 
producing a 3-dimensional effect on 
screen; “Coloramic” device also elim- 
inates eye-strain. 
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without attachments. me 


embroj 
oiders, mends, blind Stitches! 


count ~_ OF 
‘> Guaranteed by ® 
Good Housekeeping 
wor as ADVERTISED red 


1951 Gold Medal Award 
Academy of Designing 


gives you the 
most complete merchandising programin sewing machine history 


Color ads in 17 magazines, to over 25 million women! « radio spots - TV spots - newspaper mats - booklets « sales training aids - mailers - displays 


NECCHI 


NECCHI SEWING MACHINE SALES CORPORATION, 164 West 25th Street, New York 1, N.Y. 
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HOME ECONOMISTS 
TEACH ELECTRIC 
MIXER USE 


When students in home econom- 
ics in some 7,500 U.S. high schools 
return to their classes this month 
they will receive instruction in the 
use of the electric food mixer, 
with the Hamilton Beach as class- 
room equipment. 

Hamilton Beach Food Mixers 
have been placed in these schools 





during the past few years under 
an educational plan which in- 
cludes lesson plans and study 
sheets for teachers and students. 
Home economists in attendance at 
the national convention were en- 
thusiastic about the lesson plans 
as well as the Hamilton Beach 
Food Mixer. 


Your mixer is easy to teach 





with because it is easy to use,” 
was the general comment. “The 
lesson plans make the teaching job 
even easier. Your recipe ads in 
our magazine ‘What's New In 
Home Economics’ complete a 
well-rounded program. 

Hamilton Beach officials place 
a high value upon this classroom 
type of demonstration. “The home 
economic students of today will be 
housewives two and three years 
from now. Experience has shown 
us that when girls use the Hamil 
ton Beach Food Mixer they be 
come completely sold on it. When 
they are choosing one for their own 
home the vast ma rity ot then 
select Hamilton Beach. And the 


have a strong influence on the 





selection of those ot their parents 
who are buying a new mixer now 

It was pointed out that while 
the Food Mixers are made avail 
able to the schools at a special 
price all applic ations are caretul- 
ly screened to make certain no 
mixers get into any Dut education- 
al use. A school order or a letter 
from the principal certifying as to 
educational use is required 

A large number of Department 


of Agriculture home demonstra- 





tion agents are also demonstrating 
the Hamilton Beach Food Mixer 
to farm housewives under a simi 
lar program 

Many home demonstration 
agents use Mixettes in their work 
because of the ease of carrying 


this compact portable unit 


FISHER BROTHERS 
SELL HAMILTON BEACH 
FOR TWENTY YEARS 


Ralph and Carl Fisher of Fisher 
Bros. Electric Co., Indianapolis, witness 
Mixette demonstration by Dick Ketch 
am (center) Hamilton Beach sales rep 
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9,815,159 


574,779 1,159,370 
copies copies copies 
per issve per issve per itsve 


HAMILTON BEACH 
costs your customers less! 


Hamilton Beach, at $37.50 retail, less 
juice extractor, is the one best buy for 
your customers. After all, some women 
prefer this item without the attachment. 
With Hamilton Beach, she isn’t forced 
to take it! Yes, this lower price tag makes 
sales because it makes sense to your Cus- 
tomers. And Hamilton Beach is top value 
in still another way. It's easiest to use 
Yes, easiest of all food mixers, regardless 
of price. So, it’s easiest to sell 


Easiest-to-Sell 


AMILTON BEACH 


GIVES YOU MOST PROFIT 
ON FOOD MIXER SALES! 


(Advertisement) 


4066200 








messages this 


Te me 


2,127,704 3,743,716 348,600 100,407 
copies copies copies copies 


per issue = g issue per issue per issue 


o. a... 

3,557,617 
copies 

per issue 


HAMILTON BEACH 
pays you more! 


From the chart, you can see how Ham- 
ilton Beach pays off. But check your 
price sheets. See if you don’t agree that 
here is really a sweet picture of profit. 
And in quality Hamilton Beach is second 
to none—more than 40 years of experi- 
ence and 15 million appliances say so! 
It's top value, top quality, and it pays 
you more. That makes Hamilton Beach 
good business—any way you look at it. 


MIXER “A"" PAYS 
MIXER “'B" PAYS 
MIXER “C" PAYS 
MIXER “D" PAYS 


HAMILTON BEACH e 
Ter gTON PEACH EDRL RAM 


(Percentages based on List Prices, including tax 
—as of July 1, 1951.) 


resentative. Says Ralph Fisher: “We 
have been selling Hamilton Beach food 
mixers for more than twenty years. 
They are really easier to sell because 
they are easier to use and easier to 
demonstrate. While we appreciate the 
features and the extra profit margin, 
what makes them our No. | favorite is 
the fact that we have no service prob- 
lem with them. Our experience is that 
if it’s Hamilton Beach, it stays sold.” 
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HAMILTON BEACH, 


fall in LO Big Magazines 














HAMILTON BEACH 
$3750" : Mixette’ 


$1875* 


RETAIL 
Includes gift box 
bracket, and 
screws for wall 
mounting 





ma 


Ne 
7s 
4 


AMERICA’S 
FASTEST-SELLING 
PORTABLE! 


A winner since its introduction littl more 
than a year ago. Captures the $18.75 market 
for you. Mixette hangs on the wall or fits in 
a drawer. It's the only 3-speed mixer offer- 
ing one-hand operation. Most important, it’s 
not a toy but a powerful portable that takes 
heavy mixing jobs in stride. A gift-item 
natural in its smart black-and-silver package! 





DEALER HELPS and DEPARTMENT STORE TIE-INS! 


Retail promotion helps are available for the asking. Your choice of newspaper mats, 
statement enclosures, and display material. Ask your distributor's salesman or write: 
Advertising Dept., Hamilton Beach Co., Div. of Scovill Mfg. Co., Racine, Wis 


HAMILTON BEACH 


*Prices subject to change without notice. 


CHALLENGE COMPARISON for themselves the features that make Operation and One-Hand Portability 


Hamilton Beach the easiest mixer to offer. The comfortable ‘feel’ of the per- 
use, their choice is inevitable,” a com- fectly balanced mixer is another sales- 
IN CONSUMER ADS pany executive said in outlining the cam- making feature. 


paign to its sales force. “So we invite “We challenge comparison of Hamil- 
“Compare before you choose,” is the them to try Hamilton Beach versus ton Beach with any other mixer for 


advice given consumers in the Hamilton competitive mixers and let it prove it- 


convenience, performance and quality — 
Beach Food Mixer advertising that is self. 


and we know these hard-hitting ads are 

to appear in consumer magazines this “Women are quick to grasp the add- going to get many women to make the 

fall. ed convenience that Hamilton Beach comparison and the choice of Hamilton 
“We know that when consumers see Bowl Control, Mixguide, One-Hand Beach.” 


(Advertisement) 
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FOUR-COLOR FOLDER 
TELLS GIFT STORY 


Here is a new, colorful gift 
folder on the Hamilton Beach 
Food Mixer recently offered to 
dealers. The natural-color pho- 
tograph on the cover shows a 
mother and daughter admiring 
the mixer. Inside pages tell the 
story of Hamilton Beach advan- 
tages — Mixguide, Bowl Control, 
One-Hand Operation, Ever- 
Turning Bowl, One-Hand Port- 
ability. Reasonable quantities of 
the new folder, as well as litera- 
ture and newspaper mats on Mix- 
ette and Hamilton Beach Deep- 
Clean Vacuum Cleaner, may be 
secured by writing Hamilton 
Beach Advertising Department, 
Racine, Wisconsin. 


SERVICEMEN REPORT 
FREEDOM FROM TROUBLE 


A survey of service stations 
shows that Hamilton Beach Food 
Mixers are among the appliances 
requiring the least service, it was 
announced recently. 

“Our forty years’ experience in 
making precision quality motor- 
ized appliances is reflected in this 
survey,” a Hamilton Beach repre- 
sentative said. “Our appliances 
have won a well-deserved reputa- 
tion as trouble-free units. That is 
why so many dealers recommend 
Hamilton Beach to their trade 
with the assurance that once the 
product is sold it stays sold.” 


JUICE EXTRACTOR OPTION 
WINS CONSUMER FAVOR 


The opportunity to purchase a 
food mixer with or without juice 
extractor is of considerable im- 
portance to a goodly number of 
prospective buyers, according to a 
recent consumer survey made by 
Hamilton Beach. 

“While most sales are made 
with juice extractor, a certain 
percentage of customers have lit 
tle or no use for the attachment,” 
a company official said. They may 
not use fruit juices, prefer a man- 
ual type extractor or be among 
the many converts to frozen con- 
centrated fruit juice. In these 
cases, Hamilton Beach’s separate 
packaging of mixer and extractor 
units permits them to buy the 
food mixer alone at $37.50 rather 
than the combination at $42. 
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TV AND RADIO 


ing casters. No. 1842-L, a pace setting 
console, in combed grained blond oak 
with 150 sq. in. screen, illuminated 
channel selector and invisible casters. 
No. 1882-W, 3-way home entertain- 
ment unit in fine grain American sliced 
waluut veneer in Queen Anne finish 
contains the new M-22 Philco record 
changer which plays all records at 
all speeds with only 1 /Sth oz. pres- 
sure on record from needle arm. 


‘ MET 


MAGNAVOX Teleset 
The Magnavox Co., Fort Wayne, Ind. 

Model: “Berkeley” 20-in. TV console. 
Selling Features: Mahogany cabinet 
with plain full length door panels with 
large round pulls of polished wood; 
TV unit includes a Magnavox series 
104.synchromatic tuning chassis with 
20 tubes, including 2 rectifiers and the 

rectangular picture tube; Magna-Lok 

automatic synchronizing circuit; 12 in No. 2110 


1 rectangular 20-in. table 
dynamic loudspeaker. 


model has crotch mahogany instrument 

Price: $475 panel with brass trim and etched in- 

Electrical Merchandising, Sept. 1951 dicators; contains all advanced engi- 
neering features found in Philco mod- 
els, including Colorado Tuner. 

No. 2142 openiface console, in African 
ribbon-striped mahogany and comb 
grained blond oak. 

2 new 16-in. table models, 1610 and 
1612, have all Philco big screen fea- 
tures including custom-built chassis, 
balanced beam, Philco tuner and ac- 
cessible controls. 

Most consoles feature gold interlaced 
fabric grilles; several models have 
door pulls of imported English antique 

bronze 


tie 


From $199.95 to $800 


A Permanent Merchandising Display That Gives You A Complete ieauiiant te Electrical Merchandising, ‘ 
- elesets 
Battery Sales Department !N LESS THAN ONE SQUARE FOOT OF SPACE Philco Corp., Philadelphia, Pa. 

Models: Philco 1952 TV line includes 

* A HANDSOME ALL-STEEL counter fixture of eye appealing 28 models F 

beauty and modern mass display effectiveness. Finished in four Selling Features: 1952 line includes 

colors, baked-on for permanency. Adequate storage space in back phic ined Colorado Tuner, a 

and convenient visible battery tester in easy reach. Paes 





yuilt chassis which assures long 
distance reception “fringe” areas; 
* STOCKED WITH FAST-MOVING BEST SELLERS! Every item a new ~~ 

money maker, including an adequate minimum stock of 3 sizes of sittepaellaggs 

popular Burgess Flashlight Batteries and an initial supply of 6 new 
seamless brass flashlight cases in brilliant chrome. 


* FOR AMERICA’S ALERT DEALERS who want to sell flashlight — 

batteries in the most modern manner, the BURGESS COUNTER ; 
MERCHANT offers continuous turnover of profitable items, re- lesign so. th: he use of a MAGNAVOX TV-Radio-Phono 
quires a minimum of space lapter tl ant future U The Magnavox Co., Fort Wayne, Ind. 


improve 
picture 





el ; Columbi ) ynals i Device: Magnavox “Belvedere” TV- 

7 — — t radio-phono combination 
converter 

16 of the new models are 17-in. table 

and console mode F nclude typical 


Selling Features: Equipped with no- 
glare 20 in. rectangular picture tube; 
? 


lat 
['V chassis has 20 tubes, including 2 


FREE DISPLAY SERVICE ee Seen Se ee ee 


automatic synchronizing 


models such as the No. 1839 open- 


To help punch seasonal sales harder ircuit is impervious to pulse-type in- 


than ever, FOUR times a year you receive 
+ euncess a fresh, new colorful display card 
* eatremie- to insert in slotted top. Cards are 
mailed direct from factory—abso- 
lutely FREE! 
“Ask your distributor for complete de- 
tails on how you can obtain the 
BURGESS COUNTER MERCHANT, or 
write to factory, giving us your distrib- 
utor’'s name” 


BURGESS BATTERIES 


BURGESS BATTERY COMPANY Freeport, i.tinois 
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terference producing steady pictures ; 
signal leveler delivers completely auto- 
matic adjustment to varying signal 
levels; AM-FM radio-phono has 11 
tubes including one rectifier; 3-speed 
record changer with Magnavox pianis- 
simo pickup; 12-in. dynamic speaker 
m an inclined baffle; Magnavox high 
frequency diffuser ; cabinet available in 
mak or mahogany finish. 

Price: As a 3-way combination, $595 
in mahogany and $610 in oak; as a 
radio-phono with Magnavox add-a- 
television feature for later TV installa- 
tion, $335 in mahogany and $350 in 
oak, 
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KRESKY “EVENHEAT” MODEL 


One of seven dependable Kresky Oil 
Floor Furnaces, a complete line to 
meet any customer's heating needs. 


Proncering Leadershif~ 
Since 1910 
* 
FLOOR & WALL 
FURNACES 


BASEMENT & 
UTILITY 
FURNACES 


SPACE HEATERS 


STORAGE & 
AUXILIARY 
WATER HEATERS 


* 


“le a Big New Appliance Market! 


Make sales where you have never made them be- 
fore—in the basic home heating field. Kresky Oil 


Floor Furnaces heat an entire house—yet they are 
compact, attractive, as easy to install as a washing 
machine. ..a natural for any home appliance dealer. 
And there is a big market for Kresky Oil Floor 


ON ERY FOUR 
SS IS 


— 


Only 10% Down Kresky Oil Floor Furnaces qualify under the most liberal Govern- 


ment credit terms. They are easier to sell because they are easier for your customers to buy. 


ELECTRICAL 


MERCHANDISING—SEPTEMBER, 


1951 


Furnaces among millions of small home owners— 
waiting for alert appliance merchants to cash in on 
it. Kresky units move when other merchandise may 
be slow. Their big cold weather demand is just 
ahead. Get ready for it now—for a quick turn-over 
and profit margin wider than most other appliances. 


OIL FLOOR FURNACES SOLD 
A KR ES KY! You can prove Kresky is America’s 


finest oil burner with your portable “live” demonstration kit. 
You can open the “heart” of the Kresky Oil Floor Furnace right 
in your display room—or your customer's own living room — 
and show how the patented Kresky Burner turns wasteful 
smoke and soot into useful extra heat. 


/ 
ret Wow: Just attach the coupon below to your let- 


terhead for full information about Kresky sales opportunities. 
Limited number of territories open for qualified distributors. 


RESKY MFG. CO., INC 
nd and H Streets, Petaluma, California 


Send complete facts and figures on Kresky O 
name of the nearest Kresky distributor 


NAME 


ADDRESS. 











HEADLINES 











All the Features 
they ask for: 


® Movie-Clear* Pictures 
® Studio-Clear* Sound 


® “Triple-Lock” 
Locks Out Interference 


®@ Black Tube 





@ Wide-Angle Viewing 

® Perfect Interlace 

@ Simplified Tuning 

® Wider Band Width 

® Slanted Picture Window 

® Big Cool Long-Life Chassis 


®@ Superior “Fringe Area” 
Reception 


THE HEAD 
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SYIVANIA | 


GOLDEN JUBILEE TV 


COMPELLING FEATURES + COMPLETE LINE + CONSOLES * COMBINATIONS 
TABLE MODELS + SYLVANIA-ENGINEERED THROUGHOUT 





+ \ Model 75M. 17” Mahog- , 


any Combination. A smart, modern Movie- McK ENEE Y. Model 74B. 17” Console 
Clear* TV — AM-FM radio. Hand-rubbed with Doors. All the famous TV features of 
mahogany cabinet illustrated. Also available the Golden Jubilee line. Available in 
in Blond Mahogany. 





NEW «¢ DIFFERENT ¢ DESIRABLE 
: SYLVANIA RADIO-CLOCK 
THE COOLIDE 

Model 2221M. 20” 
life-size TV Mahogany 
Table Model. For 
those who want the 
finest in a Table 
Model, this giant 20” 
TV brings remarkable AC-DC Table Radio with Absolutely new and complete 
ti . “fringe superior performance. ly different radio-clock. All 
recep! Lon in ringe Durable plastic cabinet controls on one knob. Alarm 
areas. available in five attractive timer, appliance outlet. Here 
Guild colors, also Ebony. is a clock with no competi 


Ivory and Mahogany. tion, Model 541. 
Model 511. 


LINE FOR FALL AND YOUR 
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LIGHT 


ONLY ONE LINES 

















HALOLIGHT 


The Frame of Light for Viewing Comfort 


A Sylvania Exclusive 


g ON SIGHT 
sus On St 




















r | ‘HE big news in TV this Fall is the sensa- 
tional new Sylvania feature, HaLoLicur. 
This soft, cool frame of light surrounds the 
picture screen, gives greater viewing comfort 
and makes the picture look larger, seem clearer. 
HaLoLicut demonstrates and sells itself. 
When two sets are placed side by side, as 
illustrated, all eyes are on HaoLicut. It 
is the most dramatic, sales-compelling feature Established 1901 — Great Name in Electronics 
* ON. Model 23M. 20” de offered in TV today. You can’t have a complete Television Sets; Radio Tubes; Television Picture Tubes; 


luxe Console. Featuring HaLoLicurt. line this Fall without HaLoLicut. Feature —— oo pg Ratag + vag age 
Striking modern design by Sundbere- a , cent Lamps, Fixtures, Sign Tubing, Wiring Devices, Ligh 
Seen "Adee enuthiaie te tied cea it in your window, on your floor, and watch Bulbs; Photolamps; Radios. Sylvania Electric Products Inc., Loa 


Makes Picture Look Larger—Seem Clearer 











your prospects come BUY. Radio and Television Division, 254 Rano St., Buffalo 7, N.Y. 


*>ylvania Trademark. 


GREATEST PROFIT OPPORTUNITY 
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There’s a Washer 


THAT'S REALLY DIFFERENT 
EASIER TO SELL 
A GOOD PROFIT MAKER! 


Most washing machines look alike .. . so you can’t 
depend on looks alone to sell. But when it comes to 
performance, you can depenc' on Voss. Five generations testify 
to Voss dependability — and today, with 75 years 
of experience behind them, Voss Washers are greater than 
ever before. Voss offers these powerful selling features: 
“Top-Suds” Washings for cleaner clothes . . . the world’s 
only “Electro-Safe” Wringer . . . a time-tested mechanism 
with only four moving parts . . . Automatic-Timer 
for speedier washings . . , and many others. 
Yes, for housewives who want dependability 
... and for you who want steady sales 
and bigger profits . . . the answer is, 
line up with Voss. 


NATIONALLY ADVERTISED 


our) TH 


reas 


Voss Bros. Mfg. Co. 


DAVENPORT, IOWA 


TV AND RADIO 


SCOTT TV Console 


Scott Radio Laboratories, Inc., 
4541 Ravenswood Ave., Chicago 40, Ill. 


Model: “Wellington” TV console with 
24-in. screen 

Selling Features: Uses new “Silver 
Anniversary” TV chassis featuring 
highlight control and a series of cir- 
cuit improvements that give new 
picture clarity and brilliance; housed 
in 18th Century Traditional style 
mahogany cabinet with doors. 

Price: $645. which includes excise tax 
and 6-mo, tube parts warranty 
Electrical Merchandising, Sept. 1951 


NEW ERA TV Consoles 


New Era Television Co., 
315 E. 47th St., New York, 17, N. Y. 


Device: New Era custom-built TV- 
radio-phono units with consoles in 
glass and mirror combined with wood, 
fabrics and bamboo 

Selling Features: TV equipment used 
in the cabinets will include the RCA 
licensed 630 chassis with 20 in. picture 
tube; 12 in. speaker; special custom 
features will include remote control 
and transparent mirror facing, al 
though standard control and screen 


will be available; consoles will be 


available in 10 types of mirror finish 
with special carved decorations if de- 
sired; cabinets are also available for 
installation of dealer’s own chassis. 
Price: $525 and up. 
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EMERSON Clock-Radio 


Emerson Radio & Phonograph Corp., 
111-8th Ave., New York, 11, N. Y. 
Vodels: Emerson Clock-Radio No 

695 


al . *¢ 1- ; he ] 
Selling Features: Plastic cabinet styled 


to fit any room setting; automatically 
tunes in radio program selected in 
advance, or starts appliances at a pre- 
set time; radio features include beam 
power extra output; automatic volume 
control; large built-in loop antenna ; 
large sealed-unit, permanent magnet 
dynamic speaker 

Price: $29.95 
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aes 


ARVIN Radios 
Arvin Industries, Inc., Columbus, Ind 


Models: 30 radios in AM and FM and 
e selection of colors and prices is 
1 by Arvin for their 1952 


Features: Four of the new sets 

(554 in blonde or mahogany and 582 
blonde or mahogany) are radio-phor 

nbination consoles: 19 are AM mod- 
els and 4 are FM; 12 sets available i 


vide variety of new decorators’ colors 
: included in the 540T, 451 T and 
series, all of which are table 
uur new FM-AM sets are 
a broader color range than 
l years. 

Range from $18.95 to $159.95 
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CAPEHART Table Radio 


Capehart-Farnsworth Corp., 
Ft. Wayne, I, Ind. 


Capehart table radio No. T-30 

Features: Dark green, molded 

cabinet finished on all four sides 

in any part of room; modern 

ingular base and unusual grille treat 

ment; radio chassis employs 4 tubes 

ind rectifier; built-in antenna with 

provision for external antenna connec- 

tion; Alnico speaker; automatic 

bass compensation; automatic volume 
control 

tce: $32.95 
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HEN hundreds of satisfied owners 
take time to write us letters of praise 
about their Dearborns it means just one 
thing—-strong consumer acceptance— 


the most valuable selling asset any owned 


product can have! During the big fall ane, 

heater season, we'll tell the nation what Dearhows 
they’re saying about Dearborn...and Aaleamens... 
we'll tell it in some of the top-flight easseaied lh 
magazines in America! ott ci tie 


YES, DEARBORN DOES IT AGAIN Deerbern owner story 
«+. gets behind your selling efforts with the kind of ad- in this line-up of 


vertising support that wins friends and influences sales! top-notch magazines! 


Vedlew your Dearborns carly. 


GET IN ON THE PROFITS! 


Because this tremendous Dearborn acceptance means more 


S T re) Vv E ra re} M P A N Y sales for you... more money in your pocket. Be sure you 


have plenty of Dearborns on hand—when your customers 
CHICAGO e DALLAS 


5830 N. Pulaski Rd. 1700 W. Commerce St. 


start saying ‘‘! want a Dearborn!" 
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Bey hese 


Me ( (/ the clearest, steadiest picture .. . 
plus the enduring beauty of authentically styled cabinets. 
— —— 


f 4 


quickly, inexpensively adapt- 
able to all paths UHF channels . . . and equipped 
with color connections for FCC authorized color. 


@ Here is television engineered for the finest and clearest per- 
formance today . . . adaptable quickly and inexpensively to all 
forthcoming UHF channels and FCC authorized color to- 
morrow! Authentically styled for every home décor from tra- 
ditional to modern — in lastingly beautiful cabinets of mahogany 


eR, 
>? Vee oe § 
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ty ‘. oa en are ¥ “va wy . a* 
Poa tees j ex 2 ; SE & we es 
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oo period room setting by W. & J. Sloane, New York 


CROSLEY Sets the aes for 1952 with 
DUO-FREQUENCY TELEVISION! 


—_— 


or maple veneer, or blond wood finish . . . with Ultra-Proved 
Chassis that provides 100% increase in reserve sensitivity —adds 
new brilliance and range to performance, especially in “fringe” 
areas . . . Permaclear Pictures on wide-angle screens, pictures 
that stay sharper and brighter longer . . . Unituner that makes 
Crosley Television as simple to tune as a radio—a single 
control tunes both picture and sound automatically . . . Glare- 
Defiecting Removable Picture Window that keeps glaring re- 
flections from viewer’s eyes, and is easily and safely removable 
by the owner for cleaning the picture tube face. These and 
many other advancements make the new Crosley Duo-Frequency 
Television line for 1952 THE television of today and tomorrow! 


SEPTEMBER, 


hey “8 Bey © > 


1951—ELECTRICAL MERCHANDISING 





Keep your eye on CROSLEY! 


You remember the fall of 1949 when Crosley made its history-making move in refrigeration. 
A move that resulted in sales gains that brought Crosley right up among the top leaders in 
the refrigerator field—gains that brought increased sales and profits to Crosley Dealers 
everywhere—gains that made Crosley a standout name in the business. 

Now, in television, Crosley is repeating the strategy that changed the picture in refrigerators 
—giving the public a television line it really wants, and backing that television line with 
unusual, unconventional but hard-selling-at-the-retail-level advertising and promotional 
support. 

The emphasis in 1952 Crosley Television is strongly on the magnificent and authentic 
styling of our cabinetry. More than ever before, American housewives are keenly conscious 
and selective about the furnishings in their homes. A “good picture” alone is no longer 
enough—they want fine furniture, too . . . furniture that expresses their personal tastes 
and fits in with their present home furnishings. 

The twenty-one new Crosley TV Models for 1952 offer your customers a complete 
selection of traditional or modern cabinets in the finest mahogany or maple veneer, or 
blond wood finish . . . furniture that will harmonize with the interior of any home—modern, 
French Provincial, Early American, 18th Century, any style of furnishing. 

With powerful and well-timed advertising, promotional and point-of-sale support behind 
Crosley’s superlative styling and performance, this may well be the greatest television sales 
opportunity you have ever seen. Keep your eye on Crosley! 


The SARAH BERNHARDT— 
Model DU-17 PHN. French Provincial 
mnaees Combination. 17-inch picture tube. 
The ENRICO CARUSO a . a Maple veneer. (With TV only— 
Model DU-20 PDM. i a re 4a DU-17 CHN) 
Georgian Combination. | 4 ‘ 
20-inch picture tube. 
Hand-rubbed mahog- 
any veneer. 


The JOHN PHILIP SOUSA—Model DU-17 
TOB. Modern Table Model. 17-inch 
picture tube. Blond finish. 
(Mahogany veneer— DU-17 TOM) 





The OTIS SKINNER—Model DU-17 PDB. 
Early American Combination. 17-inch 
picture tube. Maple. (Mahogany veneer— 
DU-17 PDM) 


The GEORGE ARLISS—Model DU-17 PHB. “4 | ery C ROS LE 4 


Modern Combination. 17-inch picture tube. uf an CG ahd in ; 
Blond finish. (With TV only—DU-17 CHB) ) ) Cincinnati 25, Ohio 


Better Products for Happier Living 


Television © Radios + Sheivedor® Refrigerators + Shetvador® Freezers + Sinks 
Food Waste Disposers + Electric Ranges + Electric Water Heaters » Steel Kitchen Cabinets 
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ELECTRICAL APPLIANCE NEWS 








TV AND RADIO 


records may be made at 78 33% 
rpm; contemporary styling: solid 
hardwood panel doors and metal 
grille; console cabinet has spacious 
compartment for records and albums 








-for Pantryetté 


—for Popular 
—for Profits! 








OPULAR is the word for Pantryette® 
—Morton’s exclusive all-steel wall cabinet with 
translucent sliding glass doors, sloping front curved at top 
Sell a 


Pantryette with every sink, range and refrigerator 


and bottom, and “‘inside-outside”’ lighting! 
—or singly, as an ideal “starter piece” toward later 

complete modernization on the Morton “Add-a-Unit” 
plan! Pantryette means extra sales—extra 


protits. Nine sizes 18” to 66” wide, 


THE MORTON DEALER FRANCHISE... 


WHAT IT MEANS TO YOU 


Selective Distribution: No unneces- 
sary competition; ample markets for 
franchise dealers. 


Exclusive Merchandise: Only Morton 
makes Pantryette, Rotashelf and other 
matching standordized units. 


Unit-Sale Program: Geared to mod- Low Inventories: A few standard- 
ern-kitchen needs of women on mod- ized units ore all you need for ample 
est budgets. display and quick sales. 


See your Kelvinator distributer —he handles the Morton line. 


“Morton. 


MANUFACTURERS OF STEEL KITCHEN CABINETS 


MORTON MANUFACTURING COMPANY 
5125 West Lake Street, Chicago 44, Ill. 
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PHILCO Radios 
Philco Corp., Philadelphia, Pa 


Models: Philco 1952 radio line in- 
cludes 27 models. 

Selling Features: Highlight features 
include Philco “Tube-Saver” whicl 
ends power surges and early tube burn- 
out by limiting amount of current 
drawn through tube filaments when 
a.c.-d.c. radio is first turned on; new 
Magnecor Loop Aerial which produces 
uniform sensitivity across the dial; im 
proved speakers; newly designed plas 
tic cabinets in pastel shades. Line 1 

cludes 9 models in the PT line ; 4 mod 
els in the clock line; 5 table models 

3 portables; a table phono-combina 
tion; and 5 radio-photo consoles 


In the clock-radio bracket No. 544-E 
has a “Sleep Sentinel” which can be 
set to turn radio off after 1 > 
falls asleep; will automatically awaken 
him at predetermined time in morning 
Also includes an appliance outlet for 
toaster, coffee maker, etc 

Portables are headed by the No. 643 


which has tuned RF stage, 
necor loop antenna. Table ; i 
bination now has 3 full watts 
put, plus all records at all s] 
Prices: From $19.95 fo 

model to $319.95 for 

console 
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PACKARD-BELL PhonOcord 
Combination 


Packard-Bell Co., 12333 Olympic Blvd., 
Los Angeles 64, Calif. 


Device: PhonOcord radio-p! 

corder combination No. 811 

Selling Features: Set features a dual- 
speed automatic home recorder with 
separate turntable; automatic 3-speed 
record changer and standard Packard- 
Bell 8-tube radio chassis; available in 
mahogany, walnut, maple and blonde 
oak finishes; the advanced home re- 
cording unit cuts professional-type 
records from center to outside of disc; 


of all sizes 


Electrcal Merchandising, Sept., 


MUSIC MASTER Radio-Phono 
MP Engineering Co., Fairfield, Conn. 


Model: Music Master radio-phono 
with separate speaker cabinet. 
Selling Features: Designed to bring 
I quality reproduction within 
budget: provides concert 
sound with armchair comfort—2 cab- 
inets are used: a control cabinet hous- 
ng AM-FM radio and a 3-speed, 
3-size record changer, and a speaker 
cabinet on a 50-ft. cord to permit 
placing speaker at a distance, while 
instrument itself is at listener’s elbow ; 
convenient arrangement of controls in 
the low control cabinet (22-4 in. high) 
places full command of instrument at 
user's elbow beside easy chair. Speaker 
cabinet, companion piece, ts equipped 
with 12-in. permanent-magnet speaker 
capable of reproducing every modula- 
tion of the extended range of frequen- 
cies put into it by radio or phono; 
cabinets available in mahogany, maple, 
birch or pine wood 
“In neighborhood of $500.” 
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SCOTT Radio-Phono 


Scott Radio Laboratories, Inc., 
4541 Ravenswood Ave., Chicago 40, Iil. 


Model: “Linfield” radio-phono combi- 
nation 
elling Features: Incorporates new 
10 FM-AM radio chassis with sep- 
arate high fidelity power amplifier and 
3-speed, all-size automatic record 
player; mahogany handcrafted cabinet 
has 3 separately hinged full-length 
doors paneled in crotch mahogany and 
otiers ample storage facilities with 
space for up to 200 records 


S 
5 


Price: $495, which includes excise tax 
and 6-mo. tube-parts warranty. 
Electrical Merchandising, Sept. 1951 
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MIMARVEL js the most efficient hair dryer you can possibly 
stock because it provides three times the air flow and air vol- 
ume of ordinary dryers. User’s hands are always free. It’s 
tiltable, portable and guaranteed. MIMARVEL is a perfect 
hair dryer but it’s lots more, too! It’s a handy, all-purpose 
unit which brings comfort to many phases of daily living. 
MIMARVEL is a blessing in baby’s nursery . . . it converts a 
chilly spot into a cozy corner in a jiffy . . . the unit’s active air 
stream cuts drying time down to practically nothing, making 
it perfect for stockings and undies—it’s also a defroster! 


Remember, it cools and warms. 


The perfect popular device for convenient all year 
round warming and cooling. Sturdy in construction, 
it embodies many built-in safety features and its re- 
markably low price makes this unit unequalled on the 


market for value far above cost. 


Features the unique and exclusive Mimar 
“Starflector” which assures maximum heating 
efficiency. A flick of the switch to “Cooling” 
actuates the silent fan which sends forth quiet, 
cooling breezes. A wonderful fan-heater com- 
bination which by reason of its versatility elimi- 


nates the problem of seasonal storage. 





ee a: PRG@e © crt s., ese 
138 SPENCER STREET - BROOKLYN 5, NEW YORK 


Branches: El Monte, California - Chicago, Illinois 
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tw feadeclt 


TV AND RADIO 





SCOTT TV and Radio Chassis 


Scott Radio Laboratories, Inc., 
4541 Ravenswood Ave., Chicago 40, Ill. 
Device: Scott’s new “Silver Anniver- 


sary” TV chassis; and Nos. 510 and 


210 





radio chassis 

Selling Features: For custom or built- 
in installations, the “Silver Anniver- 
ary" TV chassis features improve- 
ment that give super-sensitivity, 
[ range including Scott highlight 
No. 720A has 17 in. rectangu- 
ibe ; No. 920A has 20 in. rectangu- 
ur tube; both models have control 

ver, knobs and mounting bolts. 


ustom radio chassis is a 
viet mono-unit FM-AM_ radio 
tuner with high fidelity push-pull 6V6 
utput and 12 in. wide-range » 
ivy duty speaker 
N 510 custom radio chassis has IVING 
the FM-AM radio tuner and the high 
fidelity amplifier and power supply as 
irate units 


rices: No. 720A TV chassis, $279.; Pic 7 URE 
o. 920A TV chassis, $375. No. 310 


chassis, $195.; No. 510 radio 
, $245. and includes a 2-unit 


mh yer rea See TELEVISION 
vith Scott chassis; cheaper has 
A new portable Pentrol Tape Player 


record player 
ntroduced by the Pentron Corp., 


221 F. Fullerton St, Chicago, 16, Tl SENTINEL RADIO CORPORATION © EVANSTON, ILLINOIS 


back tape recorded on any 
standard recorder and is available 
with or without self-contained am- 
plifier in 74 or 32 in. per sec. speeds; 
all models feature double track op- 
eration. No. PB-1, with pre-ampli- 
fier plugs into any existing amplifier, 
radio or TV set. Frequency range 50 
to 8000 cycles at 74 in. per sec. play- 

(Continued on opposite page) 
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TV BRIEFS 
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TV! 


Nothing else like it! A picture so sharp, so clear, so well 
defined that your prospects see their favorite TV person- 
alities ‘‘as they live and breathe.” What a demonstration! 
What a sales-closer! Outperforms rivals in actual side 
by side comparison on your own floor. 

And the Cabinetry! Styled to fit modern living and enter- 
taining, Sentinel cabinets are superb in design, construc- 
tion, woods and finishes—a joy to sell, a pride to own. 

Contact your Sentinel distributor or Sentinel direct! 


<—Model 438-TVM Model 440-CVML 
Mahogany Mahogany 
Also available in Also available in 
Color fast Korina Colorfast Korina—> 


ne 
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ELECT = [ APPLIANCE NEWS 
A Hew tela lf- 


TV AND RADIO 


ing time 1 to 2 hrs.; weighs 44 Ibs. 
Price, $69.50. No. PB-Al, complete 
with self-contained 5-watt amplifier 
and 54 in. Alnico V speaker. Price, 
$89.50. 


The Turner Co., Cedar Rapids, Iowa 
announces a new TV booster using 
a Cascode circuit. Known as model 
TV-1, it is capable of covering all 
channels from 2 to 13 with contin- 
uous tuning over high and low fre- 
quency bands. Comes complete with 
twin-lead lines for quick connection, 


Trojan Electronics, 3706 N. Halsted 
St., Chicago, 13, Ill., announce a new 
miniature cathode ray tube tester that 
makes it possible for the TV service- 
man to determine the condition of 
tube in any set without removing it 
from the cabinet or chassis. Known 
as the CRT tester No. 601, it is 
claimed to test all commonly used 
direct view tubes made since war. 
Designed for long durable service, 
its meter is fused with a 1/2000 amp 
fuse; weighs under 3 Ibs. Price, 
$25.50. 


A testing device for quickly locating 
breaks in 300 Ohm twinline has been 
introduced by Easy-Up Tower Co., 
Racine, Wis. Known as “Twin- 
lest,” it indicates the exact location 
of the break by means of a light. 


Servicemen who want an aid to 
faster, easier fuse replacement can 
now get an official TV Fuse Guide 
which gives all the information. 
Printed on durable stock and 
punched at top for hanging in re- 
pair shop, it lists brand name, model 
numbers and corresponding fuse re- 
quirement on all makes and models 
starting with the first sets and end- 
ing with those now on the market. 
Available through jobbers or by 
writing direct to Littelfuse Inc., 4757 
N. Ravenswood, Chicago, II. 


A new antenna-amplifier located at 
the antenna is now being offered by 
Technical _——- Corp., Sher- 
bourne, N. Y. Designed for use in 
fringe area install ations, the unit pro- 
vides a signal amplification of 14db 
of the clear signal received by the 
antenna before noise pickup in trans- 
mission line. Powered by a 24-volt 
transformer located at receiver, a 
relay automatically energizes trans- 
former when receiver is switched 
on. No separate electrical connec- 
tions are necessary. 


The Allen B. DuMont Laboratories 
Inc., in Clifton, N. Y., have designed 
a new automatic-focusing TV pic- 
ture tube called the DuMont Tele- 
(Continued on next page) 
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ELECTRICAL APPLIANCE NEWS 
One word tells a complete profit story... § Hew fradath 


: TY AND RADIO 
tron. It eliminates all focusing 
| controls, coils, mechanical focusing 
devices, and maintains a_ perfect 


edge-to-edge focus at all times re- 
— gardless of line-voltage fluctuations, 
Solid vali for mor contrast or brightness settings or 
q ty . ‘i ore than 89 years) installation procedures. Available in 
is basic in WASHINGTON appliances. ; limited quantities in the 17-in. rec- 
tangular size, other sizes will be an- 
it’s a fact both you and your customers nounced shortly. The present 17-in. 
size is a direct replacement for any 
know. It makes the first sales easier, the 17-in. all-glass rectangular type, 
whether electromagnetic or electro- 

next one almost automatic, when you static focusing. 


offer the complete line of quality cooking Technical Appliance Corp., Sher- 
ts ; | burne, N. Y., also announces a new 
and heating appliances ... made by : | all-band TV antenna known as the 
i | Folded-Vee, available as a single an- 
Gray & Dudley. Write for catalog. | tenna or stacked array. The an- 
: | tenna element is a folded dipole with 
a forward angle for covering all 12 
vhf TV channels. The reflector is 
a straight rod spaced for maximum 
gain and front-to-back ratio. The 
Folded-Vee is recommended for 
strong to medium signal strength 
areas, or for use with a rotator be- 
cause of its low wind resistance. 


= 


A new low loss air spaced TV feed- 
line to eliminate excessive losses 
found in ordinary feedlines is an- 
nounced by Don Good Inc., 1014 Fair 
Oaks Ave., South Pasadena, Calif. 
Available in variety of 8 bright 
colors. 


A new 16B SEC TV booster that 
gives good reception on all channels 
with a new high channel perform- 
ance has been put on the market by 
Stanley Sales, 600 W. 3rd St. 
Ownsboro, Ky. Using new technique 
of tuned circuit design, the SEC 
booster minimizes loss of signal 
voltage on higher channels, gives 
high amplificat on with low noise 
and “snow” level. It is installed in 
a shielded meta! cabinet finished to 
harmonize with home furnishings. 


#2 
Fs 
. 
ff 
3 


Established 1862 


GRAY and DUDLEY CO. 


Nashville 3, Tennessee 


WEBSTER Tape Recorder 


Webster-Chicago Corp., 5610 W. Bloom- 
ingdale Ave., Chicago, 39, Ill. 
Device: New Web-Cor tape recorder. 
Selling Features: Records at 2 speeds: 
33 and 73 in. per second; provides 2 
hrs. uninterrupted recording on @ 
double-track tape at low speed with- 

out having to turn over ree! 


Electrical Merchandising, Sept., 1951 


PAGE 212 SEPTEMBER, 1951—ELECTRICAL MERCHANBISING 





Timed to take 
full advantage 
of 


New 18 months 
time payment! 
New lower 
down payment! 
Trade-in 


now applies on 
down payment! 


=o 
“aE. “Se ee | 


Visible Value GJ You can SELL the difference! 


Here's the Arvin table model for the evstomer whe wants @ perfect 
17-inch picture with all the quality he can get, in @ simple, compact 
cabinet. Has ali Arvin's Famous Duel Power 


features. Mahogany veneer only. Matching table $9 4995* 


at moderate extra cost. Model 5173TM ‘ 


Most beautiful console ever created—french Provincial styling in selected genuine cherry wood, with full doors. 
Big 21-inch Perma-Focus picture and ali the famous features of Arvin's mighty Dual Power Custom Chassis. 
Oversize casters for easy moving. For your customers who want the finest! Model 5212CFP 


There's a big swing back to quality, performance an 


With the new, easier credit regulations, 
your customers can afford the finest TV, 
and they’re not going to be happy with 
any more “gutless wonders.’”’ Arvin has 
the answer—perfectly timed for you! 
Arvin has the complete line of big 17, 
20, and 21-inch models—in a complete 
price range to meet every situation. And 
every 1952 Arvin has all the famous 


s499°* 


Arvin quality features—the mighty 
Dual-Power Chassis, the controls that 
minimize all forms of interference and 
insure clear, steady, bright pictures, even 
in remote fringe areas! Read the list of 
models—read the list of features—then 
climb on the Arvin band wagon and lead 
the parade while the rest of the TV 
world is still trying to make up its mind! 


A few protected distributor franchises still available—write Ray Spellman, Sales Manager. 


Arvin Industries, Inc. 


(Formerly Noblitt-Sparks Industries, Inc.) 


e Columbus, Indiana 


d dependability! 


14 beautiful models 


to meet every need! 


17-inch screen: 4 consoles, 3 table models 
20-inch screen: 2 consoles 


21-inch screen: 3 consoles, 2 table models 


Every Arvin TV has all 
these quality features 


1. Dual Power Custom Chassis with 26 tubes, in 
cluding rectifiers and picture tube 


2. Gated automatic gain control—checks airplane 
flutter and other interference. 


3. Local-long-distance control—uses full power to 
bring in distant stations perfectly; steps down 
power for nearby stations 


4. Automatic brilliance and contrast control—you 
get the picture right and it stoys that way from 
station to station. 


5. Synchro-sound tuning—tune for the best pic 
ture and the sound is right automatically 


6. Perma-Focus picture control — keeps picture 
locked in, counteracts rolling and drift. 

7. Built-in antenna. 

8. Simplified tuning—only two knobs to turn. 


9. Velvet Voice sound system—Magna-Bass tone 
compensation, complete tone control 


10. UHF and Color TV—Ali Arvin Dual Power 
Custom sets ore available at moderate extra cost 
with Ultra High Frequency tuner built in and are 
easily converted td receive Color TV. 


11, Fine furniture cabinets—styled by leading 
designers, built by skilled craftsmen. 


*Prices listed are suggested retail prices in Zone 1, including Federal tax and subject to change in accordance with OPS regulations. 
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£2 ARIE ROIS reer oo 





LEADS THE FIELD IN 


Medora Desi 





EXAMPLE 





TAP- a MATIC 
HANDLE 


| 
| 
F 





Pat. Pending 


e Just tap any Lyon door handle and the 
When 
use back of hand or arm. 
Base cabinet doors can be opened with light 


door swings open... automatically. 


both hands are full, 
pressure of the knee. A tremendous conven- 


ience—and an exclusive LYON feature! 


METAL PRODUCTS, INCORPORATED 


| cott, Ariz., 
annual community Dollar Day, offer- 
| ing one at the full price and the second 


| erable money 


| until delivery could be made. 
| not take long before the full resale 





General Offices: 921 Monroe Avenue, Aurora, Illinois 
Factories: AURORA, ILLINOIS * YORK, PENNSYLVANIA 
Sold Nationally through Direct Factory Dealers 


A PARTIAL LIST OF LYON STANDARD PRODUCTS 


10 More Ways to Boost Trade-in Sales 





| for it is acceptable as a trade-in on a 
| new deal 
| equipment. The opening ad 


involving more expensive 
of the 
announcing the meter-plan of 


sale brought more than 20 replies in 


series 


| the form of a return coupon and many 


inquiries in the store. 


6. DOLLAR DAY SALE 

Instead of cutting prices on used 
washers when a number accumulated 
in stock, Sam Hendrix & Son of Pres- 
advertised them during the 


for $1. It was obvious in advance that 


| not many could take advantage of this 


offer, for it needed two housewives, 


| both in need of used washers, to make 


such a sale. But the offer sounded in- 
teresting and it brought in a goodly 
number of prospects for used washers, 


| several of whom made purchases of a 


single trade-in washer at full price dur- 
ing the day. Just one combination sale 
was made. The firm has since used 
the same method to dispose of other 
items of merchandise which must be 
cleared from the shelves. The offer 
never fails to bring in many interested 
customers, most of whom buy later- 
model equipment at full value. 


7. RE-TRADE TRADE-INS 


Instead of making a long guaranty of 
used equipment, Gamble’s of Denver, 
Colo. sells its trade-in refrigerators, 
“as is”, with only a 30-day warranty of 
service. What sells the equipment is 
the promise that should the used re- 
frigerator develop trouble within a rea- 
sonable time, it may be returned at full 
price to be applied on the purchase of a 
new appliance. The effort is made in 


| such an event to sell the customer a new 


box, but should the family not be in po- 
sition to make such an outlay of money 
at the time, the sum is allowed on pur- 
chase of another used refrigerator. 
This offer has saved the store consid- 
and enabled it to sell 
good serviceable boxes for as low as 
$50 to $85. 
RENT THEM 


Best thing to do with used appliances 
is to rent them, in the experience of 
Fred Gegg, Vyne Bros. Electric Co. of 
Prescott, Ariz. This area of Arizona 
is something of a summer and heaith 


| resort and frequently visitors to town 


are grateful for the opportunity to rent 
a refrigerator or washing machine for 
the duration of their stay. On other 
occasions the store has clinched a 
sale which could not be completed un- 
til later by renting the customer a re- 
conditioned appliance for the interval 
It does 


value of the used appliance is taken in 
rentals, after which any income made 
is just pure velvet. 

9. GUARANTEE TRADE-IN VALUES 


Dealers in areas where the possi- 


| bility of coming television injures radio 
| sales may care to follow the plan used 


by Nides of Denver, Colo., who in- 
sured his customers against the coming 


| of TV by guaranteeing trade-in allow- 
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ances in the event a station was opened 
within a given time. On a console 
type radio phonograph, the store prom- 
ised 100 percent of purchase price re- 
turned if television came within six 
months: within twelve months, 90 per- 
cent. Trade-in values dropped grad- 
ually from this point, until, when the set 
was four years old or more, 25 percent 
return was promised. At the time the 
advertisement was run there was little 
or no possibility of television arriving 
within two or three years and the 
values set for trade-in allowances after 
18 months were not out of line. 

The same method overcomes the hes- 
itation of customers who are afraid 
that sets will become obsolete because 
of color telecasting or ultra-high fre- 
rhis store made something of 
a specialty of trade-ins and on occasion 
advertised for used refrigerators, re- 
producing a telegram from the Chi- 
cago firm through which they dispose 
of their equipment in their display ad. 


quency. 


10. RECONDITION ON AN ASSEMBLY 
LIN 

Complete reconditioning is the secret 
of success in selling trade-ins at a 
profit, according to Whitney’s of San 
Diego, Calif. This firm has added 
nearly 5,000 sq. ft. to the area of its 
North Park store which is given over 
to used appliances. Of this less than 
half is devoted to selling space with 
the rest given over to the service de- 
partment. Here trade-ins go down an 
assembly line; motor, pumps and sealed 
units are checked and repaired or re- 
placed if necessary, pressures and tem- 
peratures are tested, switches checked. 
Rubber door gaskets are replaced when 
necessary, shelves replated. Broken 
handles or hinges are replaced and the 
entire appliance is cleaned and steri- 
lized. Appliances are checked by the 
service manager and given a mechani- 
cal O.K., after which they go to the 
refinishing department. Here bent 
metal straightened and old finishes 
are prepared with abrasives for the 
paint room. White surfaces are then 
sprayed with a factory finish and bases 
and backs are brush enameled with 
black. 

Each checked by the 
store’s home economist who looks at it 
with a woman’s eye, suggesting such 
items as new ice cube trays, colorful 
drip pans, or other features to catch 
the feminine fancy. All costs are en- 
tered on the tag which accompanies the 
appliance through its reconditioning— 
and the finished article is given its final 
pricing with a standard mark-up of 
about 50 percent, which means a full 
profit for the store in its resale. 

The appliances look like new and are 
sold at prices far above those usually 
asked for used equipment, although at 
considerable saving for the customer as 
compared with a this-year model 
“Whitney’s Used Appliances—Tested, 
Approved and Guaranteed” is the 
phrase used in advertising and on the 
appliances themselves, and customers 
have learned to trust the workmanship 
and respect the guaranty. The used ap- 
pliance department is one of the most 
profitable in the store. End 


appliance is 
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SPECIAL OFFER 


on EVERHOT automatic electric blankets! 


GET SET TO CALCH /‘N / Count on color- 


ful, hard-hitting national advertising in the country’s 
leading magazines to bring you customers for this luxu- 
rious electric bed covering. Exclusive ‘“‘Comfortrol”’ 
operates by sight, by sound, by touch in the dark! No 
other control like it. And what colors, what textiles! 
Therm-O-Loom, the newest in beautiful, long-lasting 
weaves, is wonderfully durable and easy to wash. So 
don’t wait. Special offer good for a limited time only. 
Call your distributor, now! 


THREE GORGEOUS COLORS TO THE RETAILER: 


Smart color styling by one of the nation’s With your order for any 3 blankets of your choice, you get one Model No. 941 Ever- 
leading color experts—in the three most hot Blanket at the special price of only $23.77 (your regular cost $28.77). You make 
popular colors used in the American home $5.00 extra profit on each Special Offer. Choose from these models and colors: 
today. Over 90% of all electric blanket sales 
are in these three colors: Rose Petal, Dusty 


Blue, April Green. | BLANKET MODELS 





Retailer's Cost Selling 
(In lots of 3) Price 





> | No. Full-Size Blanket, Single Comfortrol $28.77 $44.95 





Full-Size Blanket, Dual Comfortrol 34.53 53.95 





Twin-Size Blanket, Single Comfortrol 27.49 42.95 








Merchandising Kit No Charge—Shipped Direct 











BEAUTIFUL 4-Color 
DIGPLAY CARTON IMPORTANT—READ CAREFULLY 


Each Everhot blanket is 1. Not more than a total of 6 Special Offers to any one retail outlet. 





packaged in a beautiful, 2. Orders must be for immediate shipment. 
eye-catching display carton 3. All blankets supplied at the special price will be delivered along 
with cellophane window. with the balance of your order by your distributor. 
Perfect for gift purposes. ' 4. We reserve the right to refuse any orders not taken in accordance 
Excellent traffic stopper. with the terms outlined in this offer. 
Ideal for window or counter. 5. Special Offers are not good after September 30, 1951, and may be 
withdrawn earlier at our option. 
6. Place your order with your Everhot distributor or mail it to 
Tropic-Aire, Inc., Subsidiary of McGraw Electric Co., Elgin, IL, 
FREE Merchandising Kit Includes IM thicl and we will direct it to the distributer that orves your territory. 
7. Free Merchandising Kit will be shipped direct to retailer by 
1. "How to Sell Electric Blankets” booklet-—packed Tropic-Aire, Inc. 
with selling tips. 


- Colorful, "Blanket Headquarters” window streamer. Special Offers good only until Sept. 30, 1951 


- Beautiful full-color counter folders. 


. Attractive envelope stuffers for customer mailings. / / Y im | . 
- Unique merchandise display easel. 
. Variety of free newspaper mats and electros. 
Automatic Electrie Blanket 
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eee FIRST to make a fan-heater that 

really works two ways--COOLS when it’s hot, 

HEATS when it's cold. The FIRST combination 
and waffler 

Arvin's famous Lectric Cook... and it's 

still the BEST. Arvin was first to make 


electric irons so good that they're 


sold with a FIVE YEN « And Arvin is FIRST 


leaves the factory. There are no finer, 
more appreciated gifts 
dependable Arvin electric housewares because 


they are more useful to more people. 





Arvin Industries, Ince, Columbus, Indiana 


(Formerly Noblitt-Sparks Industries, Inc.) 


What’s Lifo? 


ee CONTINUED FROM PAGE 75 —— 


valler profits for the business and, 
less tax to pay. In a period of declin- 
ing prices, the reverse is true. Over 
a long period the profits and taxes may 
show little variance from those re- 
corded by the standard first-in-first-out 
inventory valuation, but the dealer will 
get a realistic profit each year, which 
will be a big help to him in managing 
his business more wisely. 


LIFO GIVES A CLEAR COST PICTURE 


Cost control is also a factor. The 
sponsors of LIFO contend that when 
book profits loom large in an infla- 
tionary period management is inclined 
to encourage extravagant practices and 
these may become imbedded in routine 
procedures not easily dispensed with 
in later periods of deflation. The LIFO 
method tends to show operating results 
on the basis of managerial efficiency 
by removing the factor of fluctuating 
inventory price levels due to conditions 
beyond management control. In years 
gone by, it was not unusual for a 
dealer to do a good job of managing 
his business but to have a poor profit 
picture because of a drop in market 
prices near the end of the year. Con- 
versely, a dealer may have done a poor 
job managing his business and an 
increase in market prices may have 
given him a fat profit for the year 
LIFO eliminates this inconsistency 


USE LIFO WITH PERMISSION 


rhe U. S. Treasury permits the use 
of LIFO but one cannot change fron 
one method of valuing inventory 
another method without getting the 
consent of the Commissioner of In 
tert roa Revenue. The taxpayer must 
follow certain regulations laid down by 
the dep irtment. Moreover, their ap 
plication may vary with the business 
Ihe most practical procedure is 
discuss this matter with your accoun 
tant or the tax office in your district 
LIFO is not a new accounting 
device. It has been used for years in 
some industries. It was advocated for 
the retail trade just before World War 
II, but the Treasury refused to permit 
its use, probably because they figured 
it would mean a saving to the taxpayer 
Eventually the tax court authorized 
it and a Treasury decision in 1948 
expressly permits, in accordance with 
certain provisions laid down in the 
decision, the use of this elective inven- 
tory method by taxpayers valuing their 
stocks on the retail inventory basis 
For the country as a whole, the 
sponsors of LIFO say that it would 
make for stability of business earnings 
As it is now, when prices decline, book 
profits are lower; sales, wages and 
dividends shrink. This makes a de- 
cline in spending power when an 
increase would be desirable to bring 
prices and business back to normal 
Stability of business earnings, which 
could be fostered by the use of LIFO, 
would constitute a real benefit to the 
social and economic structure of the 
nation. End 
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to profit-minded management to check the 


EXCLUSIVE FRANCHISE RIGHTS 


and local sales-volume potential of 


She Nwnter 7 Luality Sowing Machine 
tn theU. £4. and EntieWH old 


 PFAFF 


‘*‘JUST DIAL YOUR STITCH’ 
For stores that want 


“quality-first 
customers” 


e Some highly profitable franchise opportunities are still 
open for the world’s top-quality, top-value, top-price 
sewing machine. 


e No other make can stand up to Pfaff on actual demon- 
stration! And the cabinet-work of the many beautiful 
consoles and desk models is incomparably superior—a 
reflection of Old World skill in design, construction and 
finish. A balanced line of 9 numbers! 


e Stores receiving leads from our national advertising 
are converting 4 out of 5 into sales. And Pfaff buyers— 
more than 4,000,000 all over the world own Pfaff—are 
ardent boosters for this remarkable machine that sews 
without attachments. “Just set the dial for the stitch 
you want and sew!” 


e Precision standards, a 20-year guarantee, amazing sim- 
plicity of operation so that even a beginner becomes 


expert quickly... 


@ ...you owe it to your store to learn more about Pfaff 
and if the territory is still open, how your store can 


qualify for a Pfaff franchise. Your choice of beautiful 


e Pfaff retail selling is supported by sound, intelligent Period and Modern cabinets, or 
merchandising, promotion, and advertising—success-tested portables, attractively priced. 
and complete. Full details on application. 


make confidential inquiry ... phone or write today 


PFAFF SEWING MACHINE CORPORATION 
820 Greenwich Street, New York, New York * Telephone: WAtkins 4-7925 Dept. EM-1 


MAKERS OF THE WORLD’S #1 QUALITY SEWING MACHINE 
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YES, WE SAID... 





ELECTRICAL MERCHANDISING 


with the greatest paid circulation in the appliance-radio-TV industry does a terrific 
job of selling SELLING to appliance-radio-TV dealers . . . In the opinion of many 
people it does the best job. That dealers are sold is evidenced by the way they place 
ELecTRICAL MERCHANDISING at the top of their list as their “most useful” trade publi- 
cation year after year, because it helps them make more money. Such a publication, 
dedicated to selling at the retail level, is needed more than ever to move merchandise 


out of warehouses into homes 


How is your product sold? Recent dealer studies indicate that “There is not sufficient 
amount of intelligent, aggressive promotional planning and selling. There is little 
creative sales effort. The sales activity of a considerably high percentage is limited 
to responsive selling, wherein the sale is initiated by the consumer rather than by 
any action on the part of the dealer.” This of course is not news to ELECTRICAL 
MERCHANDISING’S Editors. They are aware that there is a lack of knowledge of 
selling features of products and they are doing something about this condition in 


each issue of ELECTRICAL MERCHANDISING 


STAR SALESMAN ... the hard.way 


Almost every organization has a star salesman. Let's call him Bill Jones. Bill knows 








how to approach prospects, tell them and sell them. His chances of closing sales 
are always brighter because he knows his way around. He’s the guy you want on 
your sales team. Bill is a natural but he didn’t get that way overnight. He learned 
the business from the ground up. It took years of experience, hard work and lost 


sales to make him what he is today — the hard way. 


THE DEALERS’ CHOICE YEAR AFTER YEAR 


SERVING THE APPLIANCE-RADIO-TYV INDUSTRY 
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SALES EDUCATION... the easy way 


ELECTRICAL MERCHANDISING goes to Bill Jones for advice, promotion suggestions, for 
ideas which have worked to make sales. Every issue of ELECTRICAL MERCHANDISING 
tells how the Bill Jones, the star salesmen of the appliance-radio-TV industry work 
and how they make sales. Each feature is given full magazine treatment in ELEc- 
TRICAL MERCHANDISING’S own easy-to-read picture story technique. Each story tells 
busy dealers how to sell in their own language. Each issue is filled with sales ideas 


which are learned the hard way — told the easy way. 


... IN ELECTRICAL MERCHANDISING 


Although tremendous effort has gone into design and research, your product may 
not be getting its share of the market because dealers just don’t know the best 
APPLIANCE-RADIO-TV STORE! 
e - ° AT LIA Ct AL ’ iJ 
methods of demonstrating it to consumers. Dealers may not be aware of the services 
behind your product or the sales helps you offer. Perhaps your product has values DEPARTMENT STORE! 
which are not being sold aggressively. Sell appliance-radio-TV dealers in the pub- ST ee le 
a FURNITURE STORES 
lication they are sold on — ELectricaAL MERCHANDISING, the appliance-radio-TV indus- 

, 2 HA Aj C 
try’s Best Seller. Educate dealers on how to sell your product, keep them sold after ARDWARE LINES 
they are signed up in the shortest time at the lowest cost in ELecrricaAL MERCHAN- | | PUBLIC UTILITIES 
pisinc. Here is a ready made chance to support your sales force by contacting dealers 


in their favorite trade publication — ELEctRICAL MERCHANDISING. 





A McGRAW-HILL PUBLICATION iy Ja 


mae) \iE RCH ANDISING 
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How GENERAL ELECTRIC 


Kj 


TEXTOLITE* TOPS 
can help you 


@ Start at the “TOP” to sell com- 
plete kitchens! Display General Electric 
lextolite plastics tops prominently 
in your appliance store. Housewiv 
like these colorful, attractive surfa 
which add so much beauty and 
venience to their kitel 
they see G-E Textolite toy 
play, it starts them thinking in terms 
of re-doing their entire kitchens 
which gives you the opportunity to 


sell one! 


G-f lextolite tops are easy to sell, Your 
customers will like the original colors 
(awarded the Fashion 


Academy Gold Medal for 


and patterns 


1951). Cus- 
tomers have confidence in the name 
Gene ral Electric, too. They like to 


buy products which bear the well- 


known G-E trade-mark. 


Don’t miss this opportunity to boost 


appliance sales with G-E Textolite 


plastic s tops. Send coupon today! 


* Reg. U.S. Pat. Of,” 


Section X-5, Chemical Division 

General Electric Company 

Pittsfield, Massachusetts 

( ) Please send me free pattern sheet 
showing the 1951 G-E Textolite top 


designs. 


Get Out There 
and Sell! 


oe CONTINUED FROM PAGE 89 oom 


in the store, he is protected on that 
prospect for seven days. If he is un- 
able to close the sale in that time, the 
prospect’s name is then turned over to 
in outside salesman.” 

The Maison Blanche appliance de- 
partment carries one of the heaviest 
advertising schedules in the city. 

llotted a generous budget for adver- 
tising, Mr. Reinherz’s section splashes 
1 full page ad twice weekly in the 
New Orleans newspapers and 
tures several radio and television spots 
throughout the week. During the foot- 
ball season, the department sponsors 
local high school football games. 

‘The idea is, of course, to keep the 
public associating the name of Maiso1 
Blanche with Reinher? 
logically explains. “We sell the store’s 
good name as well as the product, be- 


fea- 


ni . ” 
appliances, 


cause people know they can depend on 
it.” 

Such heavy advertising brings tang 
ble results. A tremendous number of 
inquiries come into the shop every day. 
lo handle these inquiries, Reinherz 
has assigned two men to answer the 
department telephones, which seem to 
ring constantly. These men, usually 
taking their turn at the 
task, receive the inquiries 
ind answer them as fully as possible. 
If possible, they obtain the inquirer’s 
lame and address and the call is then 
passed on to an outside salesman for 

immediate follow-up. 


Che con 


npany 


salesmen 


issigned 


has its own service 
} -+ + see } 
department and does repairs and han- 
lles service on products 


service 


Frigidaire 
that standard 


always is available on the products 
ld 


ilone. The fact 


also is a business getter. 3esides 
he full Fricidaire 13 } 
e tull rigidaire line, other prod- 
ucts handled by the store include 
Bendix, Easy washers, 
Youngstown kitchen cabinets, Carrier 
ir conditioning, and 


f television and radio brands. 


Thor and 
a wide variety 


use an appliance shop is 


f a department store, 


I it doesn’t 
follow a certain set-up and 

for the customer to come to it,” 
“When you keep five 

ide salesmen making ten calls a 
, you're 


inherz. 


bound to get the business.” 


End 


























() 1 am interested in handling G-E 
Textolite tops. Please have a representative call. 
GENERAL¢@ ELECTRIC | *™ 


, 
2USINGSS 


Address 
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“IT’S REALLY QUITE SIMPLE TO OPERATE— 
FOR THE OVEN YOU TURN THIS KNOB—NO, 
THIS ONE—UH—HA, HA—LET’S SEE NOW—” 
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Want to make easier sales? 





Want to make more sales? - 


Then let your prospect watch the 
Duchess work! 

She'll see for herself how the Duchess 
Triple Flex Spiral Agitator washes 
ALL the clothes ALL the time—washes 
them faster, gentler, better from the 
load line to the bottom of the straight 
side, wide bottom tub. 

That's what she WANTS — the ability 
to wash more clothes per hour—to 
save time and save clothes. The Duchess 
does that and saves her money too. 





Compare Duchess in any price class 
and you'll sell Duchess. And YOU get 
better discounts and extremely low 
service costs for better profits too. 





A NEW MEMBER OF THE DUCHESS FAMILY 


Now in production— 
the new Duchess Air 
Dryer. Very compact 
—easily portable—re- 
moves up to 10 quarts 
of water from room 


tails for only $129.95. APPLIANCE MANUFACTURING CO. 
ALLIANCE, OHIO 


W orld’s Largest Manufacturer Concentrating 
Production and Sales on Wringer Type W asbers 
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At NOMA did it with ‘ 
Me a a NOMA did if with NS 
. peek: thay oe gm NOMA ‘did. it) with. as nee 


a 


he ee 


i s Lighting News i in 25 years 


“aks another big first for NOMA —the biggest name in Christmas lighting. Only NOMA 
\ Bives you the complete line of popular lights and specialties— NOMA is the best known 
\ name in Christmas lighting—and now NOMA gives you the biggest selling feature to hit 
the Christmas lighting trade in years, the new SAFETY FUSE PLUG SETs! 


THE NEW NOMA SAFETY FUSE PLUG SETS WILL BE YOUR SALES LEADERS THIS YEAR! 
@ Because they give the buyer a big extra value 

@ Because they bring important safety to the tree and home 

@ Because they can be sold to everybody, whether they already have lights or not and 


@ Because they are being widely advertised in newspapers and national magazines 
Don’t, don’t, DON’T delay—get your order in NOW! 


NOMA ELECTRIC CORPORATION 


55 WEST 13th STREET * NEW YORK 11, N.Y. 


NOMA-the BIGGEST NAME IN CHRISTMAS LIGHTING—Makers of Estate Ranges - Heatrolas - Effanbee Dolls + 
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Your Customers 
Want it 50 to 1 


A recent independent survey 
shows an overwhelming demand 
for the new NOMA Safety Fuse 
Plug Set. Shown two sets of 
lights identical except that 
one had the Safety Plug and 3215SF : 
the other did not, consumers One of the many NOMA. 
voted 50 to I for the sets equipped with 
new NOMA Lights! the Safety Fuse Plug 


K-D Lamps - Ansonia Cables-ABC Oil Burners - Beauty Queen Kitchen Cabinets - Ward Heaters - Eagle Silica Gels 
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pug 


and sell the free 
with house 


weet Oe 


ol 


ERO Mine 


wives the country over 


SUB PZ4EIRIO) 
en-ien 
Ten cu. ft. of self-defrosting refrigerator 


ten cu. ft. of budget-wise freezer. 
All in one Beautiful Cabinet! 


Individual Thermostatic Controls e Roomy Meat and 
Vegetable Drawers e Separate Doors e One Sealed-for-Life 
Compressor @ Needs only 30 x 36 inches of floor space 





te 
yw for 
all the details 
on this 
sales-building . .. 
profit-boosting 
line! 


Model 18-5 


18% «wv. ft 


Advanced Upright Design 
Separate Compartments 
Cold-Hold Inner Doors 
Therma-Seal Protection 
Fiberglas Insulation 
Needs only 30 x 36 inches 


= Of floor space 


MANITOWOC EQUIPMENT WORKS 
Manitowoc, Wisconsin 


Gentlemen 


Please rush me all the details on your SUB-ZERO freezers 
and the new Ten-ten 


NAME 


TITLE 


COMPANY 


ADDRESS 


CITY 


[] DISTRIBUTOR 


STATE 
C) DEALER 


MANITOWOC EQUIPMENT WORKS 


A Dsisier cf Manitewoe Shipbuiiding Company 


Mon towor, Wissemin 


It’s Time to Trade TV 
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that they went over their own customer 
files and used the telephone scripts 
provided by Krich to make more sales 
contacts. 

The actual number of sets sold in the 
10-inch phase of the campaign will 
never be known, but a conservative 
estimate of free trial demonstrations, 
based on the temporary installations 
made by RCA, is a figure of 450. 


Even Dealers Like It 


The few figures available from deal- 
ers show an even brighter picture. In 
a five-day period, for example, five 
rrenton dealers closed 43 sales from 
201 contacts. A Guttenberg dealer is 
quoted by Cone as making 17 home 
demonstrations and closing them all 
in 10 days. An Essex merchant made 
16 demonstrations out of the first 50 
names, closed 10 sales. 

Dealer Morris Lavine, owner of 
Trenton Lighting and one of the most 
successful users of the plan, is candid: 
“Operation Trade,” he says, “was 
really the one thing that helped us get 
our inventory down from 280 sets to 
125.” Lavine received about 250 
names. From these he made 14 home 
demonstrations, turning all but one into 
By late July he had taken 60 old 
sets in on trade, resold all but two or 
three. Like most other dealers he 
didn’t find it necessary to take advan- 
tage of Krich’s purchase offer nor did 
he use the RCA reconditioning facili- 
ties for more than a handful. “It’s easy 
to sell the old ones,” he declares. “Of 
course, if they are reconditioned we 
can get cooperative advertising from 
the distributor and sell them with an 
RCA service policy, but, even if they 
are not, there is a substantial demand 


sales. 





for them as second sets in the home, 
for recreation rooms, for summer 
homes, or just for the children.” 

Lavine made all of his telephone 
calls—even though by mid-summer the 
system of list preparation and alloca- 
tion became so entangled in its own 
essential complexity that some of the 
names had been previously called by 
other dealers. 

When possible, he got people to 
come to the store, found that the trade- 
in inducement was often all that was 
needed. “We allowed $75 on most of 
the old sets,” he says, “because we were 
sure of $50 by selling them to Krich if 
we had to. Few, if any combinations 
were turned in. Most people seemed to 
want to keep those for the radio and 
phonograph.” 

Like other dealers who were suc- 
cessful in using Operation Trade, 
Lavine worked at it, showed no simi- 
larity to apocryphal dealer 
who, when given a lead and told to 
follow up, said, “If I go to this guy’s 
house and ask him the time he’ll prob- 
ably say he doesn’t have a watch. Why 
should I bother with a guy that can’t 
even afford a watch?” 

The success of the promotion is 
implicit in the fact that it has been 
adopted by RCA for nationwide use 
and that Krich is going to continue it 
this fall to catch both 124 and 10-inch 
owners. 


Cone’s 


But its significance is even 
“Operation 
is a signal to tell 
everybody in areas like ours that 
the saturation point is almost here and 
that the only prospects for TV of any 
consequence are those who already 
own. I question the quality of the 39 
percent who have not yet bought.” End 


greater than its success. 
Trade,” says Cone, “ 




















“ACME TELEVISION STORE? CAN YOU SEND OUT A REPAIRMAN? MY IVY’S WILTING.” 
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pore CREDIT’s complete 
financing package offers you both 
wholesale and retail plans. . . allows 
you to finance your stock from 
distributor to customer through one 
dependable source. 


Yourcustomers will like COMMERCIAL 
CREDIT financing better, too... 
because of its broad benefits, such 
as Life Insurance and Property 
Insurance, 


Ask your distributor about the 
COMMERCIAL CREDIT PLAN today 
Commercial Credit Offers Everything Dealers Need . . . from wholesale financing of floor stock ... or call your nearest COMMERCIAL 
down to the last detail of customer credit investigation, property insurance, CreEpIT office for complete details 


collection, adjustment and prospect follow-up. without obligation. 


Appliance dealers turn to Commercial Credit 
for complete financing service 


cou mnttin 
cREDAT PLAN 


More Dealers Use Commercial Credit. Because of the broad protection 
and benefits offered both buyer and seller, more dealers 
finance more home appliances through COMMERCIAL CREDIT 
than any other national financing plan. 


COMMERCIAL CREDIT 
€ ° R PO R AT 13 N This Book Tells Why The Commercial Credit Way Is Better. Contains facts 


A subsidiary of Commercial Credit Company, Baltimore and figures on different prospect groups, other helpful facts. 
. .. Capital and Surplus over $100,000,000 . . . offices Explains how CommerciaAL Crepit helps you close more 


in principal cities of the United States and Canada. sales, make more profits. Ask your distributor for a copy, or 
call your nearest COMMERCIAL CREDIT office. 
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SALOP Vistributors are 


Know the ##2o-- distributor executives who serve you 


Thor Corporation is rightfully proud of the out- 
standing Thor distributors you will see pictured 
here each month! We believe that when it comes to 
the things that really count in helping Thor dealers 
with advertising, merchandising, sales and service 


—our distributors are away out in front. In fact, 


Shown here are ten of the Thor distributors who 
serve our dealers in 5 territorial divisions. All of 
our distributors are working toward a common goal: 
to give every Thor dealer all the tools he needs to 
sell more Thor products—to do a constantly better 
selling and merchandising job—with bigger and 


that’s WHY they are Thor distributors! better profits for every Thor dealer! 


Eastern Division Central Division Southern Division Midwestern Division Western Division 


PAUL KEMPER, Sales Manager 
David Kaufmann’s Sons, Inc 
Mount & Cole Sts 

Baltimore, Maryland 


E. L. MILLIGAN, Sales Manager 
State Distributing Company 

30 lonia Ave. N.W 

Grand Rapids, Michigan 


O. O. PHILLIPS, Sales Manager 
Home Appliance Distributors 

of Arkansas 

114 East Bridge St 

Little Rock, Arkansas 


E. J. CARPENTER, Sales Manage: 
Appliance Distributors, Inc 
Wazee Market 

Denver 4, Colorado 





SIDNEY A. CRYSLER, Sales Mgr. 
Seattle Hardware Company 

501 First Avenue, South 

Seattle 4, Washington 


W. F. CAROLAN, Sales Manager 
E. B. Latham & Company 

250 Fourth Avenue 

New York, New York 


ROBERT MORRIS, Sales Manager 
Hamburg Brothers 

213 Galveston Ave. 

Pittsburgh, Pa. 


CHARLES R. REW, JR., Sales Mgr. 
Alabama Appliance Co 

Ist Ave. North & 13th St. 
Birmingham, Alabama 


ROGER H. PENICK, Sales Mgr. 
Covington Distributing Corp. 
34 North Hamilton 

Houston 2, Texas 


C. T. NYSTROM, Sales Manager 
Kierulff & Company 

820 W. Olympic Blvd. 

Los Angeles, Calif. 


and we are proud of our distributors’ salesmen too! 


Shor CORPORATION, Chicago 50, Illinois 


SEPTEMBER, 


ace. w. 5. PAT. OFF, 
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— the best in America! 


Our distributors’ salesmen know how to 


help Shor dealers sell 


We're also proud of our Thor distributors’ 
salesmen. They, too, are on their toes. . 
informed . . 


. well- 
. always prepared to spend time to 
help you move more merchandise . . 
more money. 


. to make 


Ask your Thor salesman to show you tested 


customers —at a cost of only a few dollars a 
month! Thor ideas mean business! 

To prove this to yourself, try the following 
short quiz on your Thor salesman—next time he 
calls. Score 25 points for each correct answer. 
See how he scores! We’ll bet you a new Stetson 


ideas on how to bring in ready prospects and hat, you can’t stump him! 





QUESTION 
1. How can I increase my sales this month? 
2. What is the new Thor 5-Year Protection Plan? 


3. How will it help me increase my business? 


4. How will Thor advertise this 5-Year Protection Plan? 











P. S. Your Thor salesman is vitally interested in 
your success—in helping you do an ever-better selling 
job. That’s why he'll appreciate your testing is 
knowledge by asking him the above questions. Fol- 
low his suggestions. They are tested ideas that will 
make more money for you! 


M. R. (BOB) WILSON 
General Sales Manager 


Vhor CORPORATION, Chicago 50, Illinois 
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IT PAYS TO HANDLE 
Rapidayton’s 
JET PUMP LINE 


Trouble-free performance and long service life 
make the RAPIDAYTON Jet Pump Line a very 
profitable one to handle. All models have one 
basic design and it is a very simple and easy 
matter to adapt them for either shallow or deep 
well service. There is a wide range of sizes 
which provides the right model for 
every type of installation. Fill 
out the coupon below and 
send it in TODAY. 


VERTICAL JET PUMPS— 
RAPIDAYTON complete 
line include vertical 
pumps for both deep and 
hallow we rvice 
Sizes range from ‘4 h.p 
up to and including | 

h.p. Supplied with any 


ize tank 


HORIZONTAL JET 
PUMPS — RaPiDAYTON's 
horizontal jet pumps 
range in size from Vs 
to 1 hp. inclusive, 
models suited for 

or shallow 


RAPIDAYTON PACK- 
AGE SYSTEMS''—The 
new RAPIDAYTON line fea- 
tures horizontal jet pumps 
for both deep and shallow 
well service—with pump 
mounted on a horizontal 
tank when a elela aelel: 


system s required 





THE DAYTON PUMP & MFG. CO., 
Dept. EM, 500 Webster St., Dayton 1, Ohio 


Please send me complete details and prices on the new 
RAPIDAYTON Line of Jet Pumps. 


NAME 





ADORESS 





city 
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Portable Towers Aid TV Demonstrations 
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KANE CO., CLEVELAND, O. 


salesman when he is sitting in your 
own home, eating your pretzels and 
lrinking refreshments. He becomes a 
real confidant of the family. The cus- 
tomer trusts his judgment more,” he 
emphasizes 

‘People have to have something new 
presented to them,” Kane points out. 
“If we can help the dealers in the 
fringe area introduce home trials as 
well as save time in showing the set 
and installing it, an increase in sales 
is bound to result.” 


Other Benefits 


rhe dealer can also profit from the 
tower in other ways. With the rig it 
is possible to determine the height that 
would be necessary for the individual's 
home, as well as to lift the mast to the 
roof during the actual installation. 

Another advantage for the trailer 
set-up is the fact that it can be pulled 
by, and attached to, any car or pick-up 
truck. This way, a salesman can go 
out and demonstrate sets either day 


or night and not have a serviceman lose 
time with his truck 


One Man Can Do it 


One man can operate the truck, but 
two men can do the job faster. During 
the trips from Cleveland to Alliance, 
Canton, Ashtabula, Conneaut, Mans- 
field, etc., both Jim Kane and Bob 
Underhill, television service manager 
for the distributor, have gone out. 
They have been able to answer the 
question foremost in the minds of many 
customers, “Can I have a picture in 
my house?” 

When Kane was demonstrating in 
Warren, Ohio, continuous crowds of 
75 to 100 watched a set below the 
tower. After the demonstration, the 
dealers talked business in their stores, 
since that was the evening they were 
open late. Moreover, the demonstra- 
tion was a good introduction to the 
sets that the Kane Company has been 
realigning to insure sensitive reception. 


End 


MURPHY’S, MONTICELLO, IOWA 


amazed, The idea was to make pros- 
pects realize that this was being shown 
on their own ground and that they, 
too, could enjoy this quality in their 
homes 

Cards were passed out and in 200 
names there were usually about eight 
television owners 

Naturally, the people invited were 
those who could afford the proper kind 
of equipment, and the names gave the 
dealers a long | 


had seen what could be had and were 


ist of prospects who 


convinced they were not buying a pig 
n a poke 


Lining Up Dealers 


In its appointment of retail out- 
lets, said Mr. Gibson, his company has 
favored those with good service men 
The idea is to get television off to a 
good start in areas where it is new 

In Red Wing, Minn., Ralph Thomas 
of Radio and Refrigeration Co. bene- 
fitted from the punch of this perform- 
ance, as did David Bickford of Owa- 
tonna. Hastings, Northfield and a 
dozen other fringe towns have exper- 
ienced this educational uplift. In Cum- 
berland, 22 television stations were 
logged. 

While the Murphy Company does 
not distribute TV towers (they go 
through parts jobbers), it notes with 
satisfaction that its demonstrations 
have engendered a gradual increase in 
the size of such towers 

he customer, who originally con- 
sidered the dealers’ recommendations 
so much malarkey, is getting softened 
to the idea of 40 ft. towers on his home 


(which, added to the height of the 
house affords him about 70 feet of 
height) and putting out around $100 
for the job. Some 90 percent of the 


towers sold are in this category, it is 


Acceptance Growing 


For a long time the trade has known 
that towers and boosters are necessary 
for fringe reception, but the public has 
been slow to accept this idea, having 
had experience with unnecessary radio 
aerials in the past. At the present mo- 
ment the homemade jobs are passing 
out, and the well made commercial 
tower coming in. To the street dem- 
onstration is due a lot of the credit 


End 


re 


~ 
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“I'M GOING BY STREETCAR, SO IT HAS TO 
BE COMFORTABLE.” 
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eatures! 


that’s why feuith is America’s most 


le Television / 


Need a magic formula for higher turnover? Zenith has it! No mystic words. 
No Aladdin’s Lamp. Just a big, strong, sales-winning combination of more 
features and better features ... acombination prospects can’t seem to resist! 
: Featured here—two of the hottest models in television today. Packed 
’ . with Zenith features, Zenith quality . . . yet priced so low they spell top 
and youre sure oe value to customers . . . top turnover for you. Cash in now on Zenith... 
ni tor UHF—Zerith America’s most demonstrable television! 
ision for 


y to receive new 
no 


Built-in Prov ; 
sets can be made — 0 
UHF stations in just 15 ™ 


Vv ' 
vy 
costly external con erters to buy 


The Burke 


- is ie 18th Century cabinetry at its tasteful 
“Super-Range Chase : Ag best, interpreted in rich Mahogany 
fee awe : veneers and selected hardwoods. With 
‘snow" and setts Zenith 17-inch rectangular tube. 
lly in fringe ore"™ 2 Mode! H2052R. 


Sensitized 
—"reaches ov 
Minimizes "Ss! 
faults—espec!? 


i— 
Gain Contro 
d Automatic an at 
paar gate admits — = 
te 15 millionths of a ary 
closes to lock out interference: 


VHF now --- 
ions after o 
y= nace no adjustments requ 
re- pais 


The Marlowe 
» Sound and Picture 


“Gated Beam sou : Get ready for sales ... when you 

—screen ov X ‘ P ! . 
Stabilizer — veady, deor re” feature the Marlowe! A com 
interference. Assu © ond sound: ay pactly modern table model cov- 
ception of both pictur ered with functional Mahogany 
Pyroxylin. 17-inch rectangular 
Blaxide* “‘Black”’ picture tube. 


* “Black” x 
-Ban” Blaxide ‘ : Model H2029R. 
epg almost unbelievably a 
pose “real.” Brings ovt - = =e 
clea — In o td 
contrast—permits gavin laa S By The quality built into every Zenith 


room—as doctor is positive assurance that Zenith 
profits are profits you can keep. 
No extra service, rebates,and other 
costly attempts to pacify customers. 


ies 


pen. Si Tite 
rs ee le 


ZENITH RADIO CORPORATION, CHICAGO 39, ILLINOIS 
a Also Makers of Fine Hearing Aids 
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: QPULAR 


IS 
JHE WORD)/FOR IT! 


PORTABLE IRONER 


14 with women because (A) it is so easy to use; (B) 
saves time; (C) eliminates ironing day drudgery: (D) 
is reasonably priced. 


with dealers because it sells quickly at good profits. 


Elbow control leaves user's hands free to guide clothes. 21” wide 
rell. Thermostatic heat control. A red light indicates when current is on. Motor is 
wholly enclosed. Non-slip rubber guard. AC current. Bright chrome and white 
enamel! finish. 


UTILITY HEATER 


A very attractive model finished in choice of white 
or brown porcelain enamel. Reflector and dress 
guard are chrome plate. Well made to do a good 
heating job for years. Equipped with double radi- 
ants and cast-iron burner. 12.000 B.T.U. 16” high. 
11” wide, 6%" deep. 


Model 2123 for L.P.G. gas 
Model 2123-B tor Natural and Mig. Gas 


AGA 
Approved 


* RADIANT GAS HEATER 


For fireplace or living room—it's 
cheerful and an excellent heat pro- 
vider. Body is in one piece finished 
in brown porcelain enamel with har- 
monizing brown and ecru backwall 
and radiants. Reflector and dress 
guard are chrome plated. Solid brass 
valve and durab'e cast-iron burner. 
A.G.A. approved. 


17%" high, 18'2” wide. 8” deep, 20.- 
000 B.T.U. Shipping Weight 31 lbs. 


No. 2205 for Natural and Mig. gas 
No. 2205B for L.P.G. gas 


ORDER FROM YOUR JOBBER 


or write for literature on full line of Ironers, Electric and 
Gas Heaters, and Lawn Sprinklers. 


WHEN 
IT’S AN 


RMSTRONG 
DEPEND ON IT! 


IT'S THE BEST 
OF ITS KIND 
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The Prospects for TV Expansion 





veloped final amplifier tubes and 
ouped-up transmitting antennas which, 
incidentally, are easier to construct 
because of their smaller size, have in- 
dicated that good commercial service 


is quite practical. \n appreciable 


| number of transmitters could therefore 
| be expected on the air within a year 


after uhf-channel licenses were made 
available, although it would take sev- 
eral years to build and install anything 
like the number that could be accom- 
modated. It also seems safe to predict 
that wherever uhf stations come on the 
air, and particularly where the area 
served is not well served by vhf sta- 
tions, receiving equipment will rapidly 
become an important factor in the re- 
tail market. 


UHF Converters Feasible 


Few commercially available televi- 
sion receivers that we know about at 
this time will receive uhf television 
channels. Nor will many manufac- 


| tured receivers in use in the field, un- 


less they have been modified or added 
to. It is, however, possible to build 
a converter which will, when attached 
between a transmission line and the 
antenna posts of most existing re- 
ceivers and plugged into the 
light line, permit the reception of 
ultra-high frequencies. Such a con- 
verter would be not unlike the short- 
Wave converters used many years ago 


electric- 


to permit broadcast radios to receive 
programs. It would differ 
chiefly in the use of much more efficient 
tubes and tuned circuits, upon 
many manufacturers have been work- 
ing. Like its forebear, the uhf con- 
verter would require no tinkering with 
the inside of the set 
attached. 

Another method of adapting existing 
sets to uhf television reception, ap- 
plicable to some but not all of the sets 
since uhf television first be- 
came a possibility, would be to incor- 


overseas 


which 


to which it was 


| porate uhf tuning systems within the 


sets themselves, perhaps by using un- 
used vhf channel positions of the band- 
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switch. A few sets sold within, 
particularly, the last year, make pro- 
vision for such additional tuning sys- 
tems. How efficient these will be in 
ictual practice remains to be seen and 
it is a certainty that some of them will 
prove to be satisfactory, while others 
will not. 

Finally, when uhf licenses are issued 
new television sets*can be designed so 
that they will receive both vhf and 
uhf stations. This is largely a matter 
of using more efficient head-ends, or 
tuners. The job is difficult, technically, 
in view of the extremely wide band 
of frequencies that would have to be 
covered, but the market rewards of 
success appear so certain that love will 
find a way. Rooftops will, of course, 
have to bear the additional burden of 
uhf antennas. Since these will be small 
there is no reason to assume that the 
public would rebel, particularly in view 
of the alacrity with which they added 
high-band antennas to existing low- 
band antennas to boost channel 13 
somewhere up near the level of chan- 
nel 2. 

Licensing of uhf television stations 
would in no way reduce the service at 
available to owners of tele- 
vision sets. While some few people 
might hold off buying new sets until 
they could obtain models incorporating 
both vhf and uhf reception, the sales 
resistance so produced would, except 
perhaps at the start, be comparable to 
that encountered by dealers selling 
straight a-m broadcast receivers in 
spite of the fact that most areas of the 

very fine f-m_ service, 

0. It might be anticipated, however, 
hat uhf converters and antennas would 

ll more rapidly than f-m converters 
did even in their early and palmiest 
li more universal 


public interest in television. 


The Movies and TV 


Motion-picture people, some of them 
quite new, are rapidly developing film 
services for television, as indicated by 


present 


country have 


iys because of the 


(Continued on page 232) 
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Silent Salesman At Work! 





There’s one thing about TV’s, radios and appliances any 
woman can understand—the Good Houskeeping 
Guaranty Seal. 


tA RETO Women know that, before a product can be 
* OF WS advertised in this magazine, GOOD HOUSEKEEPING 
$" Guaranteed by has satisfied itself that it is a good product. Then, 
Good Housekeeping and only then, does it earn the Guaranty Seal. 


iy or . . 
or as Advertised TS Millions of women make the Guaranty Seal their 


buying guide. That’s why you have a powerful silent 
salesman working for you when you promote 

and sell brands backed by the Guaranty Seal. 

The Seal may well prove to be the best salesman you 
have on the floor! 


GOOD MOUSER EEPING ses gooas 


35 per THE HOMEMAKERS’ BUREAU OF STANDARDS 9,971,000 
€ a) COpy 57th Street at Sth Avenue, New York 19, N.Y. readership 


Women know — the product 
that has it, earns it! 
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LIKE THE BRAIN 
IN A MAN... 


PRECISION TELEVISION 


The brain of Hallicrafters 

Television is its precision engineering — 

the same precision that earned the 

Army-Navy “E” award not once, but 

five times! It is the same precision 

engineering that in short-wave radio is depended 
upon by 89 foreign countries, and 


33 governments. 


This Hallicrafters precision—in 
television—brings to the consumer 
performance unmatched by any other set! 
It enables you, the dealer, to 

sell Hallicrafters where other brands fail 
to pass the performance test. 


* Hallicrafters is the “Only Set with the 
famous $2,000,000 Dynamic Tuner.” 
Available at no extra cost on 
most models. 


* Every Hallicrafters has a built-in color 
connector-attachment for utilizing 
any future development in electronic 
or mechanical color. 


* Simply by inserting a new UHF channel 
tuning strip, you will be able to 
receive any new stations on those 
frequencies. Done in a few minutes, 
for a few cents’ cost! 


* More video power . . . with stronger 
horizontal interlace—for the clearest 
picture in television! 


MODEL 17838 
17-inch 
Rectangular, 
Console 


"The Set the Experts Own" 


| 


TV Expansion 


ees CONTINUED FROM PAGE 230 eee 


the number of commercials now 
handled on film if not by new films 
designed for entertainment rather than 
advertising purposes. The techniques 
by which such films are made give 
better results when they are projected 
by television studio cameras than was 
obtainable with older films made 
initially for home movies and theatres. 
Speaking of motion-picture people, it 
seems that at long last some of them 
are now climbing on the television 
bandwagon, as indicated by a_ recent 
heavyweight fight shown via television 
in many theatres but not to the general 
television audience. Use of television 
by theatres may quite conceivably in- 
ject new life into the business in the 
future, although it does not seem likely 
that exclusives like the one just men- 
tioned will be the way it is done. Tele- 
vision needs films, and the movie peo- 
ple know how to make them. The 
movie makers need customers for their 
products, so there must be a better way 
for the two industries to get together 
to their mutual benefit. 


Selling Individual Service 


Several methods of selling television 
service to individual subscribers, the 
most talked-of one involving simulta- 
neous use of telephone lines to insure 
privacy, have been tested experi- 
mentally. They have worked out sur- 
prisingly well, much as_ so-called 
wired-wireless worked out in certain 
communities some years ago. Like 
wired-wireless, such services may 
eventually develop into a worthwhile 


adjunct to free TV, but, also like wired- 


wireless, their value may eventually 
prove greatest for commercial or semi- 
commercial establishments rather than 
the average home. In any event, it does 
not seem that a paid program service 
can for long seriously compete on a 
broad scale with programming pro 
vided by advertisers 


Airplane Service 


Television coverage of large un 
served areas from high-flying airplanes 
equipped with transmitters was very 
much in the news just a year or two 
ago. Nothing has been heard about it 
since, despite the fact that the proposal 
has some virtues. Perhaps the very 
coverage obtained by transmitting from 
a very high point works against such 
a system at this time, when interfer- 
ence between stations is of such con- 
cern to the FCC. The idea is prob- 
ably destined for uses other than 
broadcast service—by the military, ete. 

Still other factors in the television 
business, such as the growth of com- 
munity-type antennas serving areas 
ordinarily too far down in valleys to 
receive good pictures and development 
of profitable servicing techniques are 
covered elsewhere in this issue. Suffice 
it to say, in closing, that despite grow- 
ing pains common to all comparatively 
new businesses the future of television 
is second to that of no other electrical 


WORLD'S LEADING MANUFACTURER OF PRECISION RADIO & TELEVISION CHICAGO 24, ILLINOIS 
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@Me@rG! oPENs HUGE 


J FINEST FLOOR MACHINE EVER MADE 
EXCLUSIVE... 


~ FULL-PAGE AD-PUSH ON sess 
GUIDE-A-MATIC BALANCE!” 


This sensational feature means GENERAL 


WON'T WALK! WON'T WANDER! 
WON'T PULL! 


At last a floor machine that’s balanced both ways—statically! 
dynamically! It’s General—the only floor machine with Exclusive 
“Guide-A-Matic Balance” for greatest floor cleaning ease! 


General takes al/ work out of floor care! Saves more time, more 
effort than ordinary machines! Can be the most used 
electrical appliance in any home! And remember—you sell the 
value-packed General for less than the cost of re-finishing 
floors in the average-sized home! So be wise! 
Be ready when General’s huge ad-push 
sends customers your way. Stock up on General now! 





HOUSE & GARDEN! PLUS—Half-pages 
in SATURDAY EVENING POST— all 
featuring world-famous women 


cld-ta: 





General! 


POLISHES! BUFFS! WAXES! 
SCRUBS! SANDS! REFINISHES! 
DRY CLEANS! —- EVERY TYPE OF FLOOR 


General 
Twin-12 with 


waxing brushes 
polishing brushes 
buffing brushes 
with replaceable 
lambs wool skins 


Get set for swing to General! Powerful, prospect- 
pulling ads will tell millions of women... sell 
millions of women... steer millions of women to 
General—The best buy in Floor Machine history! 


This is the ad campaign that will lead the way to real floor machine 
volume! Every ad pre-sells your customers—hard! Every ad 
smooths the way to faster, more profitable sales! Every ad features 
world-famous women like Celeste Holm—glamorous star of stage, 
screen and radio! You'll start floor machines streaming out of your 
store—if you stock up now! Order General today! 


Only General has 
attachment for cars, 
panels, furniture, 
snaps-on .. . snaps-off 
split-second fast! 


GENERAL IS THE QUALITY MACHINE AT THE LOWEST PRICE! 


Amazing “Guide-A-Matic Balance”! 
Balanced motor mounting, plus 
counter-rotating brushes means—No 
walk! No wander! No pull! 


Two buffing brushes with 2 replace- 
able, genuine lambs wool skins! Com- 
plete units not just felt pads! 


Extra-long bristles usable down to 
block! Outlasts others 3 to 1! 


Inter-meshing brushes cover a full 
12” section! Leave no unpolished 
center streak! 

All-metal styling! No paint or plastic 
to chip! No costly repairs! 
Extra-long 30-ft. cord. Rubber cov- 
ered, Underwriter approved! 
Powerful ¥% h.p. AC-DC motor! 
Full-year guarantee! 


GENERAL—FINEST FLOOR MACHINE EVER MADE~ FOR HOMES, BUSINESS, INDUSTRY, INSTITUTIONS 


Get Yours Yet? 


New General Sales Manual is ready now! 
Bursting with brand new sales tips! Backed 
with sharp, profit-building selling ideas! It’s 
actually a field-tested guide to big floor 
machine volume! Write for your copy today! 


GENERAL FLOORCRAFT, INC. - 421 HUDSON STREET +» NEW YORK 14,N. Y. 
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for gas stations... 


BUT...there’s an easier way 
to get BUSINESS 
in the NEW CONSTRUCTION FIELD 


Use 
prospects buy 
what have to sell, or some- 
thing else they think will do as 
well for every- 
thing in new construction products 
and services. 

Dodge Reports tell manufactur- 


fe} ofe} > a 
REPORTS 


tell you 


Dodge Reports to the 


who 


get 
are going to 
you 


prime prospects 


con- 
tractors 
and sup- 
pliers, who 
is build- 
ing what, 
where and 
when. All 
you do is tell us in what areas you 
want us to find prospects, 
anywhere east of the Rockies. You 
specify the jobs to be reported by 


who to sell 


when fo sell 


these 


DODGE REPORTS 


type of construction, minimum val- 
uation, stage of development. Then 
we send you daily Reports carefully 
screened to your own specifications. 

Over 900 trained news gatherers 
get these construction facts straight 
from owners, architects, engineers, 
contractors, and many other sources. 
In effect these men are on the pay- 
roll of Dodge subscribers, perform- 
ing the all important first step in 
every sale- 
for your products. 


discovery of a need 


Get all the facts on 

Dodge Reports. Write 
for new book, or call 
the F. W. Dodge office 


near you, 


F.W. DODGE 





CONSTRUCTION NEWS DIVISION 


F. W. DODGE CORPORATION 
119 W. 40th St., New York 18, N. Y. 


i 


CORPORATION 


Timely, accurate, comprehensive construction news service 
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A Utility Takes to TV 





Early in 1950 there were eight elec- 
trical television sponsors; the number 
grew by the end of the year to 27 who 
were spending than $25,000 
weekly. Since September, 1948, when 
the coaxial cable came into St. Louis, 
and programs had to compete 
with national networks, it perforce 
became more and more important to 
increase the quality of the local presen- 
tations, 

And her efforts paid off in increased 
appliance sales. 

\ccording to the U. 
of Commerce, the retail business of 
radio and appliance dealers in St. 
Louis, for 12 months ending December, 
1950, zoomed ahead of the rest of the 
nation, as follows: 


more 


local 


S. Department 


Percent Change 
In Sales 
12 

Mos 

Dec. ‘50 Dec. 

50 to 50 
to 12 to 

Dec. Mos. Nov. 

"49 ‘49 50 

All retail trade United 10 10 33 

States 
Radio and household, 3 27 32 
appliance dealers 

St. Louis and environs 76 65 49 
New York 2 19 8 
Philadelphia . B 26 
Buffalo —21 52 18 
District of Columbia -—22 12 13 
Chicago 15 38 40 
Detroit 31 56 41 
Milwaukee —4 20 49 


Gain in Power Consumption 


Union Electric has been one of the 

st utilities to estimate the power 
consumption that will result from the 
elevision business. In their 1950 
inalysis it was estimated that there 
were 267,335 television receivers in 
the St. Louis area. The gross annual 
increase in power use due to television 
sets was estimated at 118,964,075 kw.- 
hrs. From this subtracted the 
loss due to lights turned out during 
I estimated at 60,685,045 


kw.-hrs. The loss due to radios turned 


was 


I yadcasts, 
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off during telecasts was guessed as 
being 18,446,115 kw.-hrs. Subtract 
79,131,160 kw.-hrs. from the gross 
annual increase and you have a net 
gain of 39,832,915. This at .025¢ per 
kw.-hr. means an estimated annual 
revenue of $995,822.88. 

A survey of television usage under 
the direction of P. V. Brown, resi- 
dential service manager, in 460 homes 
gave Union Electric an insight on the 
effect of television usage on customer 
load characteristics. 

The survey revealed that the average 
television set in St. Louis is turned on 
1.24 hours during the afternoon to 
6 pm, and 4.03 hours during the eve- 
ning, a total of 5.27 hours per day for 
6.55 days per week. This is 1,795 
hours per year. 

The average St. Louis home 
veyed used 243 watts of illumination 
when the TV set was not in use and 
78 watts, a drop of 165 watts, when in 
use, a reduction of 68 percent. This, 
of course, applies to evening hours 
only. Total reduction in illumination 
during 1,373 hours of evening 
operation on the average TV set there- 
for a reduction of 237 
kw.-hrs. in tual usage. Some 37 
customers said that during telecasts 
they turned off all their lights, and 33 
said that their lighting use was the 
same with without television;. 70 
percent reduced their illumination by 


lf 
lait, 


sur- 


the 


fore accounts 


more than | 
Statistics 
set in St. | 


iT 


on the average television 
ouis, the 1950 
is follows: 


based on 


survey, are 


Length of time owned 10.4 months 
Average usage, hours per day 
Afternoon 


Evening 


1.24 hours 
4.03 hours 
Total 5.27 hours 
Average usage, days per week 6.55 days 
Average usage, hours per year 
Afternoon 
Evening 


422 hours 
1,373 hours 


1,795 hours 


248 
445 


Total 


Wattage 
Annual kw.-hrs. usage 
(Continued on page 236) 
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“GRANDMA’S CERTAINLY TAKEN A SHINE TO OUR NEW SEWING MACHINE.” 
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ir’s THE MART For APPLIANCES 


Norge Display Rooms 
Attract 25,698 Visitors 
in One Year 





DATE: July 2, 1951 

BULLETIN NO.: G-5-51 

SUBJECT: Norge Merchandise 
Mart Display Traffic. 


TO ALL NORGE DISTRIBUTORS: 


Gentlemen: 





On June 19, 1950 our Norge Display Floor, here in the Merchandise Mart, 
was opened to the public. In just one year, our attendance records indi- 
cate, 25, 698 visitors have come into our space for the express purpose of 
seeing our office, reviewing the products on display, or picking up specific 
information and literature. 


Those that have been in here were, for the most part, visitors from all 
sections of the country and not just local people from Chicago. The 
Merchandise Mart conducted organized tours through our space which 
were responsible for full product demonstrations for more than 4, 000 
tourists. 


A great number of our visitors have been the dealers in your territory. 
When a dealer calls on us, all of our facilities and personnel are put at 

his disposal. He is personally conducted through the display floor, gen- 
eral offices, and the Viking Kitchen. If he so desires, we give live demon- 
strations, on all products, in the kitchen and present him with a souvenir 
of his visit. The dealer may spend as much time as he chooses with a 
man assigned to the specific task of welcoming visitors. When he requests 
particular information, he is introduced to the product manager or executive 
in charge of the phase in question. We have, inthe past, assisted dealers 
with train and hotel problems and helped them get tickets to theatres or 
sporting events. 


Be sure to have your dealers, active or prospective, call on us whenever 
they are in Chicago. We are, and so should you be, rightfully proud of 
having the finest public display floor in the industry. We will continue to 
take every advantage of the incalculable advertising and public relation 
benefits that our facilities afford. 


We are certain, now that our new quarters are known to all in the industry, 
that our last year's average of 100 visitors a day will be increased even 
further. 

Sincerely yours, 


§ & y; 
in Charge of Sales 





The Merchandie Ma 


SHOW PLACE OF AMERICA'S BEST“KNOWN BRANDS 
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Percent 

Screen size No. Sets of Sets 
Under 10-in 39 8.4 
10-in 180 38.5 
12-in. 193 41.3 
15- & 16-in 55 11.8 


Ownership of sets in years 
Year or less 284 
19 to 1 yr. 98 
1 to 1! 9 yrs 34 
1} to 2 yrs 36 
2 to 3 years 14 
3 to 4 yrs 1 


Illumination in average TV home: 


No telecast 243 
During telecast 78 
Loss during telecast 165 


Annual loss due to telecasts 227 kw.-hrs. 
Estimated annual loss due to 
radio being shut off during 
telecast 69 kw.-hrs 


Summary 

Increased annual use due to TV set—445 
kw.-hrs 

Loss due to lights turned off during telecast 

227 kw.-hrs. 

Loss due to radio being turned out during 
telecast 69 kw.-hrs. 

Net increase due to television —149 
kw.-hrs 

the field survey and analysis 


d above was caretully made, it 





~ Union Electric officials 





energy through 
| lighting is temporary in charac- 


CONSTANTLY! =” 


More home cooking—More Appliances 
in Household homes — 








Two million Household families eat three home-cooked 
meals a day. Home cooking is standard in Household hr Og EN ear ne 
communities—small cities wees fad ns under 25,000. pe ee gt eee ee 
Naturally, these families are “cooking-conscious.” They ta en 
want the best—and whatever it takes to make it. They te sion has been plain 
want appliances. Ol i the reasons why Union 
Hesitate to buy? Not Household families ...76% own | 
their own homes. They bought more than a million major 
appliances in a single year—not counting radios and 
phonographs! 
What guides their buying? Household! It’s loaded with 
appliance features, packed with home editorial, for home 
families, in the home towns of America. 
No better place to show your home appliances! 


ith custome 





ie iverage 


these receivers is 250 watts, 


hen for each additional hour that the 

station is in operation daily, this can 

HOUSEHOLD HITS HOME waar 
Iditional kw.-hrs daily. 

A Union Electric has studied many of 

HOUSEHOLD nagaziny, the activities of other utilities through- 

out the nation in assisting the elec- 

Capper Publications, Inc., Topeka, Kansas trical industry in selling television 

sets. However, it is believed that the 

position of Esther Lee Bride is unique 

in the United States. The success that 

has been achieved in obtaining addi- 

tional publicity for domestic uses of 

electricity and extending the hours of 

operation of the television station has 

more than justified this pioneering 

step by Union Electric Co. End 
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ER SOFTER THAN RAIN ® 
nse Help® Water '° Rinse \ 
‘£ \ | 


Keep clothes washing machine customers happy by stocking 
and selling Calgon. Calgon banishes washing film troubles, 
eliminates mineral deposits—makes any soap OF soap powder 
wash better. Calgon helps all washing machines do their 
best work. Calgon, the wonder water conditioner, is specifi- 
cally recommended by leading manufacturers of standard 
and automatic clothes washing machines. Textile makers, 


too, include Calgon in instructions for safer, cleaner washing. 





Sell CALGONITE ! 


Leading manufacturers of houschold dishwashers recommend 
Calgonite—the product that sparked dishwasher sales. 
It insures trouble-free operation of dishwashers; eliminates 


needless service calls; makes customers enthusiastic boosters of 





this modern method of dishwashing. Calgonite, 4 blend of 
Calgon and active cleansing materials, conditions the water, 


makes dishes gleam free of film .-- Keeps the machine 


FOR 
clean, too. MECHANICAL Danelle 
WASHIN 
G 





Here’s how 

to cash-in o 

‘ n these 

Stock Calgon and Calgonite plus sales and plus profits 


g 


ELECTR 
ICAL MERCHANDISING CALGON, INC 
er e Hagan Buildin 
9, 


1951 





Pi 
ittsburgh 30, Pennsylvani 
ia 
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HERES HOW TO MAKE AN 
EXTRA PROFIT 


on every sale of one of these 
famous space heaters 





Show your customers this easy 
to install Automatic Control 
for SPACE HEATING 


ANYONE CAN 
INSTALL IT! 


There's an A-P Comfort Con- 
trol actually engineered to fit 
any of the heaters and floor 
furnaces listed here — and in- 
stallation is so simple that any- 
one can do it. Just mount con- 
version top on present manual 
control; connect to thermostat 
and transformer, That's all 


there is to it! 


wns your customers buy a space heater, 


you can offer them all the luxury of true 
automatic, thermostatically controlled heat — 
equal in performance and convenience to the 


most expensive kind of heating! 
easier selling, because every 


customer 


This means 
wants 


this comfort and convenience, plus the economy 
of no wasted heat and substantial fuel savings! 


Yes, you can make an EXTRA 
PROFIT on the sale of every space 
or trailer heater, if you'll simply 
show your customer an A-P Com- 
fort Control. Available for floor 
furnaces, too. Write for Bulletin 
T-6, today! 





ALLEN'S 

BARNES 

BEYER 

COLE HOT BLAST 
COLEMAN 
COLEMAN (Canada) 
CREST (Canada) 
CREST-AIRE (Canada) 
CUSTOM-AIRE 
DOMESTIC 

DRACO FIREBALL 
DUO-THERM 
ENTERPRISE 
ENTERPRISE (Canada) 
ESTATE-HEATROLA 
EVANS 

FINDLAY (Canada) 
FLORENCE 

GILLEN 

H. C. LITTLE 
HERCO (Canada) 
INTERNATIONAL 
JUNGERS 

KEMAC 
KLEER-KLEEN 
taco 

LONERGAN 

MAGIC CHEF 
MONARCH 
MONARCH (Canada) 
MONOGRAM 
NESCO 
NORGE-HEAT 
ORAN 

PERFECTION 
PREWAY 

QUAKER 

SAFEWAY 

SIEGLER 

SILENT FLAME 
SUPERFLAME 
THERMO PRODUCTS 
TORRIDAIRE 


WASHINGTON 
FRUGAL 


DEPENDABLE Controls 


A-P Comfort Controls are designed and built to exact space-heater specifi- 


cations by A-P Controls Corporation 
manufacturer of controls and valves 
space heaters. Makers of famous A-P valves, 


for refrigeration equipment. 


for 19 years America’s foremost 


for oil and gas-fired 


furnaces and 


controls and accessories 


A-P CONTROLS CORPORATION 


(formerly Automatic Products Company) 


2400 N 


32nd Street 


e Milwaukee 


15, Wisconsin 


In Canada: A-P Controls Corporation, Ltd., Cooksville, Ontario 
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Even the Lingerie Clerk Sells Appliances 





effort. The reception was unusually 
good and the plan has worked out to 
considerable advantage in increasing 
sales in the appliance department.” 
The Belk-Simpson point system re- 
volves around seven different appli- 
ances at the present time. Point 
values are as follows: Refrigerators— 
home freez- 
washers—25; ironers—50, 
dryers—75, and radios—50. Any em- 


50; electric ranges—zZ 
ers—75; 


ployee in the store may gain points if 
he is responsible for the sale of. one 
of these items. His claim to the re- 
sponsibility is established by the cus- 
tomer himself who, at the time of the 
purchase, mentions that he became in- 
terested in the appliance through the 
efforts of the sales person. 

As explained by Mr. Ellison this 
does not mean that the sales person is 
credited with points because he merely 
mentioned or suggested an appliance 
to the customer. Neither does it mean 
that the sales person is required ac- 
tually to do the selling of the appli- 
ance himself. But it must be estab- 
lished that he is responsible to a large 
degree for the subsequent interest and 
openness to sale which the customer 
displays. The sales person is permitted 
to work on his 
quaintances 


neighbors and ac- 
hours and 
many Belk-Simpson employees already 


after store 


have earned dresses, electric house- 
wares and other items through inter- 
esting their neighbors in a new re- 
frigerator or home freezer. 

In the future, Ellison explains, 
points may be added or subtracted, 
other appliances added to the point 
board, or existing point items changed 


to conform to merchandising condi- 


tions. 
Plan Inspires Unity 


“The plan was particularly appeal- 
ing for two major reasons,” continues 
Ellison. “First, we've always tried to 
get everybody in the store to work as 
a team, with interest and concern in 
other departments besides their own. 
The appliance plan was a natural to- 
ward this end. For example, in our 
special bride’s department, 
trousseaus are fitted and sold, it is 
certainly I 


where 
appropriate that the sales- 
women show interest in the bride’s 
future home or apartment, where she 
will need all kinds of new appliances 
Phe tie-in is natural and easy. 
“Second, the plan was ippealing 
because the appliance department was 
a relatively new addition to the store 
and needed all the traffic it could get. 
The department is on the third floor 
and we felt that employees on the first 
floor, basement and second floor could, 
if given the proper incentive, start 
this flow of traffic and keep it going. 
“The point system 
then worked out by t 


awards were 
he store heads 
and the distributor’s representatives. 
For every 25 points a sales person at- 
tains he is credited with $2 in mer- 
chandise credits. After he has attained 
100 points he may select free, from 
the store’s stock, merchandise to the 
value of $8 —wholes ile price, of 
course—or he may go ahead and accu- 
mulate more points. The office main- 
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tains an accurate record of such cred- 
its and an employee is notified as soon 
as he accumulates 100 points in credit. 
No awards are made for less than 100 
points. 

“Prizes are store-wide—whatever 
the point-getter wants, from perfumes 
to coffee pots. All he has to do is 
accumulate the points. The usual pro- 
cedure is for a salesman who is on his 
toes to initiate a discussion of appli- 
ances after he has completed a sale 
in his own department. He has at 
hand in his section, as do all depart- 
ments of the store, literature on our 
line of refrigerators, ranges and other 
items, and he passes this out to the 
customer. If he inspires enough inter- 
est, the customer is sent or escorted 
to the appliance department, where 
the salesmen there take over. If the 
sale is consummated, the original clerk 
is credited with points.” 

Should a sales person succeed in in- 
teresting a customer but find himself 
confronted with several questions for 
which he cannot provide answers, he 
assures the customer that the answer 
will be forthcoming immediately. The 
questions are jotted down and turned 
yver to the head of the appliance de- 
partment, who speedily provides all 
information desired. 


Point System Praised 


David Ridgeway, appliance depart- 
ment Belk-Simpson, is 
enthusiastic about the employee point 
\ veteran of several years in 
he appliance field, he declares that 
“selling is catching” and that the ef- 
forts of sales people thr vughout the 


store to plug appliances is reflected in 


manager of 


system. 


better sales in their own departments. 
le declares that several sales every 
veek are the direct result of work by 
energetic other de- 
partments. 

“No special training in 
selling is provided sales personnel out- 


1 
sales people in 


ipphlance 


side the appliance department,” says 
Ridgeway, “but we try to keep them 
informed on new models, 
costs and other pertinent matters as 


operating 


much as possible. Many clerks from 
other departments frequently drop up 
here in their spare time and ask to be 
shown certain pointers or selling argu- 
ments which they can use in suggest- 
appliances to their customers 
‘Then again, the distributor’s rep- 
resentatives frequently drop into vari- 
ous departments of the store 
activity there is slack and chat with 
Much 
information is con- 
veyed in this manner and appliance 


when 


the sales people on the floor 


inspiration and 


selling thus greatly encouraged.” 
Major lines handled by Belk-Simp- 
son include Leonard, Speed Queen, 
Eureka and Capehart. The depart- 
ment, while new, is a comer. At pres- 
third of the space on the 
block-long third floor has been allotted 
to the department, and further expan- 
sion is planned. Three wall sections 
are included in the display 
which is manned by four full time 
According to Mr. Ellison, 
additional salesmen will be added as 
the department expands. End 


ent, one 


space, 


salesmen. 
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Exclusive Twin Controls Keep 
CAMFEIE LD [oaster Sales Climbing! 


Complete Controls At Both Ends Give Dealers 
An Extra Plus That Makes Extra Sales! 


: 


g 


ates) a ANOTHER NATIONAL FAVORITE! 
CAMFIELD 


Housekeeping 

@ Camfield’s Handy Twin Controls give you a terrific extra sales feature that World’s Finest Automatic Coffee Maker 

quickly convinces customers Camfield is the world’s most convenient : 

automatic toaster. That’s why during the first half of 1951 dealers set 

all-time sales records with Camfield! all over the country 
in less than one 


Only Camfield Gives You All These Extra Sales-Clinching Features! celine te 


@A famous seller 


@ In addition to the exclusive Twin 
Controls, Camfield offers other quality 
features that help you make more sales: 


1. Master Control to permit accurate 
adjustment to exact local voltage 
requirements. 


@ Get set for bigger and bigger Cam- 
field sales during the second half of ’51! 
For Camfield plans to back you with 
twice as many hard-hitting ads as you 


2. Hinged Crumb Tray for quick, easy 
cleaning. 

3. Oven-Type Construction holds heat, 
keeps toast warm. 

4. Operates on either AC or DC— 
approved by Underwriters’ Laborator- 
ies, Inc. 


Even Bigger Profits Are Headed Your Way! 


got in the first six months. LIFE, POST 
and other outstanding national maga- 
zines will carry powerful Camfield 
advertisements. 


@ So display the great new Camfield toaster and use the special merchandising mate- 
rial to tie in with this all-out advertising campaign for extra sales—extra profits! 


CAMFIELD 


Camfield Manufacturing Co. 


e Grand Haven, Michigan 


FAMOUS FOR BLUE RIBBON APPLIANCES 


ELECTRICAL MERCHANDISING—SEPTEMBER, 1951 


@ Brews perfect 
coffee every time. 
Signals and stops 
perking when coffee 
reaches desired 
strength, keeps it 
hot indefinitely. 
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Series +1001 
AUTOMATIC 
TOASTER 


Series +1002 
AUTOMATIC IRON 


Series +511 
Combination 
Sandwich and 
Waffle Maker 


® Your sales will be way out ahead when you carry 

the complete line of Nelson electrical appliances. 

New streamlined designs . . . priced to attract customers 
.. and backed by Nelson’s famous guarantee. 

Toasters ... irons . . . waffle makers . . . combination 

sandwich and waffle makers one and two burner 

stoves 


e NELSON MACHINE & MEG. CO. 
Ashtabula, Ohio 


ee Pee, 


Guaranteed Electrical Appliances for over 25 years 


Selling TV in a Fringe 





for both storage and service. Although 
the service center lies about six miles 
from the city limits, its location permits 
any service man to travel to any sec- 
tion of the town in 20 minutes. In 
addition, the center is 
suitably located for serving the outly 
ing towns which account for a large 


percentage of the sales. 


service more 


Four men are used most of the time 
for repair work on the sets. Each re- 
pair bench is served by a separate an 
tenna and booster so that set perform- 
ance will more closely correspond to 
home conditions. Six antennas are 
mounted on the building; two are used 
for testing sets before delivery to the 


customer 
Servicemen Have Selling Job 


Not only are the 
consultants, 


servicemen capable 
service but they also are 


salesmen In selling the 


intenna height is vital 
from street to street in Youngs- 
town, the serv 


fringe area 
Since it will 
vary 
nen very often recom 
mend height beyond that of the tower 


purchased at the point of sale. In one 


three cases the service at 


tendant can 


of every 
recommend that the cus 
tomer get a refund because the height 
that he purchased is not needed. se 
sides installing the set, a very important 
part of his job is to be sure that the 
people know exactly how to operate 
a set in the fringe area. “That is one 
thing that isn’t covered in instruction 
manuals,” Baumert “We 
found that certain things are diffesent 
in television here, and we try to tell the 


says have 


people as much as we can. Even if it 
takes a little longer for the man to 
complete his job, this policy creates 
good will.” 

Most of the sales by 


a tower installation 


3en’s are with 


They explain to 
better than a 


the customer that it is 


ugh pole (although 


at first), because it is less likely to come 


more expensive 


1 storm 


down in 
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Area 





customer more in 
the long run,” Leaf says. “A service 
a job alone and fix a 


“Tt will save the 


man can go on 
complaint if he has the tower to climb 
up on. But, if it is a pipe antenna, that 
means three men must handle the re- 
pair job. In addition, two more mer 
increase the time cost of the job wher 
there is no tower.” 


A Coupon Per Call 


the customer 
from a 


One way ot 


giving 
ince to get value received 
set that operates well is the service call 
coupon. Each can buy 

booklet, after the 90-day warranty ex- 
that has seven service call cou 
$24.00. The 
redeem any coupons left over at the end 


cash at the 


customer 


pires, 
pons for customer can 
of the period for 


t 
$4.00 
“Because of the redemption value of 


rate of 


unused service calls, people do not call 





Some electrical dealers are two- 
faced—and they'd look a lot better 
if they would wear the other one. 





us unless they are really in trouble 
This has eliminated a lot of extra work 
(about 60 percent) for us,” Leaf points 
out 

So confident are they that they have 
made an accurate study of the sets that 
serve best in the fringe area, in addi- 
tion to making sure that a booster and 
Ben’s Modern 


each sale in 


is used, 
guarantees 


antenna 
\ppliances 


rotor 


If the customer does not get a 
good clean picture, they will take the 
set back, and no charge will be made 
—not even for installation. That shows 


writing 


confidence in their merchandise and 
men that install the high antennas 
fringe 


irea television reception 


End 


FRINGE AREA EXPERTS are Bernard Leaf (left), co-owner of Ben’s Appliances, 


James Welsh (center 


sales manager, and Ben Steinberg, president. They guar 


antee to take back any set that doesn’t give a good, clear picture 
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| Cs 
It's HOT! It’s a sure . St a aun ne 


HW (CHOICE OF BLOND. WAHOG4NY OR MAPLE FINIM 


sales-starter 


for early Fall selling 


It’s 


oun THOMAS 


Bi fyftl 
EM 7 
BELL * Lane 


You'll sell the beautiful Belwyn even faster with the new sales-stimulating — 
Seth Thomas* permanent display stand. 


..~ Never before an electric alarm clock 


Check these selling features of the beautiful 
new Belwyn 


offering such exciting features and outstanding value. 


V Strikingly designed one-piece solid 
hardwood case 


Order the Belwyn Six assortment and receive the eye- ¥ Styled for modem or traditional décor 
catching, permanent-type display FREE of extra charge ¥ Choice of maple, blond or mahogany finish 


The full-profit Belwyn Six assortment tax) and one each of the same finishes V Self-starting —Pleasant bell alarm 

includes six clocks—one each of with luminous dial to retail at $9.95 

blond, maple, and mahogany finishes, (plus tax). The permanent type display «+ V Easy-to-read dial. Plain or luminous 

with plain dial, to retail at $8.95 (plus is included free of extra charge. 

V Retails at $8.95 (luminous dial $9.95); 
plus tax 


Other popular Seth Thomas models —ideal for gifts And featured in powerful national advertis- 


ing. Full-color ads in Ladies’ Home Journal 
and Better Homes and Gardens for Septem- 
ber, October, November— Write for mats. 





Goth thomas “Cra lOeKs 
fngemene se 





Send for new circular 


- ‘ illustrating the entire Seth 
The Accent Bright, decorative The Pippin— Unusual, cheery The Dynaire —Ideal television clock. Thomas line of fine 
boudoir clock, set in peach or blue kitchen clock in 4 gay colors; Modern, streamlined, blond or ma- . 

mirror. Harmonizing metal trim. red, green, ivory, or yellow, hoaany finished hardwood with electric clocks. 

Pleasant bell alarm. Retail $14.50 each with green leaves. Retail silverplated dial. Retail $19.95 

(plus tax). $6.95 (plus tax). (pius tax). 


SETH THOMAS CLOCKS 


Co Sn 
SIME *Reg. U.S. Pat. Off. 
DIVISION OF GENERAL TIME CORPORATION e THOMASTON, CONN. 


(Price subject to change without notice.) 
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ona : NEW POSITIONS 
=LOOKING 


regardless of price! 


Sletlind * 
TWIN-BRUSH ELECTRIC 
POLISHER and SCRUBBER 





General Electric Co. 


D. C. SPOONER, JR R. O. FICKES 


Traffic Appliance Dept. D. C division. M. M. Wheeler, previously 
Spooner, Jr., has been appointed sales manager of the blanket divi- 
assistant to the general manager of sion, has been appointed to succeed 
the G-E traffic appliance depart- Fickes as head of the clock division 
ment. Spooner has been with the C. R. McLean, who has been sales 
company since 1919 and since 1940 manager of the clock division since 
had been manager of the automati last May, has been named to su 
blanket division ed Wheeler as sales manager of 

R, O. Fickes, formerly manager the blanket division. A. H. Heitzler 
of the department's clock division, rrmerly assistant sales manager of 


has been named to succeed Spooner the clock division, has been made 


as head of the automatic blanket sales manager of the division 
So easy for any woman fo operate, Shetland sells 
itself by comparison with more expensive units. eee a ° 
Absolutely smooth finger tip control . . . no ten- Gostiewth 
dency to pull away. If it hits the wall it doesn't 2 Seinen end 
bounce away . . . just smooth-as-silk operation. 2 Tompice Polishing. 
The reason is perfect balance, combined with a 
tremendous power. 





But, Shetland superiority doesn't stop with more 
beautiful styling and smoother, more efficient 
operation! See how it is built a whole inch lower POLISHES 
than any other polisher . . . reaches in low places 

. under kickboards found in so many kitchens. BUFFS 
And see how easy it is to change brushes .. . no 


broken finger nails . . . no pulling or straining. SCRUBS 


At last, a superior polisher every family can DRY CLEANS C. R. McLEAN M. M. WHEELER A. H. HEITZLER 





afford, priced way under the market. Start selling 
Shetland NOW for record sales and profits! 
See your distributor. 





Royal Vacuum Cleaner Co. Hoffman Radio Corp. 


co. 





Backed by heavy advertising in these mass circula- 
tion papers. Take advantage of Shetland's superior 
value and hard-hitting promotion. Ask us for other 
advertising material . . . there's plenty of it! 


ALL-PURPOSE ELECTRIC 
POLISHER and SCRUBBER 


Family work-aid, too! 


Takes the backache out of so many | 

household jobs! Makes floors, — EDWIN A. HAMALA M. D. SCHUSTER 

wood, tile or linoleum gleam like 

new. Bright, shining polishes quickly , ; ; 

and easily! Edwin A. Hamala has been made M. D. Schuster has been ap- 

Power Unit Big 9 Polishing _—- sales manager of the Roval Vacm pointed national sales manager for 
Hand! é , : : 

dh yy “Shetland iickema Cleaner Lo succeeding J i Hoffman Radio Corp. For the past 

for these jobs: Polishing furniture, pol- Mahon, who has retired aifter 36 two years he has been district sales 

ishing cars, sanding, drilling $2.95 

Now it scrubs floors clean as a whistle ~ . ‘ 4 , , i 

quickly and easily. Big 9 Palmyra the Royal executive sales staff in that he was general manager of the 


blend scrubbing brush $3.50 1950 and has been assistant sales Hoffman Sales Corp., distributing 
— \ manager since June of that year. company for Hoffman in Los An 
THE SHETLAND COMPANY, INC, He was formerly with Pron ier di- geles, R. J McNeely will maintain 


vision of G-E, Jack & Heintz, Apex, his position as director of sales for 
and Beaumont & Hohman, Inc 


years with the firm. Hamala joined manager for Magnavox. Prior to 


69 BENNETT STREET LYNN, MASSACHUSETTS 





the entire Hoffman organizatiot 
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Na sO many years ago, when mechanical re- 
frigeration was in its infancy, no one could 
possibly foresee all of its practical applications 
—the countless changes it was to make in man’s 
way of living—its innumerable contributions to 
our nation’s health, wealth, comfort, happiness 
and progress. 

Today the effect of refrigeration on our lives 
is in evidence everywhere—in homes, schools, 
offices, factories—on farms, in land, sea and air 
transportation. In virtually every waking or 
sleeping moment, man is served by some prod- 
uct or by-product of the refrigeration industry! 

The building of the refrigeration industry 
has not been a single-handed job. Nor is it the 
accomplishment of a few brilliant minds. Many 





people have had a hand in its success. The 
dealers and salesmen who worked tirelessly to 
convince the public of its vital importance; the 





engineers whose persistence brought constant 


new developments; the shop workers, home | 


economists, researchers, service men and many, Many millions of Frigidaire household refrigerators in our nation’s homes have helped immeasurably to 
many others—all can be justly proud of their raise America’s health standards to new heights. 


individual contributions toward making refrig- 
eration a truly great industry. 

Frigidaire... one of the earliest pioneers .. . 
has been a dominant factor in this industry's 
growth, contributing many significant improve- 
ments in engineering, in product development, 
in distribution and sales. And Frigidaire, the 
leader, will always strive to further the refrig- 
eration industry's aim—to bring a better way of 
life to more people. 


c= ~ 
Welcome relief from hot, humid weather is being Menus of tempting variety emerge from Frigidaire 
provided in many thousands of homes by Frigid- Reach-In Refrigerators in hotels, restaurants, cafe- 
aire Room Air Conditioners. terias and dining establishments of all kinds. 


Employee morale and custom- 
er good will get a definite 
boost with a Frigidaire Water 
Cooler conveniently at hand 

Good eating the year ‘round, plus time-saving conven- 

ience, are but two of the many advantages Frigidaire Food 

Freezers bring to homes everywhere. 


wey Er Q | Q 
1G lire Appliances —Refrigeration and Air Conditioning Products 
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_ Symphonic Radio & Crosley Division 
Electronic Corp. Avco Mfg. Corp. 


DAVE FISHER HENRY ONORATI 


Dave Fisher has been made Henry Onorati has been named 
national sales manager for Sym- director of electronics advertising 
phonic Radio and Electronic Corp tor the Crosley division of Avco 


He was previously with G-E Sup- Mfg. Corp. He was previously as 
ply Corp. and prior to that had sistant advertising 
been with Philco and RCA national promotior 


RCA Vict 


manager and 


for 


inager 


Telechron Dept. ; 
General Electric Co. Sparton Radio-Television 


ps 
2 


Klixon Protectors Reduce © 


Motor Service Problems 
Says Appliance Service Manager 





ST. LOUIS, MO.: Mr. Robert Johnson, Service Manager 
of one of St. Louis’ largest appliance distributors, the ARA 


Distributing Company, recommends Klixon Protectors B. G. Hic 


M. JOSEPH DUNN B. G. HICKMAN 


ant sales manager for the firm, has 

for motor burnout protection. been made general sales manager 
4 : ’ of Sparton Radio-Television, a 

“The use of KLIXON Protectors on motors in our line of division of the Sparks-Withington 
: Co. Hickman joined the firm in 

1941 and in addition to serving as 





domestic refrigerators and freezers has greatly reduced our 


sistant has been 


service problems. In our experience, motor burnouts have nae ta = fail enliée 

° e » ‘ . = benwice rld ™ 

never been encountered on equipment using KLIXON sari _ efiecnediu 
1 ed t ntracts 


Protectors. We heartily endorse the use of this device.” 


Klixon Protectors Reduce 
Service Calls and Repairs by 
Preventing Motor Burnouts 


The Klixon Protectors illustrated keep 
motors in electrical appliances and other 
motor-driven equipment from overheating 
and burning out. Look for equipment with 
Klixon-Protected motors for trouble-free 


Automatic motor operation. 
Reset 


ee ee ee ee White Products Corp. 
SPENCER THERMOSTAT “et ro ¥ ie te te ag <4 ee ee 
LIxO Division of Metals & Controls Corp. rcial en las assumed the divisional sales manager for west 
mas com os a vat on 2500 FOREST ST., ATTLEBORO, MASS. responsibilities of industria les ern Michigan and northern Indiana 
manager reenwood wh " for White Products Corp. He was 


formerly with Consumers Power 
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The Incomparable 


apedvatt 


TELEVISION 


In a class by itself for 


Prestige and Profits 











oe ts one seas saree 
nw ” 
The CAPEHART CORDOVAN 
Features 20-inch rectangular picture 
tube for bright, sharp Capehart Crys- 
tal-Clear picture. Capehart Symphonic- 
Tone. Provincial styling in cherry 
cabinet with luxurious cordovan finish. 











In every field there is one name that stands alone as a symbol 
of quality. In television the name is ““Capehart.”’ Backed by a repu- 
tation that was years in the building, this famous line bows to none 
as a top drawing card for prospects who want the best—and are 
ready to pay for it! 


The reasons are evident to anyone who has seen a 
Capehart in action. The CX-33 chassis assures top per- 
formance ... provides a Crystal-Clear picture that 
can’t be beat. The renowned Capehart Symphonic- 
Tone System is approached by none. Capehart cabi- 
netry sets the standards for the industry. 


These quality features have made the Capehart franchise the most 
valued in the industry by hundreds of profit-wise dealers. There 
may be a place among them for you in one of the choice locations 
still available. See your local distributor or write E. Patrick Toal, 
Director of Sales, at Fort Wayne. 


WHEN IN CHICAGO ... be sure to visit the Cape- 
hart Salon, Room 1118, at the Merchandise Mart. 


20 INCH Television for only $359" 


*Includes Federal Excise Tax. 
Warranty extra. All prices for Zone 1. 


AN 





the capeuart BOSTONIAN 


Luxury television at a realistic price. 
20-inch Crystal-Clear picture. Mahog- 
any veneer cabinet. Capehart Sym- 
phonic-Tone. The set of the year for 
sales and profits! 


SE CAPEHART-FARNSWORTH CORPORATION, Fort Wayne 1, Indianc 


An Associate of International Telephone and Telegraph Corporation 
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| Manufacturers Rush 
| Aid to Flood Areas 


. 
tt as kittens Manufacturers, distributors and 
S surely °° Oa 


dealers responded with a wide va- 
riety of services to meet emergencies 
created by July floods in Missouri 
and Kansas. 

Some firms were called upon to 
provide emergency services during 
the actual flood while other com- 
panies stepped in after waters had 
receded to help restore appliances 
which has been damaged by the 
flood waters. 


2 ms other | Among appliance, radio and TV 
foll herr wr ee a manufacturers who provided special 
OS ew t ‘ | services for the stricken flood area 
— 
: were: 

Crosley. The company used full 
page ads to announce the setting up 
of a “flood emergency service cen- 
ter”. The ad promised that for the 
duration of the emergency “all serv- 
ice and parts will be charged for on 
a strictly cost basis.” 

Amana. The company, through 
its distributor in Kansas City, of- 
fered to “clean, repair and place in 
good operating condition, any new, 
used, or in-use Amana freezer 
which was submerged by the recent 


SALES OF MANY APPLIANCES FOLLOW SALES OF ic" 


“to reimburse any user of an 
Amana freezer, installed in a home, 
for loss due to food spoilage re- 


/ sulting from the floods.” 
Servel. The company advised its 
FAIRBANKS-MORSE 6 distributors and dealers to make its 
refrigerators available immediately 
without charge to authorized relief 
agencies 


Nesco. The company announced 
that it would repair, free of charge, 
Every time you sell a Fairbanks-Morse water system, you open the way for additional on a reasters damaged by the 
. ° nooc 
sales of hundreds of dollars worth of appliances directly dependent upon water to make Bendix. The company rushed 
them serviceable—water heaters, softeners, washers, dishwashers, garbage disposal units, shipments of its automatic home 
shower installations and cabinets, milk coolers, and plumbing fixtures. laundry equipment to the Topeka 
flood area to aid the Red Cross in 
providing clean clothes and linens 
’ for the stricken area 
COMPLETE LINE! i Hallicrafters. Responding to an 
’ 9 Fairbanks-Morse Systems urgent call from Army engineers, 
the company rushed four short- 
NEW! Fairbanks-Morse submersible pump. Latest wave transmitters to the flood area 
thing in deep well pumping. Operates below water. to provide emergency communica 
Silent. Water cooled, lubricated. For depths from ion facilities. The sets were shipped 
60 to 400 feet. When you sell a Fairbanks-Morse water sys- than 20 hours after the request 
tem, you'll have no regrets later. All the ‘““- received 


skill resulting from m than 120 f or ee. Oe See 
THE CONVERTIBLE! A shallow well ejector that quickly s aetclee~ sane ao mobilized its service facilities in a 


Tops in quality, performance 








becomes a deep well unit. Conversion kit sold and in- manufacturing quality products is your cus- 10-state area to help restore electric 
a tomers’ guarantee of satisfactory, economical = public services and industrial pro- 
- performance. ‘ae - . 

Ju : ; Hotpoint. he company ran 

NEVER LOSES PRIME! Popular shallow well water The complete line of Fairbanks-Morse water — newspaper ads urging persons who 

system. Comes complete with tank, ready to plug systems enables you to supply the right one owned appliances which had been 

in and use. Ideal for drive-point installations. to meet every prospect’s needs. Repair and through the flood to have them 

replacement parts are available at once. And checked over by their dealer before 

“ ties using them again. Hotpoint and 

FOR SMALL SPACES! A long-lived shallow well pump. the Fairbanks-Morse advertising program— = Graybar Electric, Kansas __ City, 

Comes with 5-gallon tank for installation under sink or from space in national magazines to mat fered special repair services for 

in other small places; 30-gallon tank can be used also. service and counter displays—has proved its persons whose appliances had been 

ability to produce prospects. oun be pager es an- 

i nounced that a special a owance 

GO DEEP! PUMP PLENTY! Deep well heads for You'll want complete details of profitable uld be given any appliance owner 

your customers who must go deep to get volume. Fairbanks-Morse dealerships. Mail the cou- who wished to trade in a damaged 
Economical to operate. Has double cylinder pump- {4 | @ pon today! appliance for a new one 

ing action. Ps Estate. The company’s western 

- > service representative moved into 

All Fairbanks-Morse water systems are Kansas City to supervise emergency 

Performance Proved. This is your cus- Fairbanks, Morse & Co., servicing of damaged appliances. 

tomers’ assurance they get the performance Chicago 5, IIl. In addition, the firm granted its dis- 

they pay for. 


== stalled by dealer. Long range profit builder. 


I 


gry 





tributor an extra discount on re- 

Gentlemen: placement parts so repairs could be 

FAIRBANKS-MORSE We want all facts about selling your water systems. made “as economically as possible.” 

q Electric Steam Radiator. The firm 

, has announced that all merchandise 

a name worth remembering Address ; damaged in the flood areas of Kan- 

sas and Missouri will be replaced 

free of charge if it is shipped back 
to the factory in Paris, Ky. 


Name 





HOME WATER SERVICE AND LAUNDRY EQUIPMENT - ENGINES - GENERATING City 
SETS « HAMMER MILLS +» MAGNETOS + MOTORS » MOWERS + PUMPS - SCALES 
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WE HAVE@PLAN 


that brings ¢ em Ih: 
or SELLS 





en (Farland ) 


AUTOMATIC GAS RANGES 


It’s a plan that’s a proven producer of prospects! 

It's a plan that creates customers for your store and brings 

*em to your floor! But don’t misunderstand! This is not theory! 

This is not guesswork! THIS plan was ACTUALLY TRIED by a selected group of 
representative stores in August! THE RESULTS WERE AMAZING! Yes, this is a business- 
booming, sales-action plan that WORKS! And we will help YOU work it! 

Everything is set! Our national advertising has been released! 

So get on the bandwagon now! 


Wire or phone our Sales Department for details! 


WATCH FOR THE MAN 
with the PLAN! 





DETROIT-MICHIGAN STOVE CO. 
Detroit 31, Michigan Fine Ranges Since 1864 


en wea Sg 
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You Can Feature 
Motor Dependability 





Small series universal 
motor parts specially 
designed for food-mixers 
and sewing machines. 


te ee ee a 


Now, more than ever, 
your customers want 
assurance of satisfac- 
tory service for many 
years in the appliances 
they buy. 


ol 
nivet® 
wroele 
ing © 
nigh 


° 
it 


tie 


aS 


Compactly de. 
S'9Nned turbine Pro 


vides dependable 
°Peration for 
CONNister type 


Nothing will give 
them more assurance 
than to inform them 
that the appliances 
are powered with 
Lamb Electric Motors. 


Because of their ex- 
ceptional performance 
and dependability, 
Lamb Electric Motors 
are used in America’s 
leading products. 


THE LAMB ELECTRIC COMPANY ®@ KENT, OHIO 


vy. 
THEY'RE POWERING AMERICA'S Finest PRODUCTS 


SPECIAL APPLICATION MOTORS 
FRACTIONAL HORSEPOWER 


ON HAND to greet guests at the Arvin convention were president Glenn W 
Thompson and his wife. Meeting was held in Highland Park, III 


Arvin Unveils New TV-Radio Lines 
At Annual Distributor Convention 


Company offers remaining inventory 
of previous line at reduced prices; 
some new sets have UHF-VHF tuners 


Unusual angle to the July 30-31 
national distributor convention of 
Arvin Industries, Inc., was a bar 
gain counter spread of remaining 
1951 television sets 

The merchandise was offered at 
ong discounts (with Arvin paying 
the excise tax). The prices on the 
discontinued sets made them ideal 
for specials and for trading. A 124 
¢ anal 1 for 1 } } 


ger Ray Spelln 
s in the new televisi 
new UHF-VHF tuner 


17-1 


y's customer is trying 
a good picture,” said Ben Ir- 
chief radio and television engi 
r for Arvin, “and our 1952 model 
him more than comes over 
the coaxial cable Sound 
more fringe 
areas, due to three sound stages 


comes 
hrough clearly in 
The white flashing on the screen, 
caused by auto ignition, | 

hanged to black lines 

“On color, Arvin has not obtained 
satisfactory disks, drums, etc., to 
build the Columbia field sequential 
We have little faith in the 


CBS color system 


has been 


system 
It is not com- 
parable to black and white in qual 
itv; brightness is not good, and 
there is a color break-up 
tem is incompatible 
white. 


The sys 
with black and 


SEPTEMBER, 


“On the other hand, the color 
tube system has three defects: 1) 
It is complex. 2) The color tube 
is expensive to make. 3) It has 
not yet been proved in field tests. 
I have seen tests and there is no 
color break-up. Flesh tones are 
good and the same signal can be 
enjoyed on a black and white re- 
ceiver 

‘Arvin is going ahead with both 
systems. It is negotiating to have a 
1 It will have 
}-in. picture and ; in. double 
d sk, and will be 
tember or October 


converter 


field tests with the 
system this fall 
UHF Near. 
ew station tre 
aes dee 


VHF bane 


bles a table radio 
have a dual 


(with 17 in 


4 1 - 1 ¢} 
Spellman presented 
beginning with an 8 

del made especially for 


ike cottages at 


1 } 
spitals and } 


t 
$129.95 plus tax 

Radios Shown. Radio volume has 
continued good, despite the drop in 
other consumer durables, said Spell- 
man. A shortage of radio may be 
expected by the first of the year, he 
said 

Thirteen basic radios were shown, 
making, with color, a total of thirty 
models. 

Others on the program were 
Glenn W. Thompson, Arvin presi 
dent; Paul W. Tanner, merchandis 
ing manager, TV-radio; and James 
Jewell, advertising manager, and 
members of the Arvin advertising 
agency. 

For additional pictures of what 
went on during the convention, see 
page 250 of this issue 
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How Hoover 
is sending 
business 


your Way 


¥ 
§ 


Ws 


Prices slightly higher in Canada. 


Prices subject to change without notice. 


In good times and bad, Hoover dealers have learned 
to place a high value on the Hoover franchise. 

It's a healthy situation. We plan to keep it that 
way—only more so. 

That’s why you find those better looks, better 
features, and better values in all current Hoover 
models. 

That’s also why you see plenty of big ads in 
national magazines—Life, McCall’s, Better Homes 
and Gardens, Good Housekeeping, True Story, 
Today's Woman, Living for Young Homemakers 
and Ebony. 

It’s all part of our program to send business 
your way. We're giving this program plenty of 
push. And you can give it a lot of pull—by fea- 
turing both the Hoover Triple-Action and Aero- 
Dyne Cleaners strongly in your store displays and 
in your own advertising. 

THE HOOVER COMPANY 


North Canton, Ohio Hamilton, Ont., Canada 
Perivale, England 


1951 


First choice among women who prefer an upright .. . the Hoover 
lriple-Action Cleaner. It beats, as it sweeps, as it cleans, re- 
moving the embedded dirt and grit. Dirt-fogged colors come 
back bright and clear. Prolongs rug life. Model 29 (above) 
$87.95. Tools extra. Other models as low as $59.95. 


Click, click, hands never touch dirt with Hoover AERO-DYNE 
Model 51 and the exclusive Dirt Ejector! No other tank cleaner 
has the extra-eflective controlled suction and famous “Litter 
Gitter” nozzle that gets more dirt, threads and stubborn dog 
hairs. Hoover AERO-DYNE Model 51 (shown at left) complete 
with tools, Veriflex hose, $84.95. 


Here are the facts 
that help sell Hoovers 


@ 44 years of manufacture —oldest and largest. 

@ More than 10,000,000 Hoovers already sold. 

@ More Hoovers in use today than any other make. 

e@ 48% of Hoover new sales made on direct recommendation of 
Hoover users. 

@ Sold exclusively through leading local stores. 

@ Both types—upright and tank—most complete line of cleaners 
in the industry. 

@ Most complete service facilities in the industry. 

@ Pioneer and leader in engineering research. 

@ High cleaning efficiency ... proved by independent 
laboratory tests. 

@ Endorsed by leading rug and carpet manufacturers for 
preservation of floor coverings. 


@ Best-known, best-selling cleaner in 65 countries around 
the world. 


Youll be happier with a 


Hoover 


...and so will your customers ! 
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Fig. 1 
Requires Special 


Terminals 
SHOWING OFF an Arvin radio is Ray PRESIDING over a “bargain counter 


is 
Spellman, radio and TV sales manager f remaining 1951 models was vice 


Wiring Diagram for Two for the c ny president Harlan Foulke 
Independent Heater Ele- 
ments. (With Rise in 
Temp. Circuit Changes 
from Parallel to Series.) 











L 


Fig 2 
Requires Special 
Terminals 


For @ Thousand Uses 





double throw thermostat with six 





. , a | 
Robertshaw Model F-1 is a single pole, dh 


terminals. It is used to switch circuits from 
high to low heat where two heating 
elements are used. Wiring Diagram for Two 
Heater Elements. With 
When the thermostat calls for heat, Common Lead. (With 


high heat element automatically cuts in sondage 
Circuit Changes from 


and holds until set temperature is Parallel to Series.) MARVIN OF ARVIN and a pretty assistant demonstrate a “dream” set which 
reached. On reaching set temperature, has everything. (For story of convention see page 248 
Fig 3 


main contacts are automatically broken, 
Standard 


and low, or holding temperature element 
is cut in to function until drop in 
temperature again calls for heat. 





May be used to operate fans in air ducts 
or agitators in tanks, etc, where such 
operations in combination with heaters 
are required. 


Write for Catalog F-1. 





Wiring diagrams shown do not con- 

stitute @ weorranty against patent L 

infringement arising from use of 

circuit shown, Wiring Diagram for Two 
Circuit Connection. With 
Rise In Temp. Circuit 
Operates from 2 on to 1 


in Home ond Industry, EVERYTHING'S UNDER CONTROL SM,  S OH to 1 Ca. 


. “‘kotertts 


THERMOSTAT DIVISION 


ERTSHAW-FULTON CONTROLS COMPANY 
nos A Nery ar to the Arvin distributor convention is extended to Charles Sexton 
YOUNGWOOD, PENNSYLVANIA left, of Radio Products Sales, Los Angeles, by Gordon Ritter of Arvin 
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IT’S TIMELY...IT’S IN THE COMPANIO | ALREADY PRE-SOLD! 


Get d running start by fea- 
turing COMPANION - adver- 
tised goods. Pick out below 
the Electrical Products that 
you carry — then cash in on 
the COMPANION’S No.1 edi- 
foldtol Melero im 


Admiral Dual-Temp 
Refrigerator 
Air-Way Sanitizor 
Vacuum Cleaner 
Arvin Electric 
Housewares 
Cadillac Cylinder 
Vacuum Cleaner 
Casco 51 Steam 
& Dry Iron 
Frigidaire 
Frigidaire Electric 
Ranges 


General Electric 
Automatic 
Dishwasher 

General Electric 
Steam & Dry Iron 

General Electric 
Visualizor lron 

General Electric 

Washers & lroners 


General Mills 
Automatic Toaster 





General Mills Steam 
lroning Attachment 


General Mills 
Tru-Heat Iron 


Maytag Washers, 
lroners, Ranges & 
Freezers 


Motorola Portable 
Radios 


Philco Home Freezer 


New Ways to Ube 2 Broiler 


The broiler of a fine, modernelectricrangecan _andefficiency of a portable ironer. Eye-catching , 
; , . - i Sunbeam Mixmaster 
be a woman’s handiest helper—at breakfast, _ pictures, of course. ir | Refrie-a-D 
: . . . niversa etrig-a-Vor 
lunch, dinner, snack time, any time. And the Make our reader traffic mean more store : 1s he ; 
September COMPANION gives women the whole _ traffic for you. Build counter and window dis- sae egy anes as 
surprising and pleasant story in exciting words _ plays around these news-making articles in the 


Servel Refrigerator 


Sunbeam Coffeemaster 





, ; Universal Washers & 
and pictures. big September COMPANION. They tell all about hentes 
Another timely article highlights the ease —_ what you are selling now. Westinghouse 


Food Crafter 


a Westinghouse Frost- 
the timel women’s Free Refrigerator 
Bmans Tone -* y : S White Sewing Machines 
service magazine Youngstown Kitchens 


CIRCULATION: MORE THAN -1,000,000 Dishwasher 
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STYLED RIGHT 


Each of the three striking new 
$2 Quicfréz models have plenty 
of “eye-appeal.” They're beau- 
ties... smartly styled with con- 
trasting breaker strip and 
gasket, new chrome trim, 
smooth rounded corners—de- 
bossed front panel with rich 
looking emblem. For a freezer 
line that’s smart in looks . . . be 
sure to look into QUICFREZ. 


BUILT RIGHT 


You can depend on Quicfréz 
quality. Products made by this 
pioneer manufacturer are ex- 
pertly engineered. And Quicfréz 
has all the features your cus- 
tomers are looking for; special 
fast freeze compartment, 
dividers and baskets, automatic 
interior light, counterbalanced 
lid, built-in lock. Quicfréz is 
compact 


PRICED RIGHT 


The Quicfréz line is priced to 
SELL: Check these prices: 
Model Q86B (8.6 cu. ft.) 
$324.95*. Model Q13B (13 
cu. ft.) $429.95*. Model 
Q163B (16.3 cu. ft.) $489.95*. 

Get the full story on QUIC- 
FREZ... smart in looks, loaded 
with real sales features. AND 
nationally advertised. Write or 
phone now! 

* All prices F.O.B. factory 











MODEL Q163B 


One of three popular 


‘Buying Habits of Water Heater 
Owners Analyzed in New Study 


Hotpoint survey shows consumers buy 
hot water rather than heater itself 


Consumer buying habits when 
purchasing a water heater have been 
evaluated in a survey recently com- 
pleted by the market research de- 
partment of Hotpoint, Inc. Among 
the conclusions reached by the 
Hotpoint officials conducting the 
study are: 

1) customers buy hot water rath- 
er than a heater. 

2) farm and city buyers differ 
sharply in their approach to buying 
a heater. 

3) selling aids are outweighed by 
the reputations of the manufacturer 
and dealer. 

4) customers do not shop exten- 
sively for a heater and many of 
them make the purchase without 
seeing the appliance. 

Why They Buy. The predominant 
reason for purchasing a new water 
heater was a desire for a better and 
more convenient method of heating 
water. Only 21 percent of the 
buyers were influenced by features. 
Of this group, 11 percent cited 
appearance, style, size and construc- 
tion. Only five percent said the 
design of the heating element or 
unit influenced their purchase and 
only one percent mentioned an 
adjustable temperature control. 

General ignorance or lack of 
interest in features of the appliance 
were further indicated by tabula- 
tions showing that only 28 percent 
of the owners had correct or partly 
correct knowledge of the warranty. 
Only 15 percent knew the manu- 
facturer’s term designed to drama- 
tize the principle of heating water. 
And only 16 percent knew of what 
material the tank was made. 

According to Edward R. Taylor, 
Hotpoint general sales manager, 
those findings indicate that new 
devices and eye appeal have little 


Honored on Firm’s Anniversary 


to do with selling water heaters. 
Consumers regard the appliance as 
a necessity and buy the type that 
will give them trouble free opera- 
tion. 

Where They Sell. The survey 
indicated that the replacement 
market for water heaters is stronger 
in the city than on the farm. In 
communities of 50,000 and over, 78 
percent of the purchases were for 
replacement use. gut 55 percent 
of purchasers living in villages and 
farms were buying their first water 
heater. Of the heaters replaced 

29 percent were gas 

22 percent were coal 

19 percent were electric 

13 percent were furnace coil 
12 percent were oil 


Of those previousy owning heat- 
ers, 47 percent said their old unit 
was still working, 29 percent said it 
was not working very well and only 
10 percent said it was not working 
at all. These figures indicate that 
90 percent of the users did not have 
to buy a new unit. 

In addition to wanting more effi- 
cient water heating facilities, other 
reasons cited for buying reflected 
increasing hot water requirements 
—either because of larger families 
or because of new automatic equip- 
ment which consumes more water. 

More than 60 percent of the pur- 
chasers shopped at one store only 
and considered only one brand. And 
almost a third of the users pur- 
chased the appliance without having 
seen it 

Taylor considers these figures to 
be adequate proof that manufac- 
turers and dealers may profitably 
switch from the practice of merch- 
andising water heaters as an iso- 

(Continued on page 254) 


Capacity 16.3 cu. ft 73 Ibs OWNERS Benjamin Shaffer and Nathan Lifson were honored by sales repre- 
sentatives of Dominion Electric Corp. at a dinner held during the Atlantic City 
housewares show. The company is currently celebrating its 30th anniversary. 
From left to right are vice-president Robert Shafter, president Benjamin 


SANITARY REFRIGERATOR CO., Fond du Lac, Wisconsin | Sheffer, treasurer Nathan Lifson, and vice-president Burton Lifson. 
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NESCO ears a double 
for Efficiency and Economy 


With a Fast-Selling Line 
of Space Heaters, Ranges, Stoves 


NESCO FUEL OIL HEATERS 


Streamlined, modern, clean, easy-to-use space heaters. 
Efficient Breese burners give more heat from less oil. 
Three Nesco models to heat from two to five rooms. 
Handsome mahogany finish. This line of Nesco Heaters 
is designed and priced to sell. 





NESCO KEROSENE RANGES 


Handsome and handy in slick modern design. Gleaming 
porcelain table top. Short chimney burner with clean blue 
flame. Exclusive elbow action burner control. Insulated oven 
with temperature dial. Easy-to-fill glass fuel tank. Rigid one- 
piece frame. Three models that are tops on the market. 


NESCO KEROSENE HEATERS 


Compact, trouble-free heaters equipped with the famous extra- 
large Dubl-Hot short chimney burners. Exclusive elbow action 
burner control. Three choice models to fit every purpose and purse 
—one can be quickly converted into a two-burner cook stove. At- 
tractive louvered cabinets. These Nesco heaters sell like hot cakes. 


NESCO KEROSENE STOVES 


Five models that are ideal for the small kitchen, camp cabin, or laun- 
dry. Choice of 1, 2 or 3 efficient short chimney burners. Both metering 
valve and adjustable burner types. Economical! Sturdy! Easy to 
operate. Black japanned top. White enameled sides, bottom and back. 
This line is a must for all dealers. 


NESCO is the trusted name N\ & 5 ( O Inc 
Select distributorships are available. Write to us. 


201 N. Michigan Avenue, Chicago 1, Illinois 
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BUYING HABITS OF 
WATER HEATER OWNERS 





ems CONTINUED FROM PAGE 252 — 


lated appliance to one that comple 
ments an ensemble of moder: 
appliances. 

Down on the Farm. Farm res- 
dents generally expressed different 
reasons for buying the appliance 
than did city dwellers. To farmers 
the principal consideration was 
economy. Taylor believes that the 
survey indicates that farmers can 
be won over to electric water heat- 
ing by selling which stresses econ 
omy and dependability. 

[he principal reason listed by 
city dwellers for buying the unit 
was safety. Other reasons listed 











were installation without flue 
shorter pipe runs, and unlimited 


choice of locations for installation 
\ 








Nine out of ten electric water 


f ter users would buy the same 
rand and size again. The principal 
reason for dissatisfaction was 
the heater was not large enough 
Ninety-six percent of the owners 
aid they had all the hot water they 
e e needed; 76 percent said they never 
Insure customer satisfaction used the temperature control setting 
after its initial setting 
Over half of the group recom 
mended their heater to friends and 
The quality of the picture on even the costliest TV set is only as good yf this number, 20 percent said that 
as the signal received by the antenna. The antenna system you ne or more friends had followed 
install can be a boon or a bust to you in future dealings with your their recommendation. 
TV customers. Why take chances on having TV sales backfire? Ninety percent of the owners had 


Keep your customers sold on you and they'll keep coming back “ ‘a ad a servi ull but of tho 


aad : who had, 18 percent were dissatis- 
for additional appliances. Regardless of the TV makes you sell, Seid with envules: eeadtie dine 00 take 
be sure that you — or your sub-contractor — always install the arrival of the serviceman. Only 12 
antenna system that produces the sharpest, clearest picture — genuine 


percent believed the cost of epera- 
VEE-D-X, the world’s most powerful antennas. tion was too high 


Who Sells Them. Appliance deal- 


é 


VEE-D-X antennas are laboratory tested to stand up under all 
conditions. They are easier and faster to install — strong structurally, 
and once up, they stay up. Whatever your area, there is a 
VEE-D-X antenna to insure powerful reception and to keep your of the 


led the way in selling water 
heaters to the group. Overall, ap 
ce dealers made 57 percent 
he sales, utilities 14 percent, 
plumbing and heating dealers eight 
percent, and department, hardware, 
furniture and other types of stores 
remaining 21 percent 

1eographic location, however, had 
iderable effect on these figures 


the south, for instance, appli- 


customers happy. 





> dealers made 72 percent of the 
while in the north central area 
fell to 51 percent. Urtilities 
were strongest in this area and 
weakest in the west and south 
Dealers evidently exerted a mark 
ed influence on choice of brand. In 
72 percent of the cases the dealer 
lemonstrated or talked no other 
brand As has been pointed out, 
30 percent of the purchasers did not 
the unit before buying it. This 
Make certain figure was higher when utilities and 
installation you sell is protected lumbinge ; sating s 
with a lightning arrester. VEE-D-X manu- ad ne and heating hops made 
os well as fringe possible 18 combina heavy duty Yagi. Sup foctures four types to meet every require- the sales, rising to 47 and 49 percent 
oreas where both high tions to meet any plied to match 72 ohm ment for positive protection and fast, 
and low channel re specific requirement or 300 ohm transmis easy installation. VEE-D-X arresters are 1 = — 
ception is desired sion line approved by Underwriters Laboratories Installations in 50 percent of the 
Pre-assembled ases were handled by the deale: 
; SATA Ne ong : making the sale. The owner in 
vn Se tile Sp stalled 20 percent of the heaters and 
THE WORLD’ *, : : ; ’ the remainder were put in by plumb 
Viekti anes ers and electricians. In 73 percent 
POWERFUL of the cases users reported that 
: plumbing and heating dealers did 
COMBINATION the best job of installing the heaters 
. - ’ 2 oH 
for single channel : Chere wasn’t much outside selling 
. . . . ities 2 rcent of 
reception n evidence. In only 13 percen 
‘ the cases did the salesman make a 
‘ call at home prior to the sale. Utili 
: me ties did a much better job in this 
‘es - bs ‘ 
-D- j respect; 51 percent of those buying 
z t 
ee ae from utilities reported that a hous« 
call had been made. 








see 
COLINEAR — Provides CONICAL—Interchange STACKED ARRAY — LIGHTNING ARRESTERS - 
powerful all-channel able elements plus FRLY SERIES — Most every 
reception in primary universal bracket make rugged pre-assembled 


+ ley 
respectively 


‘a’ 
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ELECTRICAL 





LENITH 


Complete World-Wide Coverage on 
the 4 International Short Wave 
Bands—the most popular 16, 19, 
25 and 31 Meter Bands. 


Two Continuous Tuning Bands 
newly incorporated to provide com- 
plete coverage from 38 to7 Sand75 
to 150 meters (2 to 8 Megacycles). 


New Weather and Marine Coverage 
for up-to-the-minute marine weather 
reports, ship-to-ship and ship-to- 
shore phone conversations. 


*Reg. U. S. Pat. Off 


And Remember... you don’t have to be a “‘Big”’ | 
Dealer! With just 2 feet of counter space the Super 
Trans-Oceanic builds its own traffic . . 
own sales and chalks-up new profits for you! 


ee ee ee ee 


. makes its 


the ZENITH SUPER TRANS-OCEANIC 


4 << 





[ seller 
that ranks 
with the biggest 


and best of ’em! 


Ever stop to think about “big ticket” sellers in terms of 
turn-over? If so, you’d know the Zenith Super Trans- 
Oceanic’s a “big ticket” item that ranks with the biggest 
and best of ’em. For it knows no season... sells as good 
at one time of the year as at any other—Summer, Winter, 
Fall or Spring. 


Better turn this over in your mind for a while—just long 
enough to realize what this means when compared with the 
highly seasonal turn-over of your other “big ticket” items. 


“The Trans-Oceanic’s a real ‘big ticket’ seller we can't 
afford to overlook for consistent year-around sales and 
profits.” Hundreds and hundreds of 
dealers have told us as much. And it'd 
pay you well to stock up and sell the 
| Super Trans-Oceanic NOW —before the 

guy down the street gets wise to what a 

dependable money-maker it really is! 


Works on Trains, Planes, Ships, in 
Steel Buildings with Zenith’s own 
detachable Standard Broadcast 
Wavemagnet* Antenna. 


Completely Humidity-Proofed 
against the loss of sensitivity and 
breakdown of vital components in 
any climate. 
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Western Market Attendance Down 


CHICAGO 
. °1952> 


COLOR TELEVISION was among the few new products on display at San 
AW 8) H OM E APP av. C E Francisco’s Market Week in mid-July. In the Wood & Cies Distributing Co. 


booth Claude Davies, right, shows a catalog on Tele Tone color sets to Frank S. 


Girimonte of Richmond, Calif. 


EXHIBIT 


ANYTHING BUT PESSIMISTIC were these three speakers at the annual radio- 
television and appliance dinner held during market week. From left to right 
they are J. J. Moffatt, general sales manager of Free-Westinghouse, H. L. 
Hoffman, president of Hoffman Radio Corp., and Vale E. Freeman, manager 
of department and furniture store sales for Westinghouse. 


NATIONAL HOUSEWARES 
MANUFACTURERS ASSOCIATION 


leverpecated: Hentanevem SALLY GILBERT hands a Westinghouse frozen food bag to George Markofer 
EXECUTIVE OFFICES: 1140 MERCHANDISE MART of the Sacramento Municipal Utility District. Attendance at the summer market 


CHICAGO 54, ILL PHONE SUperior 7-3333 was smaller than usual due to high inventories, uncertainty as to the future 
/ and lack of new merchandise. 
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SPOTLIGHT! <A 


Many competent kitchen dealers have found it very 
difficult to get into the bright spotlight of the zooming 
kitchen business —the spot seems to land precisely 
where they AIN’T! In consequence such dealers 
never experience the full satisfaction of large and 
stable volume of high-unit sales with unusually high 
retention of retail profits. 


TRACY Mainline KITCHEN System operates on the 
premise that kitchen sales can and must replace a 
considerable volume of less profitable sales of other 
household merchandise if dealers are to maintain 
their earnings. 


That's a sound premise, indicated by trebling of 
kitchen cabinet sales in the last five years, and a 


Fi 


K 


ITCHENS 


background of widespread interest in and acceptance 
of the modern kitchen idea. 

The TRACY program spotlights the active dealer in 
his own market —and continues a powerful promo- 
tional support which is too strong to be dissipated 
on a part-time, indifferent attitude toward this flour- 
ishing business. It's the TRACY conviction that there 
are not enough GOOD, ACTIVE dealers to command 
the kitchen business that is available and begging 
for competent takers. 

Get a first-hand understanding of this TRACY pro- 
gram and you will acquire some new respect for the 
overwhelming possibilities for smart merchandising 
in this business. 

Write or wire for particulars - TODAY! 


HIGH 


SKY } QUALITY 


PRICES 


TRACY MANUFACTURING COMPANY Division of Edgewater Steel Co. 


PITTSBURGH 


1951 


3 3, 


PA. 
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NEW CONTROLS BILL 


CONTINUED FROM PAGE 137 








| stupendous OPS 
Id need 15,000 new audi 


OPS must thea ad t ost yuntants, etc., to d 


owing of prices 
Granting of such relief 
» the 
be 


t ceilings to reflect cost changes ich a work load would g 


ncluding overhead, advertising and to a point where 
selling up to July 26—instead of couldn't function at all 
March 15, as provided by CPR-22 So a new set of manufacturer 
OPS is talking of setting up pro regulations is coming to replace 
cedures to handle these applications PR-22, and the other tailored or- 
Price boss Michael V. DiSalle is go- ers. Base periods, cut-off dates 
ng to raise prices for all manufac ind allowable costs will be changed 
turers, blanketwise —even thougl to conform with Capehart’'s 


amend 

e law requires only that he act on ment 

dividual appeals, case by case The new orders won 

DiSalle is in this pickle: Should some weeks yet. Defense 
t industry to allocate over Charles Wilson has told DiSalle 


t be out for 
boss 
costs among items in a line to string them out piece-mea 

z P e s it wishes—and maybe load then quiet until everything’s set 
on this Combination ll on a single profitable item? Or Meanwhile, appliances makers 
hould OPS audit each application s mtinue to use GCPR or 

SANDWICH TOASTER and should 1 each applica mus continue to use G 

pla Noe 


aperw required for audi- Dealers. The extended controls 
act also carries a provision that 
should make life pleasanter for deal 
ers—the so-called Herlong amend 
ment. This provision forbids OPS 
Scheduled Meetings to cut margins below their historical 
levels 
ELECTRICAL WONDERLAND Right now, that doesn’t mean too 
EXPOSITION much. CPR-7, for instance, allows 
Civic Auditorium, San Francisco retention of historical mark-ups 
Most electri iance September 7-14 tut the da a8) 1 >» wher 
erties vie. a apple _ home can aaane at fe) one we met wn: = : —— 
: aod these “stand-out” features: KY MOUNTAIN ELECTRICAL = eee ene ee ee eee 
— —o cps - oi = LEAGUE to discourage production of high 
@ EXTRA LARGE GRIDS — Easy to @ HEAT INDICATOR For Correct Fell Convention end items because it feels that prof 
, . oe athe Baking Temperature La Fonda Hotel, Senta Fe, N. M its are too high or because it wants 
© rch : of Grilling Surface emovable Drippi September 9 12 ; to bar pyramiding of price increases 
oe; HANGEABLE WAFFLE GRIDS i vos NEDA EXHIBITION at the manufacturers’ level 
Finished in lustrous chrome, with black plastic handles. Heavy duty heati OPS actually did squeeze mar- 
element for years of trouble-free service. For AC or DC 110-120 Volt National Electronic Distributors Assn gins on carpets last spring. Under 
Current. Cord set furnished. Public Auditorium, Cleveland the Herlong amendment, all mar 
September 10-13 gins are now protected specifically 


19TH MERCHANDISE MART ae a ' 

; 1en *S comes o rit its 

List $12.95 Pittsburgh Wholesale Merchants Assn H UES com ae eeaner: 
Syria Mosque, Pittsburgh new manufacturers’ orders, comply- 
‘ ing with the Capehart amendment, 


. 
EMPIRE Automatic September 10-13 the Herlong provision will mean 
lollar 


SAN DIEGO BUREAU OF HOME price increases and bigger 
APPLIANCES margins for dealers 


“Perco-Drips” Fall Conference 


San Diego, September 11 





Just the kind of coffee percolator every homemaker 


wants!—Fully automatic—simpler to use than an INTERMOUNTAIN ELECTRICAL 
ASSN. 


ordinary type percolator. Just plug it in. No adjust 
—- en ee serving hot for hours! EL A P 

martly esigned—ot igh] lished lumi 

with black plastic handle. Tee fendy. ince—S ond Annual Conference 1A wn a 
8 cup. Newhouse Hotel, Salt Lake City For New Orleans Meeting 
September 21 
No. 1921—5S Cup—$7.50 No. 1922—8 Cup—$8.50 Two half-day 
CANADIAN = MERS. provide league members with an op- 


— = ‘ - 6 portunity to ask questions and discuss 

Ms nual Meeting day-to-day problems of league opera- 

This New EMPIRE oi ts General Brock Hotel, Niagara Falls, tion will be among the highlights of 

" ” Ont = the 16th annual conference of the In- 

SAFEWAY TRAVELITE September 26-28 ternational Assn. of Electrical Leagues 
IOWA UTILITIES ASSN. in New Orleans, October 10-13 

: One of the forums will be a reverse 


Blinks—Or Beams—Or . ¢ 4 / Management Conference sate re hinge 
. F Moi panel discussion on the subject of 
Blinks As It Beams snl goes Hotel, Des Moines, league organization and operation; 


panel members will ask questions 


forums designed t 





REAL SAFETY—red blinker light automatically ~ NATIONAL FARM : 
rather than provide answers he 


flashes off and on. Twin switches light either 
I 


pany KAY 2 > rp tyke Ay a ELECTRIFICATION CONFERENCE other forum will cover five subjects 

the thing for motorists, sportsmen, truckers, farm- Gibson Hotel, Cincinnati grass roots meetings for farmers (A 
ttn wees yore i Renae 5 Sener: 
No. 958 List $5.95 INT’L ASSN. OF ELECTRICAL ed covering promotions (J 

Prices Slightly Higher in West) LEAGUES hamberlain of San Diego) ; T\ 

Write for catalogs of the full line of “EMPIRE” Electric ’ Annual Conference i training programs (V. W Hart- 

Housewares and Portable Electric Lanterns. ! New Orleans ley, Los Angeles); defense mobiliza- 

— TIT, October 10-13 tion survey (R. J. Samson, Kansas 

3 City); and light conditioning (J. R 

Little Lady "ee toe Waters, Fairmont, W. Va.) 

AND EMPIRE TOYS Among subjects to be covered 

Vacuum Cleaner Mfrs. Assn, individual speakers are the gene 


———— New York economic outlook, current problems 
tober } 
—_— the appliance market, developments 11 


THE METAL WARE CORPORATION (igieaceteeet tana Mee ecestae teat 
CONFERENCE ties in appliance servicing, adequate 

NEW YORK TWO RIVERS aiid Ve American Home Laundry Mfrs. Assn wiring, and training of dealer sales- 
Sth A WISCONSIN R 1 Hotel Commodore, New York men. J. G. Waddell, president of 

? venue oom 1411A Merchandise Mart October 31-November 1 TAFT, will be general chairman of 


the conference 
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ets 
Se 


. the woman's house to see this marvel. As a matter of fact, almost half of all 


\ 
\ e. ’ BS 
NA 


KitchenAid users seo Pr q 


the Pes -opening door and independently sliding racks ... the exclusive Hobart 


Y 
Sad Le) X% | 
. the circulated, electric RHE hot air drying . . . the sparkling 
Ls, 


<2 clean dishes .. . the plate warmer feature. The bee gets to be a great big bee 
“Al VN 


one in operation before purchasing (our user cards prove it!) 


KSA 


and hubby (who not only dislikes bees but doing the dishes, too) “ x gives up. They visit 


See 


SBE 

their dealer who sends us >" an order. And other dealers send us orders and orders. We get 

orders and = headaches (the kind that are encouraging) because we get so many orders 
p we can't fill them all as fast as we would like (consistent 


with current controlled materials). 


—> 
So the moral is >= performance proves product superiority and every KitchenAid sale 


makes another salesman for you. OR. . . with KitchenAid, “the finest made," plan on the “busy bees’’ 


KitchenAid Home Dishwasher Division 
of the Hobart Manufacturing Co., Troy, Ohio. 


Nuschen/Ald d 


The Finest Made.. 


World's Largest Manufacturer of Food and oO Machines 
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Bigger profits are in the bag — for ) give a clear and steady p 
re(-oll-te Me galet-1iMm @eloiiilelae Zeid l }uma lela e 


_ Lower Prices, Chassis Improvements 
MOET mulls = 6Mark New Fall Television Lines 


PADI EY 


with the 


Philco, Westinghouse, and Hoffman show 
new fall lines at distributor meetings 


Generally lower prices and chas- V uld have a color adapter 
sis improvements highlighted the | by October and said that 
introduction of fall radio and tele-_ ; lor slave unit would be ready 
vision lines last month by Philco, hen tl pul 
Westinghouse and Hoffman. 

Philco. Distributors attending rices on the TV line began at 
howing in New York and Chicago $199.95 for a 16-inch 
in early August saw a 28-model The 24-inch half-door console at 
TV line at the “lowest prices in $675 tops the price list 
Philco history.” Prices range from Hoffman. Nearly 150 distribu 
$199.95 to $800. Executive vice tors, members of their staff and 
president James H. Carmine said ioffman executives attended a 


lic demands such 


table model. 


achieved the lowest hree-day distributor convention in 
' 


istory while making ’asadena in late July. The com- 
advancements in quality, power, yany unveiled a newly designed and 
convenience, engineer , cabinet ngineered chassis, the “Mark IV”. 
styling and production, despite The firm announced that maple 
higher costs.” All sets can receive wood cabinets in ranch style would 
UHF broadcasts by means of an be placed in mass production and 
adapter. The sets can use ar be available at the same re- 
adapter to receive CBS color 

black and white; color converters 
can be “ ily used”. 

The firm also introduced 27 new 
radios incorporating a “tube-saver” 
development which ends power Sylvania Marks Birthday 
surges and early tube burn-outs y . 

Other features include a new loop With Expansion Program 
aerial, improved speakers and 

newly designed cabinets. Prices Sylvania Electric Products, Inc., 
ranged from $19.95 to $319.95. will spend nearly $10 million for new 

Westinghouse. Thecompanyused plants and equipment in 1951—the 
a series of three meetings to show mpanys golden anniversary year— 
distributors 16 new TV sets and 10 cording ‘ president Don G 
new radios Included were thx ! 
company’s first 24-inch TV set an he firm will spend another $4, 
its first clock radio. The TV line replacement of existing ma 
incorporates an “electronic clari ry id equipment. The $14- 
} 


ce as mahogany finishes 


fier”, a combination of eight engi n 1 total represents an all-time 
neering circuit features designed t I 

; ner} iy one year by Sylvania. 

F. M. Sloan, manager of the com- The pany dates its founding 

pany’s television-radio division, from July 31, 1901, when Frank Poor, 

predicted that the industry will b now vice-chairman of the board of di- 


t 


R EASO iN S able to “manufacture as many tele hased a half-interest in a 


MOTOR-DRIVEN 
BRUSH MODEL 


Find out how you can 
sell more — make 
more—with Cadillac. 
Write for complete in- 


formation—ow- 
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vision and radio sets as the market 
will absorb by 


Cadillac's liberal discount policy Walsh, sales n 
gives you more profit per unit. ty LONE Gas 


small Massachusetts business engaged 
refillis burned-out light bulbs. 
i n had 15 employees; to- 

22,000 

i Atelatoh dae Ge leiiilelamalelilelalel mele hase 

tising regularly reaches the buy- 

ingest homemakers in America: 

the readers of American Home, 

Woman's: Home Companion, Satur- 

day Evening Post, Cosmopolitan, 

Household, Farm Journal, and 

Sunset. 


Finally, you sell Cadillac cleaners 
with enthusiasm and confidence, 
knowing they offer unbeatable 
quality. Cadillac's dirt-getting effi- 
ciency has been proved and praised 
by good housekeepers since 1911. 


For more than 40 years, 
sold only by reliable 
dealers and distributors. 


on y 7 - to ? vis » 
CLEMENT MFG. co. PERSONNEL of the Hoskins Mfg. Co. recently attended the firm’s 40th annual 


sales convention in Detroit. General sales meetings were devoted principally 
to discussions of the present shortages of critical raw materials. Standing at 


the extreme left in the first row is president W. H. Brown. Next to him is 
sales manager J. W. Moore 


Dept. A. 6666 S$. Narragansett Ave. Chicago 38, lil. 
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Country Gentleman 


Help You Sell More 
Appliances! 


When a manufacturer puts an ad in Country Gentleman, it’s the 
strongest kind of help to you in selling your best rural customers! 
This has been proved in a nationwide survey of men and women 
heads of Country Gentleman homes. Not only do they read Country 
Gentleman more, use it more, like it more than the other big 


farm magazines—but they also... 
In designing her kitchen, Mrs. Chandler, 


Country Gentleman farm wife of Maine, 


studied dozens of magazine clippings. She 


paar pinkiualabanonien ] READ THE ADVERTISING in Country Gentieman...in 96.2% of homes. 


ironer, inlaid rubber tile floor. 





2 GET BUYING IDEAS trom the advertising in 3 out of 4 homes. 





3 RECALL DEFINITE BUYING IDEAS in over 3 out of 4 of these homes. 





- + +» that’s why dealers like you give 


ountry Gentleman a lead of nearly 2 tol 


when voting for the farm magazine that helps most to sell local customers 


That's why Country Gentleman also rates first with adver- 
tisers. They invest more advertising dollars in Country 
Gentleman than in any other farm magazine. 


lat) 

countr 
“entleman 

Sittestecaneee 
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i} Winner in NEMA Contest 


ROFITS $ o : 


RAPID TURNOVER!!! 


¥ 








” * | 1 
of ; it 
PORTABLE RADIATORS 
" 7 b ‘ THIS WINDOW DISPLAY by Mankato Electric Co., Mankato, Minn., won first 
prize among entries submitted by appliance dealers in the contest sponsored 
by the electric housewares section of NEMA this spring. Other winners were 


NURSERIE 5 GARAGES BA s ES Schaffer & Bond, Upper Darby, Pa., (hardware store); Lansburgh & Bro., Wash- 
=| | ington, D. C Jepartment store); and Ohio Edison Co., Youngstown, (utility) 
Ml al as 4 yr 


a 
ES 1 & LIVING ROOMS 

















Telechron Uses Magic t nal Bye legiate \thletic Assi this 
To Introduce New Line fz Selected games of some 40 teams 
be covered either by the imter- 

mnected television network, by re 
sinndiietis tact vecwitle 4 slice sia gional networks or by local stations 

cd 3 al rder of Each section of the country will view 

TRAILERS ex ps dis ot a yht games during the sea- 
2. cats three Saturdays to be 
’ in each region as part 

ft 2 h program to determine 
the effect of television on attendance. 
Westinghouse will negotiate with the 
home team for each game and will 
select the. games to be televised within 
t framework of the NCAA rules. 


smanship shared the 


=< Admiral To Expand Distribution, 
Fr beh. Factory Space in Four Cities 


Among speakers on the 


were general manager A 


Telechron Ele Clocks ° 


marketing manager Russell T. Wood dmiral Corp. has announced a 
ward, and clock sales manager M. J seven 1 yn dollar plant expan- 
Dunr sion program which will affect dis 
A ] — ¢he nror ional + £ 
the jump on your competitors . . . get the customers in your Among details of the promotional ributor and factory facilities in 
store . . . get the ELECTRESTEEM PORTABLE RADIATOR. It's a ampaign announced during the meet Chicago, Galesburg, New York and 
ci a a $15 , p : 
portable radiator you'll be glad to sell, and the customers will ing were plat for a $15,000 cor ston. 
sumer contest, a itor sales Over 500,000 square feet of floor 
men’s contest and 22 four-col ds ir space will be added to the Chicago 
— — ice—i t = 4 : i 4 
bedroom—in the nursery—in the office—in the stations —or national magazines and Galesburg factories and 240,000 


be proud to own. It gives them extra heat where needed —in the 


wherever additional heat is desired. Electresteem Portable Radia- square feet to distribution centers 
tor distributes the heat evenly throughout the entire room! in Chicago, New York and Boston. 


k : In Chicago a new factory and a 
They'll Thanks f " the ELECTRESTEEM PORT- ° factory and a 
‘ey di be oe ag oe oe Westinghouse To Sponsor seven-story office building will be 
ABLE RADIA : Football Telecasts erected as additions to factory 
@ IT'S... easily moved from room to room. . ; s space. Single story distributing 
Westinghouse Electric rp. has plants with roof parking for em- 

@ IT'S... available in wainut or ivory finish. assumed sponsorship I ployee and dealer cars will be built 


football telecasts authorized b ie ; r 
@ IT'S... designed as to not overheat. an authorized . Chicago, Boston and New York 





@ IT'S...a convention-type heater. 





@ IT'S... economical. 


8 Section Model, 950 Watts 10 Section Model, 1150 Watts 
: 95 . $ 95 
for Average Room $37 for Larger Room . 42 


A EN i ESN 85¢ Gimmick 


f Electresteem “This guy's got an idea, a giveaway that only costs 85 cents. . . 
AN “So what's new about a giveaway?” 
, 10 TO 24 HOUR VAPORIZER! “This one the salesman pays for if he doesn’t make a sale and, 
Another “best seller’! Reap besides .. .” 
oe algy dhs Raga set 9 “You know any salesman would stand for that?” 
Shue < Reiediasteas “Look, with this one they're selling 550 vacuum cleaners every 
STANDARD MovEL $595 month. Now, wise guy, what salesman wouldn’t stand for that?” 
comm wenn 46° Lemme see that!” 


You can see it, too, under the title, Dry Your Hair, Lady?, 


: oe sleam radiator corporation in the October issue of ELECTRICAL MERCHANDISING 
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water heater sales come easily 


ite 2 / when you offer customers 
Ss A 2 the advantages of... 


DOW MAGNESIUM RODS 


longer 
heater 
life 





maximum 
protection 











Now, more than ever, your customers are interested in buying rosion— gives cleaner, purer water. Standard galvanized tanks 
a water heater that will last and last. When you suggest a are practically free from corrosion after years of service. 
heater protected with a Dow Magnesium Rod—you have the 


ae : There’s a plus value in handling heaters protected with Dow 
best sales story possible . . . longer life . . . corrosion protec- 


; Magnesium Rods. Every protected tank you sell means a 
tion . . . cleaner, clearer water—a sales story that just : : 


5 ; potential customer for a replacement rod; for, eventually, the 

naturally clinches sales! aye 2 : ; ? 
original rod is expended in protecting the water tank. Get the 

Magnesium rods were developed by The Dow Chemical facts on this profit booster—the sales story that is made to 

Company, as a simple, economical solution to destructive order for bigger, easier sales. Ask your manufacturer, or write 

corrosion problems in domestic water heaters. The expend- to Dow. 

able rod absorbs the brunt of the corrosive attack instead of 


the tank. It guards against rust and leaks in tanks due to cor- 


THE DOW CHEMICAL COMPANY 
Magnesium Department ¢ Midland, Michigan 


New York © Boston «+ Philadelphi * Washing * Atlanta + Cleveland « Detroif 
Chicago « St. Lovis * Houston «+ San Francisco « Los Angeles © Seattle 
Dow Chemical of Canada, Limited, Toronto, Canada 
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DID YOU GROW UP 
ON A FARM? 


» ae | r 1 | be ] 
Brother, if you ever churned the old-fashioned way (up and 


down until it seemed your arms would fall off) you can appre- 
ciate the tremendous appeal Gem Dandy Electric Churn has 
tor all farm folks. Gem Dandy Electric Churn takes all the 
drudgery out of churning. That's why more than a million 
have been sold. That’s why you can increase your volume and 
profit by displaying nationally advertised Gem Dandy Electric 
Churns in your store. Order today from your distributor. 


DELUXE MODEL 
(Recommended Dealer's Cost 


$13.76 
STANDARD MODEL 


(Reeummended. g19 4p 


Dealer's Cost 


Duraglas 
containers, 
sold se parate 
3. or 5-gal 
sizes 


Dealer cost 


$1.80 


MODEL 4-QT. 
Churns up to 3 
quarts of heavy 
cream or whole 
milk. 


Dealer's Cost 
complete 


with jar 
$11.30 


Extra 
4-QT jars 90¢ 


GEM 


DANDY 
cxecreic CHURN 


ALABAMA MANUFACTURING COMPANY orrr. a-208 sirmincHam 3, ata. 





PAGE 264 


RTMA, NARDA Executives 
Oppose Excise Tax Rise 


Rey resentatives of radio-television 
and manufacturers last 

ged the Senate finance 

igt er 


I 
liance and Radio I 


the 


Pump Manufacturers Hold 
Annual Meeting in Ohio 


neeting 
f Dome 


Over 150 att 


tional Assn 
Pump Mfrs. 


July meeting as t 


guests 

Barr 
and the F. E. 
Ashland, Ohio. 
Herbert C. Angster 
secretary and director of the asso- 
ciation, told the meeting that this 
year’s National Water Systems 
“unquali uc 


Myers & 


executive 


month was an 
cess.” Initial plans fo 
promotion in 1952 were 
meetings 


Automatic Washer Appoints 
Bruckman As Chief Engineer 
William ( 


named 


Bruckman 
hief engineer for the 
Newton, 


responsibility 


matic Washer Co., 
will assume 
firm's development and 
grams. He comes to Automatic fr 
New England Industries 


12 Millionth Heater 


D. S. SMITH, president of Perfection 
Stove Co., compares the company’s 
twelve millionth portable kerosene 
heater (left) with one produced by the 
company in 1900, ten years after it 
began manufacturing such units 


SEPTEMBER, 


Award for Religious Show 


ISABEL REDMAN, producer of ‘‘Lamp 
Unto My Feet CBS-TV_ religiou 
receives Majestic mighty 
the air 3war from 


program 


monarch f 


A-P Controls Celebrates 
Twentieth Anniversary 


if 


nd I fac 
wn Milw iukee 
large Mil- 


ncn, al 


las two 


nadian br. 


ver 1,050 en 


1ased a 60-acre 
outskirts of Mil 
lay” t 


o con 


nder one 


Summer Sales Drive Explained 
To Gibson Divisional Managers 


Divisional managers of the Gibson 
Refrigerator Co. were briefed on the 
plans for a summer sales 
1 a Series of meetings 
i Mich., in late July 

C. J. Gibson, Jr., president of the 
company, opened the meetings with a 

rt on current progress and future 

J. L. Johnson, vice-president 

in charge of sales, told the group that 
imer purchasing power was now 

at a peak but that constructive, hard 
hitting sales and promotion efforts 
were needed to set new sales records 
G. V. Drumm, advertising and sales 
promotion manager, explained details 
comprehensive advertising pro- 
which was designed to back up 


sales campaigt 


A. O. Smith Corp Names Winners 
In “Sales Idea” Contest 


Millard D. Sims of the Alabama 
Gas Corp., Talladega, Ala., has been 
named the winner of a sales idea con- 
test sponsored recently by the A. O. 
Smith Corp. Sims’ winning idea was 
built around the sales advantage of a 
glass-surfaced water heater tank. Sec- 
ond prize went to Jack Chilcutt of 
Columbus, Miss. Third, fourth and 
fifth prizes went to Charles Palladino 
of Pottstown, Pa., Harry Bolno of 
Philadelphia and Elmo C. Pierson of 
Hutchinson, Kan. 
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OTHES outsive! 


u 
“\ HATE TO HANG MY © EW DRYER-- A NY NG 


=: LOOK AT hepa N 
T THAT KIND, DEAR, —e 
ue ROOM NO Sreainy r : 
THE BENDIX DRYERS GOT THE TRICK 
THAT CLEARS OFF DEALERS’ FLOORS / 


THE POW-R-VENT KEEPS ROOM 
TEMPERATURE RIGHT --- BLOWS 
HOT, MOIST AIR OUTDOORS! 





“ DRYS DAMP FOR IRONING 
BONE-DRY FOR STORING 
IT HEEDS ALL YOUR DEMANDS 








LIKE BENDIX WASHERS 
AND IRONERS-~ 
IT TOPS ALL OTHER BRANDS! 


” NO HANGING - BENDING - STOOPING 
NO RAIN OR SNOW OR SLEET / 


( SOFT, PLUFFY, PERFECT DRYING 


FROM HANDKERCHIEF TO SHEET / 


ee , 0 
\ ' \V aed | 
6) NUE al 
a iC / yve 
ITS HANDSOME, PRACTICAL 


AND QUICK -~ SAVES 
CLOTHES AS WELL AS WORK 





AND CLOTHES DRY SAFE 
INSIDE, WHERE WINDBLOWN 
DUST AND GERMS DONT LURK 























The most wanted work savers ever built— 


BENDIX 
Automatic Home Laundry Appliances! 


A complete line—with a great name behind it—with a wide range of 
prices—with a great advertising program—with sound merchandising 
and promotions—with consumer preference built up over 14 years. 
The name Bendix is synonymous with “‘automatic washer’ —that’s 


why it makes such a difference when you handle Bendix! 
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FOR THE FIRST TIME 


Lowshou ost 


FLUORESCENT FIXTURE 


DISPLAY 


THAT WILL DEFINITELY INCREASE “OVER-THE-COUNTER” SALES OF COM- 
PLETELY PACKAGED, READY TO HANG, RESIDENTIAL FLOURESCENT FIXTURES 


On THE COUNTER Lighted, the Automatic 
Setesmen will create more dollar sales te your 
customers! 

a Brilliantly lighted, dey 
and night, « sure treffic stopper, creetes sew 
customers 

ON THE WALL - Ueiied, © wit lemetiatety 
ture deed wall spece « live selling display. 


Bread and Butter Items 

9 out of 10 dealers who have seen 
this terrific display, ordered imme- 
diately and are highly pleased with 
increased business. 

SMALL, COMPACT AND ATTRACTIVE . . 
using only 24 inches of space: this brilliantly 
lighted MARKSTONE “AUTOMATIC SALES- 
MAN" display of ‘Fashions in Fiuorescents,"’ 
will attract more customers will sell more 
fluorescent fixtures and will work for you 
all around the clock. Display completely as- 
sembied fixtures for display specially 
wired each equipped with simple attaching 
device. Complete with cord and plug for 
q ighting and immediate use. 


Quick 
This Beautiful. Colorful and Durable 
Display, features only low cost qual- 
ity Volume Fixtures. It's the hottest 
and lowest priced deal ever pre- 
sented to the trade. 





light your home 





Reo s CIARKSTONE 


VARKMO\, COMEIN ANSD SEE OUR COMPLETE DISPLAY 
This Large 36" two color Window Banner 
and other Sales Aids included with 
Display Package Deal. 


ORDER NOW! FROM YOUR FAVORITE DISTRIBUTOR 


Demonstrate . 


make it easier for your customer to buy residential fluorescent fixtures from you. 


MARKSTONE MANUFACTURING CO. 


2420-60 WEST GEORGE STREET 


TV 


* CHICAGO 18, ILLINOIS 


AND RADIO 


Wrapabout 


protection plus...easy, efficient handling 


Wrapabout protection for your 
TV and radio sets costs so little, 
yet it’s worth so much. It's all- 
round protection, insured by 
heavily-padded canvas outside 
—soft, scratchless flannel inside. 
. . each 
Wrapabout adjusts to a variety 
of sizes. Wrapabouts fasten se- 


It's versatile protection . 


curely and fast... make delivery 
or service handling easy and 
swift. Wrapabouts pay for them- 
selves in no time by adding effici- 
ency in your operations . . . by 
assuring customer satisfaction on 
deliveries and pick-ups. 


WEBB MANUFACTURING COMPANY, 2918 N. 4th St., Phila. 33, Pa. 


Send Wrapabout prices and information on 


(radie) 


(television) *** model + 


Nome 


Address 


make 





Manufacturers Sales 
Appliances, Radio, TV 


DRYERS, CLOTHES 


(Industry Estimate by American Home 
Laundry Mfrs. Assn.) 


June, 1951. 

June, 1950 

6 Mos., 1951 

6 Mos., 1950 

J Change versus 1950 


1951 
1951 


39,908 
20,568 
217,966 
127,839 


June, 


6 Mos., 


+94.03% 
+70.50°; 
FREEZERS, HOME AND FARM 
(NEMA Members Only, Not Industry) 


June, 1951 63,322 
June, 1950 52,825 
6 Mos., 1951 397,922 
6 Mos., 1950 255,356 


J Change versus 1950 


June, 1951 
6 Mos., 1951 


+19.87% 
+55.83% 


IRONERS 


(Industry Estimate by American Home 
Laundry Mfrs. Assn.) 


June, 1951 

June, 1950 

6 Mos., 1951. . 

6 Mos., 1950. . 

% Change versus 1950 


June, 1951. 
6 Mos., 1951 


24,500 
25,100 
164,100 
196,900 


—9.59% 
—4.48% 


RADIOS, HOME 


(Industry Estimate by Radio-Tel. Mfrs. 
Assn.) 

June, 1951. 

June, 1950 

6 Mos., 1951 

6 Mos., 1950 

J Change versus 1950 


June, 1951 
6 Mos., 1951 


360,031 

730,500 
4,212,994 
3,771,500 


—50.71% 
+11.70% 


RADIOS, PORTABLE 


(Industry Estimate by Radio-Tel. Mfrs. 
Assn. 

June, 1951 

June, 1950 

6 Mos., 1951 

6 Mos., 1950. 


% Change versus 1950 


June, 1951. 
6 Mos., 1951. 


298,454 
259,100 
845,309 
1,079,700 


—11.83% 
—21.71% 


RADIOS, AUTOMOBILE 
(Industry Estimate by Radio-Tel. Mfrs. 
Assn.) 


June, 1951 
June, 1950 
6 Mos., 1951 
6 Mos., 1950 


% Change versus 1950 


June, 1951 
6 Mos., 1951 


494,202 
501,500 
2,969,632 
2,482,400 


—1.45% 
+19.63% 
RANGES 
(NEMA Members Only, Not Industry) 


June, 1951 107,861 
June 1950 158,534 
6 Mos., 1951 759,058 
6 Mos., 1950 799,222 


Yo Change versus 1950 


1951 
1951 


June, 
6 Mos., 


— 31.96% 
— 5.02% 


SEPTEMBER, 


REFRIGERATORS 
(NEMA Members Only, Not Industry) 


June, 1951 309,125 
June, 1950. 549,740 
6 Mos., 1951.. 2,606,660 
6 Mos., 1950. . 3,062,289 


Yo Change versus 1950 


1951 
1951 


-43.16% 
—14.87% 


June, 
6 Mos 


TELEVISION 
(Industry Estimate by Radio-Tel. Mfrs. 
Assn.) 


June, 1951 
June, 1950 
6 Mos., 1951 
6 Mos., 1950 


Jo Change versus 1950 


1951 
1951 


326,547 
502,500 
3,334,505 
3,136,300 


— 35.02% 
+ 6.31% 


June, 
6 Mos., 


VACUUM CLEANERS 


(Industry Estimated, Vacuum Cleaner 
Mfrs. Assn.) 

June, 1951 

June, 1950 

6 Mos., 1951 

6 Mos., 1950 

Jo Change versus 1950 


June, 1951 
6 Mos., 1951 


194,548 
250,190 
1,457,866 
1,695,178 


—22.24% 
—13.99% 


WASHING MACHINES, STAND- 
ARD (Elec. & Gas Engine) 


(Industry Estimated by American Home 
Laundry Mfrs. Assn.) 

June, 1951 

June, 1950 

6 Mos., 1951 

6 Mos., 1950 

Jo Change versus 1950 


June, 1951 
6 Mos., 1951 


253,119 
325,217 
1,830,129 

. 2,005,274 


—22.16% 
-9.73% 


30-Inch Tube Available 


SALES MANAGER Bill Scales and gen- 
eral manager Irving Rosenberg of the 
Du Mont cathode-ray tube division 
watch 30-inch picture tubes coming 
off the production line. The tube 
which produces a 535 square inch 
picture, is now available to both re- 
ceiver manufacturers and the trade. 
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In the Women's Magazines 


WOMEN’S SERVICE GROUP 


Good Housekeeping 


To Save Kitchen Space,” by 
Cornish September Good 
how to make the best 
1 of available kitch 
Laundry Worksavers”, “Safety Is 
Accident” and “Emily Taylor's 
Cleaning Corner”’—fractional fea- 
ire items on the care and use of 


usekeeping- 


en space. 


lances 


Woman's Home Companion 


How r Keep Your Broiler 
jusy,” by Bernice Strawn—Sep- 
mber Companion the range 
roiler can be put to 
vreakfast, lunch and 
lucing tempting quickly 
What Your Portable Ironer Car 
“2 Betty G. Wadsworth 


rtable 


good use for 
dinner, pr 


dishes 


McCall's 
[ Went Back to Work in a Defense 


lant,” by Elizabeth Sweeney Her 
t Se] ptembe r McCall’s No. 21 
This Is How I Keep 
se—this Long Island house 
found 10 hours in an aircraft 
t 


were too mu until she go 


a series on 


matic washer id 
for Keeping 
ks,” and “Try This 
yur Steam Iron” 
ms on the use of a cleaner 


eam iron, by Eleanor B. Cool 


two short 


Parents’ 
hild Needs 
1 gust Parents 

battle 


hild to study 
Today’s Woman 
| Drinks To Mix Wit! 


Blender,” by Ruth 
ust Today’ 


Beater 
Gaffney 

s Woman—the elec 
makes tempting frosty 
drinks with ease 


blender 


t weather 


HOME SERVICE GROUP 
American Home 


Chere’s No Traffic Problen 
»v Jessie Walker—Aucust 


1 Here,” 


Americar 


Airline Trip For Television 


Home—some skillful kitchen plan- 
ning suggestions. 

‘Bake On Friday—Loaf on Sun- 
day,” by Edith Ramsey—appliances 
help cut working time in half 
“They Scream for Ice Cream,” by 
Rose M. Guerra—includes _ ice 
cream making with an 
freezer and a freezer attachment 


tor muxers 


electric 


House & Garden 


‘Push-Button Paradise” August 
House & Garden—7th in a series on 
What Makes A House Comfortable 

devoted to 
“Their 


a series on 


appliances 
Kitchen Came First” 
Kitchens with 


7th in 
Char 


acter. 


Better Homes & Gardens 


“Kitchen With Ideas”—August Bet- 
ter Homes and work-saving 
ideas for kitchen planning. 


time 


House Beautiful 


a Member 
August House 


Television Has Become 
of the Family” 
Beautiful 
“Make Your TV 


all-Trades’,” by 


Room a ‘Jack-of- 
Sara Little 
itional ways to usé 


some 
a separate 


n 
om. 


FARM GROUP 
Farm Journal 


by Myrtle E 

Farm Journal— 
and a refrigerator 
simplify ice cream making. 


‘Smooth Ice Cream,” 
Felkner—August 
an electric mixer 


Progressive Farmer 


“Meet the Master Farmer’s Wife,” 
by Sallie Hill August Progressive 
Farmer—at the Rooker farm in 
North Ca there’s a lot of 
elecric living 


rolina 


CHAIN GROUP 
Family Circle 


‘Modern Kitchen-Antique Setting,” 
Bakker—August Family 
Circle—the last step in restoring 
this 125-year-old Connecticut home 
was remodeling the kitchen 


by Jessie 


TEST OF TRANSOCEANIC TV reception was made recently by United Air Lines 
and KRON-TV, San Franisco, by means of a 10-inch RCA Victor set installed 


in a Stratocruiser en route to Hawaii. 
from San Francisco were obtained. 


ELECTRICAL 
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Good pictures as far out as 306 miles 


1951 


Simerican Beauty 


adjustable automatic ELECTRIC IRO 


%* A Useful, Lifetime Gift.... for Wife, 
Daughter, Mother, or Grandmother! 


Wives, mothers and grandmothers who are using American Beauty 
electric irons acquired in their early housekeeping days—and there 
are many—would welcome the modern American Beauty adjust- 
able-automatic electric iron as a gift. 


Many younger women, too, appreciate a practical gift, such as 
an electric iron—an American Beauty adjustable-automatic iron 
will give her many, many years of trouble-free service. 


And for the electric appliance store or shop recommending the 
American Beauty electric iron there is created a long-lasting and 
favorable recollection. 








FIRST CHOICE FOR 


EVERY GS £ FT OCCASION 

















1894=— 


AMERICAN 


Since Always Dependab 


ELECTRICAL HEATER CO. 


DETROIT 2, MICH 
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“STOP” 


Now selling better than 
ever. Toastswell—oa 
money-maker. Tops in 
value at a price that un 
dersells and with a one 
year guarantee. Sells for 
only $21.50, tax in 
cluded. There are 12 
solid selling features 
that make model No 
350 a_ favorite with 
everyone. Write for the 
name of the nearest 
Toastswell distributors 
Underwriters’ and Can 
adian Standards Associ 
ation Approved 


““100K’’ 


Bright high luster 
chrome finish, bakelite 
No knobs to turn— 
Widest 
selector, 


trim 
one operation 
range color 
from very light to extra 
dark. Extra high lift for 
bread. Press the 


button to remove crumb 


small 
tray without upsetting 
toaster. Look these feo 
tures over. You will 
agree they are out 
standing 


““LISTEN”’ 


Dual - Control — Accu- 
rate quiet clock control, 
plus thermostat control, 
means uniform tcast 
without resetting. The 
clock control takes care 
of the timing and the 
thermostat control takes 
care of the heat. These 
controls are all in one 
handle. No extra knobs 
to turn. These extras 
mean toasting speed and 
convenience. 

110-120 volt. 
D.C. current. 


AC. or 


Toastswell authorized service stations in all principal cities. 


THE TOASTSWELL COMPANY 














PAGE 


A WORD 
TO THE WISE 
1S 


CIITCLcie 


CORD SETS 


Fe alate Mmlali-t¢1ae) 


sure 


Write 
for 
catalogue 


CORNISH WIRE COMPANY, « 
50 Church Street. New York 7, N. Y. 
— -_ | 
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ST. LOUIS, MO. 


a WRITE TODAY FOR PRICES gue 
NEW HAVEN QUILT & PAD CO. 


PADDED TV COVERS 


Eliminate Damages 


FOR ALL SIZE TV SETS 


Consoles 
Table Models 


waterproof 
cover all sets 
sole covers have a 2” web strap with 


Combinations 


COMBINATION: 41” H, 44” W, 27” D 
CONSOLE: 40” H, 31” W, 27” D 
TABLE MODEL: 24” H, 25” W, 25” 4 
These 


covers completely 
Combination and con- 


cadmium plated slide buckle, tie 


tapes at back 
tapes at both sides. 


neW HAVE 


Table model has tie 


nN QUILT & PAD CO 


St New Haven .on 
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Graybar Launches Dealer-Help 
Program on Electric Housewares 
\ comprehensive dealer-help pro 
gram designed to tie in with 
NE MA's housewares cam- 


electric 
I this 


paign will be aunched 
by Graybar Electri 
gram is designed 


sales and attr 


Peirce-Phelps, Inc., Lays Plans 
To Build New Showroom, Offices 


Peirce-Phelps, Inc., Philadel- 

‘ ann d plans to build 

! , office, and ware- 
ise at 59th and Upland Way. The 
firm has received a permit from the 
Bureau of 


construction of a 


Inspectior 


$725,000, 


Building 


story building 


Lewis To Head Housewares Section 
At Northeastern Distributors 


Plans to enlarge its housewares 
department and make it a separate 
division of the company have been 
announced by Northeastern Distrib- 
utors, Inc., Dave Lewis, a 
Northeastern representative 
for the past eight years, will head 
up the new department. He will be 
succeeded in the sales post by Mar- 
tin Scully. 


3oston. 


lee 
Saies 


Porter-Burgess, Dallas, Moves 
To 20,000 Sq. Ft. Building 


Porter-Burgess Co., Dallas, Tex., 
has moved to a newly completed, 
20,000 square foot building in the 
Trinity industrial district. The new 
building, three times larger than the 
firm’s previous headquarters, con- 
tains offices, an auditorium and dis- 
play room, parts and_ service 
departments and warehouse space. 


Weber Takes Advertising Post 
With G-E Supply, Cincinnati 


Robert W. Weber has been 
named manager of advertising and 
sales promotion and assistant man- 
ager of appliance G-E 
Supply Corp., was 
previously 


sales for 
Cincinnati. He 
a sales counselor with 


the Dayton house of the 


Guy Succeeds Cossmann 
In Chicago Graybar Post 


W. E. Guy has been named Chi- 
cago district manager for Graybar 
Electric Co., 
mann, 


succeeding G. J. 
who has retired 


Coss- 
ifter 51 


SEPTEMBER, 


years with the frn Guy joined 
in 1924, 

Hammond in 
in 1939 was mad 
Los Angeles. In 
to Chicago 


ind was 


was made branch 
1930 and 
sales manager in 
1944 he returned 


1 
ict | anager 


Graybar 


manager at 


is distri Sales n 


ager 


Nicolin To Head San Diego 
Admiral Distributing Branch 


Ad: 


Sales Management Conference 
Outlines Program for Dealers 


present 

t yhasis on replace 
selling, was outlined by a gr: 
speakers which included W 
Cronin, metropolitan 
ager, W. H. Baldwin, appliance 

manager and C. R. Birkholm, 
promotion manager. H. ] 
Miller, manager of the Oakland of- 
fice, presided. 


aii 
Saies 


sales 


sales 


WESCO Announces Promotions 
In Three Districts 


N. A. Hjelte has been made 
branch manager of the Des Moines 
house of Westinghouse Electric 
Supply Corp. He succeeds M. M 
Welton, who has retired. Hijelt 
formerly general sales 
manager at New York 


ters 


was lamp 


headquar- 
In the midwest district H. F 
Brady, formerly district consumer 
products sales promotion manager, 
has been made radio-TV and spec- 
ialties manager. He has been six 
ceeded as consumer products sales 
promotion manager by J. W. An 
derson, who was formerly 
cial specialties salesman in St 
ouis. 


In the 


trict 
trict, 


provin- 


southern California dis- 
Elmer Kramer, formerly ap- 
pliance sales promotion manager at 
Los Angeles, has had his duties 
extended in a newly created post to 
ver sales promotion of radio and 
television throughout the district. 


Varied Sales Helps Offered 
By Kaye-Halbert Distributors 


A holiday gift certificate paying 
resort expenses at leading summer 
hostelries from Mexico to. Lake 
Arrowhead was one of the principal 
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Button Changes Hands 


THE STAR SPANGLED button, traditionally held by the Graybar employee with 
the longest service, is presented to Walter A. Northington of the Atlanta branch 


Cossmann, right 
years of service. On hand t 
president A. H. Nicoll, center 


t 


by George J. 
5] 


after oO} 


iV 
iring the 60-day sur 
Additional bonuses for 


a set identical to the 


Ott, Soderstrom Appointed 
Vice-Presidents of Lee 


Edwin A. Ott and Leonard F 
Soderstrom have been named vice 

esidents of Lee Distributing Co., 
Inc., Buffalk Ott has been with 
the firm since 1933 and has been 
sales manager since 1949. Soder 
strom joined the company in 1950 
and will head several appliance di- 


visions. 


Hughes-Peters, Columbus, Ohio, 
Purchased by Gustafson 


Hughes- 

, Inc., Columbus, Dayton and 
il ati, distributorship have 
yeen purchased by P. E 


[The entire assets of 


l Gustafson, 
manager of the Columbus office 
Prior to joining Hughes-Peters, 
Gustafson was with RCA No 
l present 
policies are contemplated. Officers 
f the firm include William A. Wil- 
president, 
sident and general manager, R 


ges i operation rT 


Gustafson, vice- 


M. Lueas secretary, and Clarice 


es, treasurer 
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Chicago district manager, who has retired 
congratulate Northington was Graybar 


Yancey Co., Atlanta, Opens 
New Office and Warehouse 


Over 1500 persons attended open 
formal 
ing of the Yancey Co.’s new 
* and warehouse in Atlanta in 
June. Containing 30,000 square 


use ceremonies at the 


f space, the new building has 
een called “one of the most mod- 
ern wholesale centers in the South.” 
State and city officials and execu- 
tives of the firms whose lines 


Yancey 


handles were on hand _ for 


open house ceremonies 


Arvin Industries Organizes 
New York Distributorship 


Arvin Industries, Inc., has or- 
ganized a wholly-owned subsidiary, 
Arvin Distributors, Inc., to han- 
dle distribution of Arvin radios, 
television and appliances in the 
New York-New Jersey area. M. F. 
Blakeslee is vice-president and gen- 
eral manager of the new firm and 
William Berg is treasurer and op- 
erations manager. Headquarters 
will be at 8-14 W. 30th St., New 
York. The Arvin metal furniture line 
will continue to be distributed by 
Salmonson & Co 


Judson C. Burns Co. Sold; 
Sam Glass Named President 


The Judson C. Burns Co., Phila- 
delphia distributorship, has been 
sold by R. Paul Burns, president 
and son of the founder, and a com- 
plete reorganization has been under- 
taken. Sam F. formerly 
board chairman of Logansport Dis- 
tilling, Philadelphia, has been made 
president. The firm will continue to 
operate under the Judson C. Burns 
name. 


Glass, 


1951 





one-millionth! 


6 TO 8 CUP 
CAPACITY 


Wray rally 


WEST BEND’S 
AUTOMATIC ELECTRIC PERCOLATOR 
PASSES MILLION MARK WITHIN TWO YEARS 


One million Flavo-matics! No wonder chests were expanded 
with a little pardonable pride in West Bend one sunny day in late 
July. For this well-known automatic percolator was making head- 
lines by reaching a sales total of one million. 


At West Bend, however, the real tribute for this Horatio Alger 
story of the appliance field was directed to enterprising distribu- 
tors, their sales representatives and dealers all over the nation. 
Their accomplishments were responsible for reaching the million 
mark in less than two years’ time! 


As for the Flavo-matic, its popular low price of $11.95; its sleek, 
graceful appearance, its perfect-flavor coffee and the simplicity 
of its automatic operation are the plus features that make it one 
of today’s biggest appliance buys. 


P. S. The Flavo-matic now comes in three colors, too — cherry 
red, sunset gold and delphinium blue — at $13.95 retail. 


W C ST BE fT Ds. Asti ninitaat SS 


wes Ff BEN OD wt 6. ¢ 6.8 32-8 
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Ben-Hur Dealer™ Sells 14 Freezers 
in 2 Days with this Freez-R-Pak 


Combination Offer! 


*Radio Center, New Orleans 


Ben-Hur 13.1 Cubic Foot Freezer 
Others: 8.5, 16, 20 cubic foot sizes 


Ben-Hur FREEZ-R-PAK Get-Started 
Kit — $39.25 Value offered with 
each Freezer Sold 


FREEZ-R-PAK “Get Start 


ed” Kit is the vear's greatest sales-build 


This $39.25 


er in freezers! Contains a tull season's 
supply of mationally advertised pack 
aging supplies and equipment—enough 
for hundreds of pounds of foods. Saves 
vour freezer customer on initial food 
freezing investment and shows him 


how easily food can be packaged and 


o 
+" Guaranteed by > 
bood Housekeeping 


, a 
45 apvrenie 


frozen at home for lower food costs. 
It's typical of the powerful merchan 
dising help that BEN-HUR dealers en 


rship and 


yoy for freezer sales-le 
profit. Ask your Ben-Hur Distributor 
for all details and the featurc-by-fea 
ture story on BEN-HUR Farm and 
Home Freezers that make it your fastest 
selling line today 


BEN-HUR MFG. CO., Dept. EM, 634 East Keefe Avenue, Milwaukee 12, Wisconsin 


HEALTHFUL LIVING 


THROUGH 


FROZEN FOODS 


BEN-HUR MFG. CO., Dept. EM, 634 East Keefe Avenue, Milwaukee 12, Wisconsin 


CRAWLS On Roller Bearings 
up and down steps. 


Everybody likes this 
APPLIANCE TRUCK! 


The ideal! truck for every purposel No 
«+» no fatigue . . . carries a full 

feed safely up and down stairs and 

erowls over obstructions. Your men will 

@ppreciate the Escort truck. 

ideal For Handling: 

© Refrigerators 

® Water Heaters 

© Gas and Electric Ranges 

© Music Machines 

© Any appliance 


The Famous 
Crawier Tread 














Stevens Appliance Truck Co. 


Old Savannah Road, P. O. Box 897 
Augusta, Ga. 
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DEALERS WANTED 


For the Sensational New 195] 
Streamlined, Electric 


HEALTH-WAY 


Vegetable 
and 
Fruit Juice 
Extractor 


FEATURING 

* Exclusive 
revolutionary 
cone shaped 
cutter made 
of nickel sil- 
ver (faster 
operation 
Cushion- 
quiet ball 
bearing mo- 
tor needs 
no oiling) 


eliminates 

vibration 

Fast-action strainer (heavy chrome plate 
More sparkling juice (! pint in 2 minutes) 
Clean-easy detachable bow! (chip-resist- 
ant plastic coating) 

New simplimatic cover fastener just 
flip to open) 

Only one moving part 


AC 105-115 VOLTS 


$64.50 


Retail Price 
Generous Mark-Up for Retailers 


snipging Weight Approx. 18 Ibs 
0.B. Los Angeles 


Dealers and jobbers write for discounts 
Fully Guaranteed by Manufacturer 


MARS MANUFACTURING CO. 


Div......8554 Wilshire Boulevard 
Beverly Hills, California 
Member Los Angeles Chamber of Commerce 








Ohio Appliances, Cincinnati, 
Moves to Larger Quarters 


Ohio Appliances, I: 


iN ervice departmen with 
1¢r Operations at the new address. 


department 


Capitol Distributors Appoints 
Griffith as Ad Manager 


Joe B. Griffith, Jr., ha 
pointed advertising and sales pro 
motion manager for Cay 1 Dis 
tributors, Inc., Dallas. He succeeds 
Hill Greer, wh as been 1 
manager of the 


Fort Worth 


firm's sales brancl 


Anchor Distributing Co. Names 
MacCleary to Head District 


Dale MacCleary has been named 
yuthern district m@mager for An 
hor Distributing ( Pittsburg] 
Pa He will cover 

West Virginia and 


nd for the firm 


Jones Named Sales Manager 
For Gold E in San Diego 


J. R. Jor bee ad ile 
FE Distributors, 


Radzwiller Named Sales Manager 
For Allied Distributors 


as c 1 ! i 
sales manager of Allied Distrib- 
itors-New Jerse In He was 
formerly manager of the advertis 

department for .-R Services 

ling advertising and sale r 

for Allied Associated Dis 
rich-Ne lerce’ 


TOP WINNERS in Deepfreeze’s recent wind 
checks in Washington. James T. Hagan 
presents a check to William O’Connor 


salers, Inc., 
$200 check to John Brooks 


Jack Herrick Made Ad Manager 
For Hoffman Sales Corp. 


Jack E. H 


Robert Clark Co., Denver, 
Opens New Offices, Warehouse 


The Robert F Denver 
t 


Clark ( 
Colo., has formally opened its new 
$200,000 office and warehouse build- 
ing at 70 Rio Grande Blvd. The 
new building contains 30,000 square 


feet of space 


Cashman Appointed Sales 
Manager For B. H. Spinney Co. 


Frank L 
New England 
Hotpoint, has 
manager for the B Spinney Ce 


Springfield, Mass is a veterat 


Cashman, formerly 
1 manager for 


named sales 


the appliance f i V h exper 
ility, department store, 


i€ 


Willcher, Kendall Join 
Greber Bros., Washington 


Kane Named Vice-President 
Of George C. Lewis Co. 


William F. Kane, formerly vi 
president and sales manager of the 
Philadelp! 
appliance distributorship, has been 
named president and general mar 
ager of the firm. He = succeeds 


George C. Lewis Co., 


George C. Lewis, who founded the 
in 1913. Lewis will ntinue 
Reese 


as 4 Consultan 


jow display contest receive their 
left, Philadelphia district manager 
board chairman of Southern Whole 


Washington, while Southern’s Morris O’Harra, right, awards a 
major appliance manager at Lansburgh & Bre 


Washington department store. Other dealer winner: were Abdalla’s Furniture 


Opelousas, La., and the Home Furnishings Store 


SEPTEMBER, 


Jefferson, S. C 
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WHY THE FLAG LABEL HELPS 
DISTRIBUTORS APPOINTED crit ELECTRICAL APPLIANCES 





Horton Mfg. Co. Arvin Industries, Inc. 
L. L. Del Padre Assoc., Spring [Two new distributors of Arvin 

field, Mass., have been made dis-_ radi 

tributors home laundry 


os have been appointed 





Everybody's Supply Co., Philadelphia, Pa 
Southern Wholesale, Inc., Shreveport, La 


Airtemp Div., ; ‘ ; 
Chrysler Corp. Bendix Home Appliances Div., 


Avco Mfg. Corp. Use of the Flag Label on power supply cords— 
Graybar Electric Co., Inc., De- 


. , 4 Rojars Distributors, Milwaukee, and cord sets—increased more than 2400% 
troit, Mich., has been made a dis- ka. hse: hie aS “pane ay . 
ibutor of Airtemp air conditioners oy MAS OCS MAGS 2 CiswIwN in three years. 


Why? 
Car-Ree-All Products, Inc. Bendix Television & Radio Because appliance manufacturers, electrical d's- 
a cae AOI. L. L. Del Padre Assoc., Spring- tributors, and retailers of home electrical equip- 
ur new manutacturers repre- field Mass., have been made dis- _ he Fl Label eat of 
entatives have been named by Car-  triputors of Bendix radios and tele ment recognize the Flag Label as a symbol! o 
Ree-All_ he ge Inc., manufac-  yigion dependable cord set performance. 
turers of Roll-a-Vac 


, of Bendix appliances 
dehumidifiers rr 


Eric F. Chemnitz Co., Los Angeles and James Mfg. Co. Above all, consumers recognize it, toc! 
a eee Five new distributors of James Participation in the Safe Electrical Cord Pro- 
Earl E. Eckstrom & Assoc., Seattle, Wash. . gts 


Earl Goetze Co., Kansas City, Mo a dishwashers have been gram — which promotes Flag Labelling and 
Robert Handon, St. Louis, Mo rr Electrical Safety in the home—is cordially in- 
Kemp Equipment Co., Rochester, N. Y. vited. Appliance manufacturers, distributors and 
Eureka William rp. RCA Victor Distributing Co., Chicago, III . A 
eka liams Corp Southern Whelseslors, Sucheon, (Miles. dealers will be sent full particulars on request. 
V & E Sales Co., Irvington, N. J., Electrical Distributing Co., Honolulu Address the International Association of Elec- 
has been made. distributor of Manning Equipment Co., Halifax, N.S trical Inspectors, 612 N. Michigan Ave., Chicago, 
Eurek acuum cleaners : . 
> ee vty i lll., or The Safe Electrical Cord Committee, 155 
lronite, Inc. 


: East 44th St., New York 17, N. Y. 
Automatic Washer Co. Kenrow, Inc., Atlanta, Ga., has 
Electric Supply Corp., Chicago, been made a distributor of Ironrite 
Ill., has been made a distributor of ‘oners 
Laundry Queen appliances. 
National Pressure Cooker Co. 


A. O. Smith Corp. Malco Distributing Co., Washing- An Entirely 
t D. . has bee ade a dis 
Mell O. Haldeman Corp., Los — Cc oo a 


. 
tributor of Presto f Jucts. ' 
Angeles, has been made distributor ee a ee ; ce New and Different 


of A. O. Smith water heaters : ate ° +4 
a ae ee U. S. Air Conditioning Corp. al Electrical Appliance 
Apex Electrical Mfg. Co. Westinghouse Electric Supply 


Co., Long Island City, N. Y. and | . For The Bathroom 





J. Korber & Co., Albuquerque, Newark, N. J., has been made a dis- 
N. M., has been made a distributor tributor of U. S. Air C 


onditioning 
of Apex appliances Corp.'s 


air conditioners 


} THE 
- ¢ SENSATIONAL 
Business Up in the Air | : Ni aA 


e Mark Reg. U. S. Pat 
Patent — "1956394 and other Ponaw Pendi ng 


Nothing like it before—a portable unit that gives 
you all the benefits of a professional steam bath 
right in your own home. Attractively designed to 
add beauty to any bathroom. Made of non-rust- 
ing metal with a white baked-on enamel finish 
and chrome trim. The robe you wear while tak- 
ing a steam bath is made of the finest Goodyear 
Vinyl] plastic, mildew proof, odorless, heat-resist- 
ing, moisture proof and long lasting. When not 
in use, the robe is stored in the container under 
the hinged seat, as is the permanently attached 
electric cord. A pint of water is all that is needed 
for an approximate 30-minute steam bath. All 
you do is sit on the stool with the robe draped 
around you and you are bathed. The SAUNA- 
ETTE has the UL seal of approval. 


MORE SALES POTENTIAL THAN ANY ELEC- 
TRICAL APPLIANCE DEVELOPED IN YEARS. 
INQUIRE NOW. DELIVERIES TO BEGIN 
SEPT. 15TH. 


FOUR OFFICIALS of Webster-Chicago Corp., receive 100,000 mile flying 
awards from C. D. Doran, of United Airlines. The executives traveled the 
equivalent of four hundred trips around the world at the Equator in conducting 
the company’s “‘flying circus’’ series of sales meetings. From left to right are 
Doran, N. C. Owen, sales manager of the distributor division, L. E. Barnhart 


and H. R. Letzter of the sales promotion department, and S. T. Seaman, HOME ACCESSORIES MANUFACTURING Co., 
advertising manager 725 North Church, Jacksonville, Ilinois 
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Yours FREE for the rt shing! 


A GUIDE TO 
QUICK HEATING 


Choose The 
Right HEETAIRE 
for Every Purpose! 


_ 
Look at this “able of Contents! 
The Principles of HEETAIRES Types and Sizes 


* THERMOSTATIC CONTROLLED * Series 210 WHEETAIRES ... 
Operation Fan-Forced Black Heat 


Yr Series 230 HEETAIRES saew te Sane ee 
Fan-Forced Radiant Heat * oe Bs — pal 
1250 to 3000 Watts 1080 te 2000 Wteue 

Fe Series 250 HEETAIRES . . . Pr Series 240 HEETAIRES . . . 
Fan-Forced Black Heat Radiant Heat 
1500 to 3000 Watts 1000 to 1500 Watts 


How to Select the Right HEETAIRE for Every Purpose 


Here's the first and only com- sizes, heating principles, ther- 
plete GUIDE to the selection mostatic heat controls, recom- 
of electrical wall-insert and mended wattages —- plus an 
wall-attachable space heaters! exclusive chart based on the 
It gives all the information four factors that determine the 
about QUICK HEATING selection of the _ correct 
you've always wanted—types, HEETAIRES. 





Mddddlddititlie 


yy 
Misliddd 


YY, 
Wedd 


Yb 
YW); 
“Udi/ijy, 


It's yours for the asking — just drop us a card. 


MARKEL LA SALLE 


ELECTRIC PRODUCTS, INC PRODUCTS, INC 
145 SENECA STREET BUFFALO 3, N. Y. 





naturally for 


FINE WATCHES 


for men and women 


’ 


tHE NEW THODERT 


rbutomatic Electric 
WATER SOFTENER 


Timepieces of Superlative 
Quality SHOCK-PROTECTED 
Fikk @ switch—for complete, automatic re- DUST-PROTECTED * ANTI-MAGNETIC 
generation. 
Sealed electric power unit—eliminates field NATIONALLY ADVERTISED 
service and adjustment. Sold Only Through Wholesalers 
High capacity — 210,000 to 420,000 grains weekly For full details, ask your Jobber 
if desired. Salesman or write 
Fully guarenteed— 10 year worranty. 


Triple-acting: softens — removes iron— filters HALLMAR K 
sediment Watch Corporation 


Easily installed—plugs into any 110-115v A.C 5 Neath WOASH ING, CHEAGO 2 WLINOLS 
outlet. meus 


Remote control optional at slight extra cost. Be Sure to See the Hallmark Exhibit of 


WRITE FOR DETAILS AND PRICES WATCHES, a PEARLS 


mM (} 1) E Rn NATIONAL HARDWARE SHOW 
October 8 - 12 at 


Grand Central Palace 
NEW YORK CITY 


WATER LQUIPMENT COMPANT, WEST CHICAGO. MLLINONS 


WATER SOFTENERS © FILTERS + WATER HEATERS 


| 
| 
| 
| 
| 
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LEAGUE ACTIVITIES 





Navy “Loon” To Be Featured to check on actual delivery and 


At San Francisco Exhibit satisfactory installation. It was felt 
that continuation of the abuses 


Trademark of the Electrical might injure legitimate dealers by 
Wonderland Exposition, to be held increasing the cost of warranty ma- 
in San Francisco September 7-14, _ terial. 
will be the navy rocket, the “Loon”, 


which is to occupy center space RTMA President Addresses 


among exhibits at the Show. It will . 
7 a ue 
be used as identifying symbol on Los Angeles Electric Leag 


all advertising and will be the sub Glen McDaniel, president of the 
ject for a series of teaser ads draw- Radio-Television Mfrs. Assn. spoke 
ing public attention to the event before the Electric League of Los 
Cooperation of the armed forces i: Angeles, Inc., on July 29 as part of 
providing exhibits and programs of the observance of the sale of the 
public interest for this event, aS millionth set in the Los Angeles 
well as outstanding displays by all area. He called attention to the 
branches of the electrical industry, cocjal impact of television and then 
is expected to bring an ‘even larget liscussed four factors which are af- 
attendance than last year’s success- fecting TV's growth He listed 
ful show. these as Regulation W, material 

scarcities, the FCC freeze, and color 
Boston Area Appliance Dealers television 
Form New Association 

Frank Smith Named President 

Of Jacksonville Group 


organization, the Boston Appliance Frank Smith has been elected 
Dealers Assn. Connie McCarthy president of the Jacksonville Ap- 
has been elected president with opjiance Dealers’ Assn. Other of- 
Richard Russell as vice-president ficers include Harold Ashley, 
Frank McGivern was named treas vice-president; Rodman W. Shutt, 
urer with Morris Cohen as secre- 


Over 200 appliance dealers in the 
Boston area have formed a new 


executive secretary, and Ben Druse, 
tary. The group will meet monthly secretary and treasurer. Members 
of the board of directors are Olin 
Wolfe, J. E. Herring, I. Greenberg, 


Southern California Servicemen and W.R. Mabry 


Move To Protect Warranty 


Because there have 7 been in- Seven Newspapers Feature 
stances of abuses of TV warranty Refrigerators in Boston Drive 
exchanges in the area, the whole- 
sale service managers group of the Seven complete refrigerator se¢ 
Electric League of Los Angeles has tions open for retail tie-ups were 
announced that manufacturers and among the highlights of a mid- 
distributors in the area will main- summer refrigerator campaign spon- 
tain a card file on component parts sored by the refrigerator wholesaler 
exchanges. The manufacturers and members of the Electric Institute 
distributors reserve the right to of Boston. The slogan of the cam- 
contact customers who have re-_ paign was, “For the years ahead— 
ceived parts replacements in order buy your electric refrigerator now.” 


Named “Salesman of the Year” 


A GOLD WATCH is awarded So! Verter, salesman for Burlingame Associates, 
New York, for winning the title ‘salesman of the year’ in a contest sponsored 
by Brach Mfg. Corp. From left to right are Henry Vitarelli, sales manager for 
the Burlingame distributor division; Ira Kamen, director of sales for Brach; 
Verter; and Jack Grand, partner in Burlingame Associates. 
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Cadillac for Winner 


VIC KAFKA, a salesman for Youngs- 
town Kitchens Store in Kansas City, 
accepts the keys to a Cadillac which 
he won in Youngstown’s recent dish- 
washer contest. From left to right are 
C. D. Adlerman, general manager of 
merchandising, Kafka, and D. F. 
Rucks, Jr., sales manager for Youngs- 
town. Five zone winners were awarded 
1951 Fords 


Jamestown Dealers Association 
Studies Master Antenna Plan 


The Jamestown N. Y., Electri- 
cal Dealers Assn. is sounding out 
TV set owners in the area to de- 
termine how many are interested in 
improved reception through instal- 
lation of a master antenna system 
Owners have been told that each 
subscriber would have to pay about 
$100 for installation and a small 
monthly service charge 


Phoenix Dealer Association 
Plans September TV Show 


A television show sponsored by 
the Phoenix Appliance Merchan- 
disers’ Assn. has been set tenta- 
tively for September 24-30. The 
event will climax a successful sea 
son for Phoenix dealers, who report 
that TV sales for the first six 
months of the year were 244 per- 
cent higher than for the comparable 
period a year ago. 


Turner Heads Newly Formed 
El Paso Dealer Association 


Jay Turner has been elected 


president of the newly-formed El 
Paso Air Cooling and Gas Heating 
Dealers Assn. James Wiggs was 
named vice-president and James V 
Lawless secretary-treasurer. Among 
the first acts of the new organiza 
tion was the formation of a griev 
ance committee for the hearing of 
customer complaints concerning the 
installation of air cooling or gas 
heating units. In a seven-point pro- 
gram outlining good business prac- 
tices the group went on record 
against price cutting and in favor 
of adequate installations and prompt 
and efficient servicing. 


Nebraska-lowa Council Sponsors 
26-Week Series of Broadcasts 


The Nebraska-Iowa_ Electrical 
Council, in cooperation with the 
Omaha Public Power District, is 
currently sponsoring a weekly radio 
program “Hollywood's Open 
House”, over WOW, Omaha. The 
series began July 1 and will run 
for 26 weeks 
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Indianapolis League To Offer 
Two Courses During Fall 


An “Electrical Living Institute” 
will be offered by the Electrical 
League of Indianapolis on tour 
successive Mondays beginning Sep- 
tember 10. The curriculum includes 
lectures on fundamentals of elec- 
tricity, lighting, kitchen planning, 
food preparation, home laundering, 
and electricity and house-keeping. 
The Institute will be primarily for 
home economics teachers in the 
area but it is expected that some 
women members of the league will 
also attend. 

A course in the fundamentals of 
television has been developed by 
the appliance and television service 
group of the Indianapolis League 
and will be offered in a group of 
four two-hour lectures. The course 
will begin in October. 


IEA To Hold Annual Conference 
On Sept. 21 in Salt Lake City 


The annual conference of the In- 
termountain Electrical Assn. will be 
held in the Newhouse Hotel, Salt 
Lake City, on September 21. Wil- 
liam A. Huckins, sales manager of 
the Utah Power and Light Co. is 
general chairman of the event. 

A. Q. Neil has been named to re- 
place Leo A. Hansen on the IEA 
board of directors. Hansen has 
been recalled to military duty. 

The IEA in mid-August con- 
cluded a two-week home freezer 
campaign which was highlighted by 
a three day freezer school. Wayne 
Devenny was general chairman of 
the campaign. 


Waddell Succeeds Wilson 
As President of LAEL 


J. G. Waddell, formerly vice-presi- 
dent of the International Assn. of 
Electrical Leagues, has become presi- 
dent of the group, succeeding H. P. 
Wilson, who has resigned the man- 
agement of the Electrical Institute of 
the Tri-Cities. R. B. Hubbard has been 
elected vice-president and will continue 
as treasurer while E. J. McGinnis will 
succeed Wilson as a director. They 
will serve until officers for 1951-52 
are named at the group’s convention 
later this month. 


Takes PE Post 


GEORGE T. SANDERS has been made 
general merchandise manager for the 
Potomac Edison system. Sanders, who 
has been with PE since 1934, was 
formerly sales supervisor for Winches- 
ter, Va., and the firm’s southern dis- 
trict. He replaces L. S. Kight, who has 
resigned because of illness. 


1951 





Modern Appliance Dealers Use Modern 
Methods of Handling Heavy Appliances 


It’s safer, faster, much easier to handle 
heavy merchandise in and out of a truck 
with a CEMCO Hydraulic Tailgate. 


Consists of using hydraulic power 
(2,000 Ibs. lifting capacity) supplied by 
truck motor to make a lifting platform 
out of your truck tailgate. Can stop 
and hold load at any point on way up 
or down, Fits any truck of 344 ton or 
more capacity. Send for details! 














IT’S DIFFERENT! 





110-volt family-size clothes 


dryer on the market. 


automatic dryer that licks lint 


and moisture problem. 


in the budget-price range. 


TAYLOR SUMMER BREEZE DRYER 
$159-95 Retail 


slightly higher in West 


if-\ abe) mide) sje) -7-Nile), | 


ALLIANCE. OHIC 
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ALL-TEST Model 455 DeLuxe Flat 
Iron Tester (pictured) will test 
all types of flat irons. With the 
addition of a special thermo- 
couple, the same tester may be 
used for testing waffle bakers, 
toasters and sandwich grilles. 
This 
with 2 test lights and a switch. 


instrument is equipped 
The white light is for checking 
the “on” and “off” of the ther- 
mosat contacts in the heat test, 
and the neon light is for check- 
ing the “make” and “break” of 
the contacts without the appli- 
ance heating, for the cold test. 


e 
We are prepcred to 
make immediate 


deliveries 





ELEMATIC EQUIPMENT 


1150 W MARQUETTE RD 


APPLIANCE 
TESTERS 


Thermo-electric 
Direct Reading 


The most versatile Testing 
Equipment on the market 


Assures accuracy, time 
and cost savings 


This equipment is not to be con- 
thermo- 
instru- 


fused with bi-metal or 
meter testers, ELEMATIC 
ments are precision-built electric 
pyrometer type. 


The modern and dependable an- 
swer for making heat tests on elec- 
tric irons, waffle bakers, toasters, 
sandwich grilles, etc. This spe- 
cially designed equipment is now 
in the service of manufacturers, 
dealers and service shops. It is 
cutting the corners in testing re- 
quirements for them. 


We also make special testing 
equipment for checking 
Coffee Makers. 


DEALERS — See your distributor and 
get complete details, or write us. 


CORP. 


CHICAGO 21 tee 


NEW LITERATURE 








Make EXTRA 
Profits on EVERY 
TV Set Sale! 


Protects Home and TV 
Set Against Lightning $925 
Hazords 

U.S. Patent No. D-4664 


@ Installs anywhere 
® No wire stripping, cutting or 
splicing 
(Complete with strap and ground wire.) 
OVER 1,000,000 IN USE TODAY! 
See Your Jobber or Write for 
Form No. 84 


MANUFACTURING CO., Inc. 
G1iG3 J 1m avenut seoomire 4 © © 
Aecesseres 





Delivery 


on 


CORD SETS 


Prompt 


Television 

Radios 

Clocks 

Refrigerators 
Portable Tools 
Electrical Appliances 


hookup 
We spe 


We stock Anaconda U/L appliance 
wire from 22 to 16 Ga. in 10 colors 
harnesses cables 


cialize in wire cords and 


for ail electronic 


Cokumbtak> 
WIRE & SUPPLY CO. 


2850 Irving Park Rd., Chicago 18, lil. 


applications 


“National Distributors and Warehouse for Ana- 
conda Densheath Television and Radio Wires 
and Cables 











Nat'l Assn. of Domestic 
& Farm Pump Mfrs. 
\ new educational booklet, “Water 
Servant and Master { Mank 1’ 
been published by tl 
24 page booklet 


mans sear 
’ d 


MISS SNO-BREZE, t 
breze evaporative air c 
Mfg. Corp. in 


tand for deaier f r 


Palmer 


Hotpoint, Inc. 


ting Of the bookiet 
is Bottled Gas” has 
Operating 
and speed of elec 
petroleum gases 
thle from Hot 


) 
1ylor 


Hotpoint 


Chicas 


ie taming 2 
specifications of all 
lers is now available 
cutaway diagram of a 


: . : . 
ication and 


capacit 


oolet ughing 


le } 


C’s of Ven- 
compiled by 
is illustrations, 
and installation 
NuTong repre 


‘Tone, Inc., Cin 


requirement 


IV sets | 


Markel Electric Products, Inc. 
La Salle Products, Inc. 


the 12-page 
k Heating” 
Contains 

Heetaire 


on-technical buy 


\ Guide to Qui 
published 

m each 

manual 
which must 


installation 
riables 
’n selecting an elec 

Copies have been 
Prod 


all dis 


é ilectru 
a 


iblished a new 
ts new automat 


ther Heetaire 


in the fou 


Mitchell Mfg. Co. 
, lor log on Mitchell 
counter s and television sets has just 
clock, ‘’Ollie publist F from Mitchell 
is offered by The Ses- Vig 2 Ive., Chi 
Day-Glow lettering 


EASEL-TYPE 


fe irina 
itt | 


DISPLAY for 
their newest 
the owl alarm 

Clock Co 
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DEALER SALES HELPS 





EMDS GARBAGE MESS 


52; 


DEMONSTRATION KIT for Hotpoint automatic dishwasher being shown by 


J. Sorenson (right) to L. | 


attached to sink faucet 


Sweetland of Hotpoint, Inc. Kit has hose to be 
drain hose that hooks over sink, plastic door that 


permits housewife to look inside while machine is in action 


WINDOW DISPLAYS which Sylvania 

will offer dealers. Depicts life-size pic- 

tures of stars appearing on Sylvania’‘s 
Beat the Clock’’ TV show 


“BACK-ON-THE-AIR” 


motional 


campaign pr 

being shown by 
H. Sahloff and S. M. Fassler (left 
General Electric's Receiver Div 

Fourteen radio and TV personalities 


ire pictured 


material 


ELECTRICAL 
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N wn AccessoRies 


Add dovens of ases 10 700 pac tanie eiectet test 


PORTABLE ELECTRIC TOOL counter 
display, offered dealers by Skilsaw, 
Inc. Shows 85 of the fastest moving 
accessories for home shop too! 


SHOWER GIFTS are the theme of this 
merchandising display offered by the 
Tricolator Co. Merry-Go-Round lamp 
flashes gift suggestions every second 
on lighted revolving band. Gift items 
arranged around base of lamp 


1951 


ottest 


in the 
ELECTRICAL 
APPLIANCE 

FIELD 





It’s a heat maker that’s safe, 
durable and economical. 
It's a hot seller!...a hot 
profit maker! A thoroughly 
dependable, fully auto- 
matic, cast-iron steam radi- 
ator built to deliver years 
of comfort...and the cost 
of operation is pennies! 

Dual thermostatic con- 
trols are the finest made! 
Immersion type heating 
unit is famous for effi- 
ciency. 

Backed by Burnham's 
reputation this quality 
heater assures you success in 
selling electric steam heat- 
ing. Available in portable 
and stationary models. For 
profits TOMORROW write 
for details TODAY. 


Nationally Advertised 





Seller 


The Famous BURNHAM 


Portable 


ELECTRIC STEAM RADIATOR 


For Dependable Heat 


when and where it’s needed 


Electric Radiator Department 
Irvington, N. Y. * Zanesvitle, Ohio 





For Converting Any Electrical 
Appliance To Coin Operation .. . 


USE THE NEW 


® Available for straight Sc, 10c or 25¢ operation. 

w BY,” x 4," x 3Y,". 

® Electrical capacity up to '/, HP at 110 V, 60 
Cycle AC. 

% Pilot Light indicates machine in operation. 

® Holds $20 in nickels, $90 in dimes or $80 in 
quarters. 

% Drop type (No plunger to press) — won't start 
unless coin is inserted. 

* Timer and Money Box in separate individually 
locked compartments. 

*& Timing available for 5, 10, 15, 20, 30, 40, 60 o 
120 minutes and can be changed simply oan¢ 
quickly merely by exchanging the com. 

* Only ONE moving part — nothing to wear out. 

® Solidly constructed. 


SPECIAL PRICES{ 1-20 Meters, $18.50 Eo 
TO THE TRADE \ 21 or more, $15.50 Eo 


Complete line, including MULTIPLE COIN 
meters — send us your requirements 


IMMEDIATE DELIVERY! 


ei irakiae))) ee 


44th Street 
York N.Y 
MUrray Will 7 


East 
New 








WANTED 


SALES MANAGER 


by major TV manufacturer* 


This may be just for you! Here is a 
once-in-a-lifetime opportunity for 
an exceptionally able assistant or 
regional sales manager who has 
won his spurs with a national TV 
manufacturer and who doesn’t 
want to wait for someone to die 
before he gets his 


BIG CHANCE! 


The maker of an unexcelled, nationally- 
known line of TV and Radio receivers of- 
fers the right man, as sales manager: 


Full authority over a well-staffed sales 
department; with a generous salary and 
commission. Major opportunity in a busi- 
ness field, which in spite of its amazing 
growth in the last few years, has scarcely 
been tapped! 


This is a key executive position—open 
to a man under 45 years old (preferably 
under 40) who has thorough knowledge of 
and a successful sales and sales manage 
ment record in, marketing major appli 
ances and television. He must be able to 
organize and control his sales department, 
and to get along with the trade and his 
own people. 


Are we describing you and your capa 
bilities? If so, write in strict confidence 
to P-1473, Electrical Merchandising, giving 
us your complete personal and business 
history with some references. 


* Our present organization has been in- 
formed about this opening 
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FLEXO-STEP 


Self-Service 


Displays Any Size or 
Shape Appliance 


Add Sales Co. is making an amaz- 
ing offer on a new SELF-SERVICE 
ISLAND with individual remov- 
able steps. FLEXO-STEP displays 
all types of merchandise in the 
“Buying Range” where it is easy 
to see ... easy to handle and 
easy to buy. Dealers who have 
been testing FLEXO-STEP find a 
big increase in Self-Service and 
impulse buying. Selling costs 
drop. Profits rise. FLEXO-STEP 
fixtures are built of strong ply- 
wood and have handy storage 
space. You are invited to write for 
Free illustrated folder. 


ADD SALES CO. 


714 Commercial, Manitowoc, Wisconsin 





AIR-FLO sutomaric 


CEILING SHUTTER 


TOP VIEW OPEN~ - LESS MOULDING 


FOR ATTIC FANS 


Built so they can be installed practically 
flush with the ceiling. AIR-FLO Ceiling 
shutters present a refined, finished ap 
pearance. Their natural aluminum color 
blends with any decoration, eliminating 
need for painting and no grille or winter 
cover is required. Furnished in 5 differ 
ent widths, single panel up to 73” long. 
No operating mechanism shows. Built-in 
fusible link. Meets fire underwriters’ re- 
quirements. Write for illustrated catalog 
43A of the complete AIR-FLO line. 























AIR CONDITIONING 
PRODUCTS CO. 


2340 West Lafayette Bivd. 
Detroit 16, Michigan 














APPLIANCE -- RADIO -- TV 
RETAILERS 


United in Common Purpose 


This is NARDA 


YOUR organization! Your voice in 
Washington, at the counsel tables 
wherever leaders of the industry 
gather. a powerful force working for 
you to create conditions under which 
you can run your business profitably! 
This is NARDA. 

% Regulation W had brought business to 


a standstill. NARDA lead the dealers’ 
fight to have it modified to fair terms! 


% Excise Taxes of 25% on appliances and 
television threatened. NARDA presented 
facts thet held these taxes down! 


Dues Schedule 
(Based on annual appliance. 
radio, TV & service volume Firm 


Under $25,000 $15 
To $50,000 25 Signed 
To $75,000 
To $150,000 Address 
To $250,000 7 
To $500,000 City 

] To $1,000,000 








appliances, radio, 


% Weekly News Report keeps NARDA 


members alerted to business changes, 
helps them to help themselves. 


Trade-In Guide furnished each member 
provides authoritative base for profit 
able trade-in business. 


Semi-Annual Conventions bring the best 
brains of the industry together to help 
dealers strengthen their businesses. 


Personal Service—no matter what your 
current problems, NARDA stands ready 
and, more important, able to help you. 


NOW IS THE TIME TO JOIN NARDA. FILL 
IN AND MAIL THIS COUPON TODAY. 


NATIONAL APPLIANCE & RADIO DEALERS ASSOCIATION 
1437 Merchandise Mart, Chicago 54, Illinois 


I hereby apply for active membership in NARDA. We handle 


television, service. 


State 


Over $1,000,000 }] Check Enclosed C) Bill Me 


Wins Designers’ Award 


CARL OTTO, left, designer of the Schick ‘’20” electric shaver, receives the 
industrial Designers’ Institute award medal from Pau! R. McAllister, president 
of the Institute. Otto developed the shaver for marketing in conjunction with 
Schick's twentieth anniversary 


McCall's Publishes New Study watching a Westinghouse television 
Of Current Retailing Picture commercial on dishwashers when it 
veccurred to her that the appliance 
Another in a series of studies ot might be used in the lab. The 
conditions currently affecting sales of Pinkallas arranged a test for the 
major appliances, electric housewares appliance with John Riehman, local 
radio and TV has been released by representative for Westinghouse 
McCall's Magazine. The report was Electric Supply C« Sixty-eight 
prepared by Albert P. McNamee pieces of glassware, stained and 
the basis of interviews with several sticky with various chemicals, were 
iundred dealers i all par nf the ¢ 
yuNntry McNamee ould find 


shortages of merchandise but did find 


run through the dishwasher. Round 
bottom reaction flasks could be 
taken directly from the dishwasher 
and used (without further drying) 
for certain anhydrous reactions. 
prices and general consumer resist- Difficult funnels and flasks were 
ance Lack of product knowledg: cleaner than they had ever been. 
and poor selling techniques on the As a result of the test the lab 

installed a dishwasher and has al- 
tered plans for its new building to 
include a dishwasher in each labora- 
tory. Dishes which have held certain 
tarry residues and oils are put 


reports of declining sales, attributed 
largely to 1 restrictions, } 


part of many retailers are given con 
lerable attention in the booklet, « 
of which may be obtained from 
McCall’s Home Appliance Dept., 230 
Park Ave., New York 17, N. Y 


| 


through two or three wash cycles 
and special racks are being built 
to hold glassware of unusual shape 
. But no other modifications have been 
Dishwasher Plays made in the dishwasher 
Key Role in Lab Detergent costs are about 25 
percent lower than what they had 
An automatic dishwasher has been and the firm has concluded 
solved a number of problems for the that each dishwasher will pay for 
owner of a Milwaukee chemical itself in 60 days in savings alone. 
research laboratory. 
Hamilton A. Pinkalla, president 
of American Bio-Synthetics Labora- 
tory, found himself up against a 
dishwashing problem when a labor 
shortage eliminated the local man- 
power pool he normally called upon 
for help in washing chemical glass 
ware in the lab. Even with trained 
help breakage ran up to $30 to $40 
a week. Pinkalla then tried to train 
women for the job but he soon 
found that women’s kitchen tech- 
niques are inadequate in a modern 
laboratory—and breakage continued 
to rise. There were other disad- 
vantages to human dishwashers in 
the lab: many workers were un- 
familiar with detergents and as a 
result used excessive amounts of A CHEMIST in the American Bio- 
these materials, now in short sup Synthetics Corp. laboratory in Mil- 
ply; rubber gloves and gowns for waukee loads a Westinghouse dish- 
workers represented an expensive washer with chemical glassware. The 
investment; and despite the high dishwasher was pressed into service 
cost of doing dishes by hand, the when the firm was unable to hire 
process was inefficient, as glassware dishwashers. Breakage costs have 
often had to be done a second time. been slashed, detergent costs have 
It remained for Pinkalla’s wife to been reduced 25 percent, and each 
come up with a solution. She was dishwasher pays for itself in 60 days 
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ONE MAN 


DELIVERS — 
PPLIANCES 


SLIDES 
UPSTAIRS 


LETTERS 





HIGH 


performance 


LOWeest 


j et 
A. Tes hae ~ hal, rims —— Onan ees 
4 $4. Lhe tne O66 LEA Lorre Shans Are 


has betes. — pus on Tot pren ~ 
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IN AND OUT 
\ OF TRUCKS 





the the Fer 2 
2 | arengimcté om ¥ ately Se Seay on sent sets 
78 mes We rege eoew abt has te Iesterna! Rewer 

Mrevnen whe te 0 thee ga rty wt the tum by va 


WHEELS SWING FORWARD FOR LOADING 
BACKWARD TO BALANCE LOAD 


AN 


rete 


Deliveries are easy... Safe... and less costly 
with an Easload Appliance Truck. You 
save the cost of an extra man and the ap- 
pliance is always safe because it is strapped 


eer bev -AAAVS ~SOnNe 
tee 


on and cinched tight with a ratchet-type 
cincher. Rubber pads protect the finish. 

Note how the large wheels with 10 x 
in the load bal- 
ng or the loading position until 


2.75 cushion tires lock 
ant 
released by a foot pedal. See the two small 
rubber wheels used for loading. 

Save the cost of an extra man; order 
your Easload today... only 


FOB L ANGELES 


»COLSON EQUIPMENT & SUPPLY CO. 
1317 Willow Street @ Los Angeles, California 


LASLOAD WPPLIANCE TRUCK 





Fingertip on-off control 
, for 


TV SETS 
N. ee 


“=o. > 5 XMAS TREES 


at aD = 
IY 
= 


Menaas 


“is 


RADIOS 
~*~ 


ALL SMALL 
APPLIANCES 


Here's a new and 

unusual remote-control 

device that adds to the 
convenience and utility of every 
appliance in the home. Completely 
safe and shock-proof — piugs 

into any outlet. A hundred uses 

in every home... an easy EXTRA 
sale to almost every customer! 


Order from your own jobber or write 
for complete catalog and prices. 


GILBERT MFG. CO. Inc., Long Island City 3, N.Y. 
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$53.50 


107" 


eas 


THIS IS HOW L.E.C.’s letter 


Bunk. ... I am a small dealer and 
! 1 sell cash 
and carry and no service and, unde 


fair trade, I am supposed to sell for 


have always cut the price 


cash and carry the same as the 50 cents 
a month boys. You call that fair? Be- 
sides in the past few years, union peo 
| ple, school teachers, city employees, all 
have discount cards. If I 
and beat ’em, why shouldn’t 
1? Toastmasters cost $14.72... sell at 
$23.00. I am tickled to death to sell at 
$4.00 over cost. I can make a lot more 
at that than at $23.00 and not sell any. 
Vanderbilt is supposed to have said, 
“the public be damned”, but after all 
the public is entitled to competition. 
Ot course everything is cut and dried 
in Russia, but we don’t want it that 
way here. Competition is the life of 
trade! 


am able to 
meet ’em 


I don’t want Uncle Sam telling me 
what to do. Still less do I want some 
manufacturer, wholesaler or retailer. 
Oh well, you would not savvy, anyway. 
I suppose you think competition con- 
sists in lowest down payment, longest 
time to pay, gift wrapping and so 
forth. Good everyday thrifty people 
dont care for that. I believe manufac- 
turers controlling all retail business 
will bring on communism quicker than 
all the communists this side of hell. I 
am no communist. in free 
enterprise. Our system built on 
competition. Let’s not just talk about 
it... let’s practice it. 


I believe 


is 


L.E.C, 
The Woman's Angle 
To the Editor: 
Yesterday was a bad rainy day so 


| I read my husband’s ELECTRICAL 


1951 


(see below) came into our office. 


Smith-Corona 


EAR AFTER YEAR of trouble- 
Tae operation...yet first cost 
is low and service calls are seldom 
if ever needed. 


MERCHANDISING magazine never 
dreaming | would find it so interesting. 
Monday July 16 I am to participate | 
in a panel discussion sponsored by the 
f Women Voters. Subject of 
“Are Controls Neces- 
Your article “Controls a Two 
Edged Sword” will be helpful and I 
noticed the third editorial was 
titled “Why Controls Are Necessary”. | 
I found the June issue and am using 


this article 


Le ague ¢ 
the discussion is 
sary.” 
that Extra features, too, that you'd 
expect only on much more ex- 
pensive machines: 

© Colorspeed Keyboard 

e Error Control 


too. These have proved so 
helpful I am interested in acquiring 
the first two editorials along this line. 
Would it be possible for you to furnish 
them to me? I might add that some 
one hundred thinking women will ben- 
efit from them. 

Not being employed I never both- 
ered to look at your magazine before 
but will be looking forward to the 
issues now. 


e Clear Signal 
e Instant Tape-Eject 


For store or office, this strong 
simple adding machine is the 
one for you! Mail coupon or see 
your Smith-Corona dealer for the 
whole story. 

Mrs. Paul K. Weatherly ; 


Fort Myers, Florida. *Price for all states permitting Fair Trade 


Lau Subject to change. Tax extra. 


| 
|SMITH-CORONA 
CASHIER 


A complete cash 

register with adding 
| machine advantages 
| at lowest cost. 


L C SMITH & CORONA TYPEWRITERS INC @ 
109 ALMOND STREET, SYRACUSE 1, N. Y. 


Please send me further information about 8 
your Adding Machine and Cashier and 
the location of a near-by place where I 
can see and try these machines. 





Signed 
“HL, MR. JESSUP. WHAT'S THIS | HEAR ABOUT 


YOU FOLKS INSTALLING A GARBAGE DISPOSAL | 
UNIT?” 


CLIP THIS TO YOUR BUSINESS LETTERHEAD 8 
Se see ee ee eaeeceeeen 
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SEPTEMBER, 1951—ELECTRICAL 








MERCHANDISING 











MERCHANDISING 
SUPPLEMENT 





CUT delivery time, SAVE 
unnecessary damaae and work 


with the -YEATS APPLIANCE DOLLY 


wins HOFe... 
ws NEWS... 


IT'S WORTH STOPPING TO SEE! 


Second story deliveries are no problem when you 

use the dolly with the easy-does-it features.* 

Aluminum alloy frame, 58" tall, has smooth run- 

ners on back for easy off-on truck loading, curved 

cross members in front for round appliances and is 
padded with feit. 

Web strap fastens appliances tight a 
with the patented (30 second action) strap 
ratchet—oa Yeats exclusive 

<a‘ Coterpiliar STEP GLIDE. Endless belt eases the 
largest appliances over stair edges without 
marring. Write for full information 


Yeats Appliance Dolly Sales Co. 


Jaybe Industry doesn’t maintain 
show windows on Fifth Avenue or State 
Street or Wilshire Boulevard like 
America's great department stores. 
But your in has a mighty effective 
show win low and this is PP 
this magazine. In these advertising 
pages alert manufacturers show their 
wares. Here you will find 
up-to-the-minute news about products and 
services designed to help you do a gd 
your job better, quicker, and cheaper. : in the new Mode 
To be well-informed about the latest 7m Yi ea Foie din 
developments in your business, your industry... plate aids toa ad ing'up 7 
and to stay well-informed... 
read all the ads too. 


2124 N. 12th St 
MILWAUKEE 5, WIS 
lustry 





t in mo wing sap 


woodwork or 
enamel surfaces 


pliance ont 

truck; 2 on wine 
castors and 2 5” 
wheels which 


sition. Endless belt tread will 
magnesium, curver nd up-right members rubber 


KEEN MFG. CO. 


span any stair riser. Light in weight and strong. Made of 
padded. Weight 35 lbs. Write for catalog 


505 Dogwood, Harlingen, Texas 


! reo McGRAW-HILL PUBLICATIONS 








Our 462-page 
FREE °c..0c0 FREE 
Washing Machine & Vacuum Cleaner Parts, 
Save money by ordering all your supplies 
from one dependable source. 
Quality, Service, Low Prices 
MIDWEST APPLIANCE PARTS CO. 
3645-51 W. Fullerton Ave. Chicago 47, Iinols 

















Hanp Trucks for Safe & Eosy 


handling of ‘os AS) 
RANGES, REFRIGERATORS, iA 


DEEP FREEZE AND AIR W< 1\ 
Se Aj) 


CONDITIONING UNITS, 

“i ” RADIO L 

OPPORTUNITIES SELF- LIFTING PIANO TRUCK CO. 
INDLAY. OW 


SEARCHLIGHT SECTION 


Classified Advertisin 


SELLING 
EMPLOYMENT 


Modern Appliance Displays 
Need a MOTION! 
The Action 
Display-Way 
To Boost Oo: Sho 
Your Sales! ‘CLEcTANC TURNTABLES 
THE OLDEST NAME in turntables assures you 
profitable, trouble-free operation Used by 
merchants nationwide for unusual ection dis- 
plays. Model 712 ROTO-SHO illustrated, re 
volves 3 times a minute, permits novel, self 
contained lighting effects as well as operation 
of coctrienl devices. Table 18°’ diameter 
Sturdy steel construction. Guaran 
Write today for complete turntable 
catalog including build-up fixtures! 


MERCHANDISE 
BUSINESS 











@ Carries up 
to 200 Ibs 


@ Lights turn 
with table 


‘E PLIES (Bow No.): Address to office 
NEW YORK: 330 W. 42nd St 


(~ ) 
CHICAGO: 520 N. Michigan | SPECIAL ASSISTANT TO 


————~—_-_| GENERAL SALES MANAGER 


; : FORGE CRE ETB Wisconsin manufacturer has excellent oppor- 
; e rectal a gies gig eS Lge ceo 7 tunity for sales executive. Must be experienced 
suseWares wants Representatives for North | in traffic appliance sales, thoroughly con- 
btm 4 ee a TA st h 4 me ti ee de versant with all operating and policy phases 
— . of one or all three major national electrica! 
distributors and qualified to correlate manu- 
) nt facturer’s activities between all headquarters, 

- “6 rus — mendiaes Jobber ‘ district and branch offices on both contractor s rices on 
supplies and appliance items. Also supervise 
field sales forces’ activities with these accounts 
on nation-wide basis. 


ROBOT OPERATORS 


Electronically 
OPEN —=* CLOSE —LOCK 
DOORS e« GATES « ETC. 
Rosidential-industrial-Commercial 
Write for Catalog—Dept. EM 
ROBOT APPLIANCES, INC. 
13165 Prospect—Dearborn, Mich. 





GENERAL DIE AND STAMPING CO. 
Integrity Since 1919 
Dept. 65, 267 Mott St. New York 12, N. Y 


MEND - IT - SLEEVE 


Permanently 
in Sees 
tria 


SELLING OPPORTUNITY OFFERED 











rs broken col 
ae and tates. 





SPECIALTY 


OLD ESTABI ASHE D Mz anufac turer _ as open 
ngs in several territories for Re 
tives calling on Lamp aad 


Vacuum Cleaner Repairs. 
efficient service guaranteed 

rebuilt cleaners. Parts 
2051 Boston Rd., Bx. N 


Low 
United, 
32-8984 


Gnaktuaninees 
Pri Spee —— 


writ 
MEND - IT SLEEVE ros 


136 Bonita Av., Piedmont 11, ll 


LOVELL WRINGER ROLLS 
Factory Machined Rolls Save Time 
WASHER AND IRONER PARTS 
IRONER PADS AND COVER 
ALL SIZES FOR ALL MAKES 


OHIO WASHER COMPANY 
1223 Superior Ave. Cleveland 14, Ohio 











LINE WANTED 
MAJOR APPLIANCE or RADIO and TV 
for Wisconsin (can include upper Mich. and N 
s) by experienced merchandiser with extensive 
butor and factery background; firmly ee 
cellent sales record and contact 
ounts, dealers and utilities; Mil Iwaukee, oaice 


Please submit complete 
resume of previous experience and salary re- 
quirements 


This 

MERCHANDIZING SUPPLEMENT 
ion 
is am adjunct to other advertising in this 
with these additional announcements of je 
‘ucts and services of special interest in the sale 
and servicing of electrical appliances and in 
other opportunities. 


Electrical Merchandising 


P-1554, Electrical Merchandising 
520 N. Michigan Ave., Chicago 11, Il 
Hlectrical Merchandising 


ichigan Ave., Chicago 11, Il oa 


FOR SALE 


100—International Register coin meters 
latest type N-30 with removable coin 





























WANTED 


box, complete $5 each. 


JEFFERSON STORES 
2140 N W 23rd St. Miami, Fia. 








ry 


“Opportunity” Advertising 
Think 
“SEARCHLIGHT” 
First 











MANUFACTURERS REPRESENTATIVES 


Manufacturer of Electric Traffic Appliances 
(fans, ventilators, heaters, broilers, etc.)— 
well established—will have the following 
open territories; Mo. lowa, Neb. Kan. Mich. 
Ohio, W. Va. W. Penna, Ill. Ind. Wisc. 
Minn. Kentucky, Tenn. Ala. No. Car. So. 
Car. Ga. Fla. La. Va. Must have back- 
ground calling on Electrical Hardware and 
Appliance jobbers. Reply in complete de- 
tail regarding lines carried, territory and 
previous experience. All replies strictly 
confidential. 


RW-1757, Electric 
330 W. 42nd Street 


al Merchandising 
New York, New York 








e REFRIGERATORS 
e RANGES 
write For compete catacoc ©6. ®" WATER HEATERS 
MOELLENBROCK & WILKIE MFG. CO. 


WASHINGTON, MO. 
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Green Light for 1V 


At present indications point to a break in the 
log-jam of television sales. We are all too 
familiar with the depressing record of the past few 
months: (1) over-production on the part of manu- 
facturers in anticipation of war-created shortages; 
2) over-buying on the part of distributors and 
dealers for the same reason; (3) underbuying on the 
part of the public following their splurge during the 
previous fall; (4) swollen inventories at all levels; 
and (5) the resort to price cutting, auctions, pre- 
mium give-aways and all the rest of the sad trappings 
of disorganized merchandising. 

The inventory situation is by no means back to 
normal. Probably 2,000,000 sets are in the hands of 
manufacturers, distributors and dealers. We know 
that factory stocks are an estimated 750,000 sets; 
distributor stocks at 600,000; and certainly dealer 
inventory may be assessed at 650,000. 

his is an astonishing picture in the light of the 
fact that employment and incomes are at all-time 
highs and that savings in the hands of the public 
have made impressive gains. It is not so surprising, 
however, when one considers the encroachment on 
the public purse of inflated bills for groceries, cloth- 
ing and other commodities and the vicious bite the 
tax boys bring to bear. In addition, consider the 
psychological factor of surpluses where shortages 
were threatened and the impact of drastic curbs on 
installment buying. It is easy to see why the TV 
bandwagon ground to a halt. 


UT this is an industry of dynamic potentialities. 

It may be slowed temporarily, but its future is 

so fraught with the elements of bigness it can never 
be stopped for long. 


The pressure of the trade and the public has al- 


ready forced Congress to ease the Federal Reserve 
Board’s vice-like grip on credit. Similar pressure 
has forced FCC to announce a belated thaw of its 
three-year-long freeze on the construction of new 
television stations. The Commission has announced 
it will open 70 UHF bands in addition to the twelve 


VHF bands already functioning—enough to take 
care of around 3,000 stations, whereas at present 
only 107 are functioning. Some 400 applications are 
already in and as many more are expected. The Com- 
mission, by agreeing to adopt written applications 
instead of following the “oral testimony” method 
that proved too time-consuming in the case of color 
TV hearings, hopes to speed up the entire process. 
The whole color controversy, incidentally, would also 
appear to be split wide open with the all-industry 
compatible method due to receive the recognition 
which was its due. In another move, FCC has taken 
proper cognizance of TV’s seam-busting tendencies 
by permitting existing stations to increase their 
power up to 50 KW. This will mean wider station 
coverage and better pictures in those communities 
laboring under the handicap of weak signals. 


N THE financial marts, the impact of television 

is also causing major knock-down, drag-out 
battles between theatrical, radio and publishing inter- 
ests. All the signs point to theater chains muscling 
in on TV territory. Only recently, ten major tele- 
vision stations were sold. The programming battle, 
of course, continues to rage, especially in the realm 
of major sports events. 

All these signs point to a resurgent industry break- 
ing the chains that have held it from approximating 
its enormous potentialities. The distributing =rades, 
which play so vital a part in the sale and service of 
the receivers in the ultimate customer’s home, could 
well afford to stop thinking in terms of cut prices, 
misleading advertising and shoddy service, and 
realize that they have a stock in one 
biggest new industrial giants. 


of America’s 
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‘LOVELL 


—inventor of the 
"Feather-Touch” release~ 


BRINGS YOU ANEW, IMPROVED 
"RELEASE 


The best safety release ever designed for a wringer is now even 


Positive-Balanced 


Action ! 


1. CUTAWAY VIEW of reset lever shows how 
latch (A) holds hinge (B) firmly in position 
when wringer is in use. Feathertouch release 


bar (C) is connected to actuating arm (D), 


better! Now you can offer wringer washer prospects far greater 


safety with Lovell’s new, improved “Feather-Touch” release! 


It’s more sensitive than ever before, yet it will not release until 


you want it to. And the new booster trigger assures immediate 
positive action at the first flick of your finger! This new Lovell 
development will be featured in Lovell’s models 42, 52 and 77 


| 


2. WHEN RELEASE BAR is pushed or pulled the 


actuating arm (D) pushes down latch (A), 
releasing the hinge (B). Sensitive, Positive- 


Balanced Action immediately and speedily 
releases roll pressure. 


3. EXTRA MARGIN of safety is booster trigger (E). 
After the latch (A) is unhooked, the same 
touch on the release bar causes the booster 
trigger to push hinge (B) out, accelerating 
the pressure release. 


EXCLUSIVE SALES ADVANTAGES of Lovell’s “Feather-Touch” Release 


1. EASY TO RELEASE! A light flick of the hand 
releases tension on the rolls instantly. New Positive- 


Balanced Action gives split-second response. 


2. ASSURED PERFORMANCE! Lovell’s new booster 
trigger now doubles the “Feather-Touch” release’s 
protection, makes certain that pressure is released 


every time the release bar is used. 


3. RELEASES REGARDLESS OF LOAD! No matter 
what’s going through the wringer, a nylon slip or a 
double blanket, the new “Feather-Touch” release 


gives the same reliable, safe action. 


4. NO UNWANTED RELEASES! Although the new 
“Feather-Touch” is more sensitive than ever 
before, it will not release until the release bar is 
moved manually. 


“ 


Tol} PRESSURE 
U7 CLEANSING 
“~~. WRINGERS 


LOVELL MFG. CO. « ERIE, PA. 


Also makers of gas and electric Drying Units 








PPE PEE TE SRR0RRR08R 
7... 7... 
22002808 aaaaa sp aaa 
LLL! a ome PLL aR 


I= 1 3 i= 3 3 5 Ie 1 
3 oe Ee Ie Ee Ie ee ae Ie 
ae 3S BS Ee Ew Ee Ee ae Ie 


Ls 
‘= 
La 
Ls) 
iw Be ES FS IS Ie Ie I 


O I Be ID IS IS ID ie ID 
0 Ie BS IS IS IS IS Ie I 
2 3 ED ID IS IS IS le IV 
| we ee me ee) ee ee ee 
|| | me |) ee) ee ee 


Lil. as a7 
ile -* * 
Lele -_- > 
al aa 
. . 














Look! 1402 Kelvinators (count ’em) 
and their service record is 997%5% perfect! 


E ERY APPLIANCE RETAILER knows that calls for service on the products he 
‘4 sells can many times mean the difference between red ink . . . and black. 
They can mean either multiplying headaches . . . or satisfied customers, with 


1402 Kelvinators than we do from the other 490. 
“In 1950, with L000 Kelvinators ten years old, or more (some of them are 
twenty years old, being second-hand when installed) we changed two refrig- 


sales that mean more sales. erating mechanisms for mechanical failures. 


The outstanding service record of Kelvinator products has won acknowledge- 


ment throughout the industry. Every year. Kelvinator receives more and more 


of this in letters from dealers—and their customers— 
year-in, year-out unfailing product performance. 
Here is just a part of one such letter from a housing project official: 
“Thinking you might be interested in our experience with Kelvinator for the 
past fifteen years, [ am taking the liberty of writing you of it. 
“We have 1892 refrigerators installed in this city. Of the above number. 1402 
Kelvinator. I can truthfully say we receive less trouble by far from the 


evidence attesting to 


TUNE IN—ENJOY IT! THE PAUL WHITEMAN 
TV TEEN CLUB ON ABC-TV NETWORK presented 


“The writer has been in refrigeration service for thirty years and has travelled 
from the Atlantic to the Pacific, and from the Gulf to the Great Lakes on 
refrigeration service. From my observation, the owner-satisfaction received 
from a Kelvinator is really a wonderful thing.” 

The wise retailer today is not satisfied with just the frosting on the cake. 
He wants basic, lasting, sales-building quality. 

The record proves he gets such quality with Kelvinator. 

That is still another reason why the Kelvinator Franchise is the most valu- 


able in the appliance industry. 


Woy chrnator 


THE MOST VALUABLE FRANCHISE 


ELECTRIC REFRIGERATORS...RANGES... 


IN THE APPLIANCE 


FREEZERS...WATER HEATERS. 


INDUSTRY 
.. AIR DRIERS 


by Kelvinator and Nash Dealers. See your local 
paper for day, time and station. 


KELVINATOR + DIVISION OF NASH-KELVINATOR CORPORATION + DETROIT 32, MICHIGAN 





